
More convenience, 
productivity and savings

Your parts source can make the difference 
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How quickly you get a part replaced can 
be the difference between downtime 
and up, between making lots of money 
and making less. At John Deere, we take 
pride in providing commercial grounds-
keeping customers like you with the 
parts you need to stay on the job and 
PD[LPL]H�SURƟWV��,Q�IDFW��ZH�RIIHU�
several methods to access parts fast – 
LQFOXGLQJ�VRPH�VROXWLRQV�\RX�ZRQŤW�ƟQG�
anywhere else. 

Your local John Deere dealer 
understands your business and  
offers many services to support it. 

� Ƙ� An exceptional parts inventory of:  
  - Original Equipment Manufacturer  
   (OEM) parts. 
  - All Makes parts for other, major  
   mower brands.

� Ƙ�  Highly trained service technicians 
who speak your language.

� Ƙ�  Unsurpassed parts distribution and 
support channels.

If your goal is making money, let us 
partner with you.
 

We want your business. And we’re not 
above tempting you with a coupon 
to encourage you to experience our 
advantages. Redeem this coupon by:

 Ƙ� �Bringing it in to your local John Deere 

dealership.

 Ƙ� �Ordering online at JDParts.Deere.com. 

Enter coupon code 51773. You can pick 

up parts ordered through JDParts the 

next business day at your dealership, or 

they can be direct-shipped to you. 



Parts OnSiteTM

 

This unique program is built on a common-

sense approach – it’s easier and faster to 

grab parts stored at your place of business 

and get right back to work than it is to drive 

to the parts store. With Parts OnSite, your 

dealer* regularly visits your place of business 

to help you maintain your own inventory of 

high-wear and maintenance parts.

  Ƙ  6SHFLDO�ƟQDQFLQJ�RSWLRQV�DUH�DYDLODEOH�

so you can stock up now and pay later. 

Ask us about our Buy Now/Pay Later** 

ƟQDQFLQJ�RSWLRQV�WRGD\�

 Ƙ  We also offer an attractive, spacious 

Parts Onsite cabinet to store your parts 

inventory. That way, you stay organized 

and productive.

Fast response if part is out of stock  

It won’t happen often but if your John Deere 

dealer doesn’t have the part you need in 

stock, he can order it for quick delivery to 

his store! He can do this thanks to:

 Ƙ   One of the most extensive parts 

distribution networks in the world. 

(Deere has three in Canada alone.) 

 Ƙ  $Q�DYHUDJH��RQ�WLPH�ƟOO�UDWH�RI� 

98 percent.

With parts solutions like these, you know  

we mean business.

 

We spend our uptime 
÷QGLQJ�ZD\V�WR�
LQFUHDVH�\RXUV

JohnDeere.com/Parts

Don’t risk downtime due to lack 
of parts. Partner with the most 
professional source possible –  
John Deere.

* Subject to dealer participation.

** Subject to John Deere Financial approval and dealer 

SDUWLFLSDWLRQ��0LQLPXP�ƟQDQFH�DPRXQW�PD\�EH�UHTXLUHG��

6HH�\RXU�GHDOHU�IRU�GHWDLOV��3URJUDPV�VXEMHFW�WR�FKDQJH��

ZLWKRXW�QRWLFH��DW�DQ\�WLPH����

***Offer applies to purchase of any set of John Deere OEM mower blades purchased from  

March 1, 2012 through May 26, 2012. Get 20% off the total purchase price before applicable  

taxes and shipping charges. Offer is subject to change without notice at any time. See your John 

Deere dealer for more details. Limit one coupon per person per product. No facsimiles will be ac-

cepted. Redeemable only at participating John Deere dealerships in Canada and on JDParts.com. 

Dollar amounts referenced are in currency of country of residence.

Note to dealer: Offer valid when customer purchases any set of John Deere OEM mower blades.  

Offer expires May 26, 2012. To receive reimbursement and for program rules, visit http:// 

couponredemptionsite.deere.com. Select the “20% off Blades - Magazine Ad (51773)” offer.  

You will need coupon code, customer name and transaction information to claim redemption.  

May 31, 2012 is the last day to claim redemption. Limit one coupon per recipient.

6DYH�����RQ�SXUFKDVH�RI�DQ\�VHW�RI�-RKQ�'HHUH� 
2(0�PRZHU�EODGHV***
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Since 1986 we have helped  

existing landscape service businesses 

become a success within our  

franchise network.

Join us and it will change your life.

BUSINESS OWNERS – TAKE ADVANTAGE OF OUR 
NEW OFFER OF $0 DOWN TODAY!*

Call us today at 1-866-781-4875
 franchise@uslawns.net     ��      www.USLawnsFranchise.com

New Offer for Conversions:
If you already own your own business, we can help you reach your commercial growth 
goals. U.S. Lawns has brand recognition. We are the leading franchise company in the 
commercial landscape management industry! We have operational systems and support 
that are second to none. Seriously. Look us up.  Ask our franchisees. 

Now we are offering special finance options for those who are converting their business to a 
U.S. Lawns franchise. Not only will you be joining the leader in the industry, you will be 
taking advantage of our newest financial outreach to conversions. NO MONEY DOWN! That 
just is not an offer you want to pass up. If you were ever considering a franchise, now is the 
time and we are your future. We have the marketing you need. We have the systems for 
effective bidding, efficient routing, timely invoicing and business plans that set you on a 
growth path. The best part? We are NOT acquiring your business. You still retain ownership 
of your business. 

With U.S. Lawns, get set to grow!

Commercial Landscape Management at its best

G:MBHG:E�LMK>G@MA���EH<:E�<HFFBMF>GM

*Individuals must quality for $0 down financing. Qualifications are based upon credit worthiness & gross billings of the existing business.
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Could you
Spot A Great
BUSINE$$
Opportunity

HELP! LANDSCAPE PROFESSIONALS!
We are actively seeking dealers to sell, install and service our 

innovative outdoor misting systems that effectively 
control mosquitoes and other annoying insects.

GREAT MARGINS &
RECURRING REVENUES!

If It Was 
RIGHT

In Front Of
Your Face?

WWW.MISTAWAY.COM
1-866-485-7255BECOME A MISTAWAY DEALER TODAY!
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HERE’S HOW READERS RESPONDED:

BLOG COMMENTS

Good stuff, Jeffrey. I’m glad  
you learned the lesson for all 
of us :-) “Don’t look for a silver 
bullet. Look for a better system 
and a better approach to your 
business.” Love that quote.  
Nice work!

Chris Heiler 
LandscapeLeadership.com

So true! Especially about the 10 
percent part … happens often 
with money manager types.

Jan Johnsen 
Johnsen Landscapes & Pools 
Mount Kisco, N.Y.

Great article...

Rick Gottschalk Jr. 
Garrick-Santo Landscape Co.  
Wilmington, Mass.

BLOG

COMING 
SOON...

Landscape 

Management.net 

is getting a new 

look! Please let 

us know what 

new features you’d like to see on our redesigned 

website. Send your thoughts to Editor Marisa 

Palmieri at mpalmieri@northcoastmedia.net. 

TWITTER

RT @Grasshopper 
Mowr: Big contracts  
can come with big  
headaches, and big 
losses. Thoughts from 
Jeffrey Scott on the  
@LandscapeMgmt blog

@GoiLawn  

Big contracts can come 
with big headaches, and 
big losses. Thoughts 
from Jeffrey Scott on the 
@LandscapeMgmt blog: 
bit.ly/LXgvol

@GrasshopperMowr

Don’t look for a silver 
bullet. Look for a better 
system and a better  
approach to your busi-

ness - buff.ly/LXgvol via  
@LandscapeMgmt

@Inbound_Agency

Good article and timely

@budsnblades

FACEBOOK 

Deciding to terminate a 
contract with a client is 
always a tough choice. 

See why you should look 
hard at your big clients.

Shared by South Carolina  
Landscape and Turfgrass  
Association

Great article. I couldn’t 
agree more.

Justin Stelter 
Justin Stelter Landscape 
Gardening 
Franklin, Tenn.

THE LM DAILY
DID YOU CATCH THE LATEST FROM THE BLOG?  

In his latest blog post, titled “Big clients can kill 
you,” LM blogger and Green Industry consultant 
Jeffrey Scott shared these insights:

» The clients you say “no” to can be your best clients!

» Big clients upset your sales cycle. You run out of 

time to develop new business because you are so busy 

with the “big” job. 

» Big clients are fun to brag about, but they can kill 

your morale and your wallet.



Get more motor out of your motor.

MOVE UP >>

©2012 FRAM Group IP LLC.

Move up from your old OE plugs to Autolite®  XP Xtreme Performance®  plugs. 

Made for any vehicle, import or domestic – they enhance performance, help 

maintain peak fuel effi ciency, and last up to 100,000 miles with a fi ve-year 

limited guarantee. To learn about XP and all Autolite parts, visit autolite.com.
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Need quality plants?

Visit the Tennessee Nursery  
Buyers’ Guide online  

www.tnla.buyerguide.php

Or Attend The Tennessee Green  
Industry Expo Where you can  

meet the growers and see their plants! 

Nashville Convention Center 

January 3-4, 2013 

www.tngie.com

Contact the Tennessee Nursery & Landscape 

Association for additional information 931-473-3951
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Make a statement with DuPont™ Acelepryn® insecticide.

Evolve your business with DuPont™ Acelepryn,® the latest advancement in grub control. One 

application provides unparalleled performance against every turf-damaging white grub species as 

well as key surface feeders. The Acelepryn® Application Advantage delivers timing that fi ts every 

grub preventative treatment program. Acelepryn® also provides effective control of key insect pests 

infesting landscape ornamentals. And, Acelepryn® is the fi rst and only grub control product to be 

registered by the U.S. EPA under its Reduced-Risk Program for use on turfgrass. Customers will 

appreciate the excellent environmental profi le and the exceptional performance of Acelepryn,® 

while you’ll benefi t from a reduced number of costly callbacks. Also experience the added 

convenience of  Acelepryn® on a fertilizer. To learn more visit proproducts.dupont.com/acelepryn. 

DuPont™ Acelepryn.® Start an evolution.

DuPont™ Acelepryn® is classifi ed for restricted use in New York state. Acelepryn® is not for sale, sale into, distribution and/or use in 
Nassau, Suffolk, Kings and Queens counties of New York. Acelepryn® is not registered in Hawaii. Always read and follow the label. 
The DuPont Oval Logo, DuPont,™ The miracles of science™ and Acelepryn® are trademarks or registered trademarks of DuPont or its 
affi liates. Copyright © 2012 E.I. du Pont de Nemours and Company. All rights reserved.

  —  Mike Powers

 Simply Safer Premium Lawn Care

 Wrentham, MA

DUPONT
™  ACELEPRYN

®

OPTIMAL GRUB CONTROL

NOW THAT’S NEWSWORTHY!
W I T H  A N  E X C E L L E N T

ENVIRONMENTAL PROFILE.
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Contact Marisa at 216/706-3764 or via email at mpalmieri@northcoastmedia.net.

EDITOR’SNOTE
MARISA PALMIERI EDITOR

S
ixteen: The number of years Green 

Industry volunteers have come 

together to beautify Arlington 

National Cemetery during the 

annual Renewal & Remembrance 

(R&R) event, held by the Professional Landcare 

Network (PLANET).

400: The number of volunteers at this year’s 

event on July 9. 

$2 million-plus: The estimated value of the labor 

and materials donated by the Green Industry since 

R&R’s inception.

155 and 36: The number of acres limed and aer-

ated, respectively, this year.

240 pounds: The amount of lime I applied with 

a walk-behind spreader as a member of the Section 

7 liming crew. (That’s 240 pounds more than I’ve 

ever spread in my life, let alone going uphill!)

As an American and a member of the Green 

Industry, I encourage you to attend R&R at least once. 

But know this: It’s inspiring, energizing and it never 

gets old, so you will probably go back year after year.

Before this year’s dedication ceremony, I spoke 

with volunteer Miles Kuperus, owner of Farmside 

Landscape in Wantage, N.J., and another num-

ber occurred to me: the number of participants in 

R&R—or any community service project—who 

share what good works they’re doing with their 

clients and the public. I’m not sure exactly what the 

figure is, but knowing how humble members of the 

Green Industry are, I know it’s not enough. I under-

stand companies resist promoting their service proj-

ects because they don’t want to appear as if they’re 

trying to cash in on their altruism; at the same time, I 

encourage them to accept recognition. 

That’s why I was impressed to hear Kuperus, who 

has participated in R&R for the past 10 years with 

his wife and five kids, sends a letter to clients sharing 

details about the event. I don’t know how many other 

companies do this, or how many take advantage of 

the press release template PLANET provides, but I 

bet it’s the minority. That should change. 

It’s not a bad thing to promote your company’s 

service work, even if you do it out of the goodness of 

your heart and not for a pat on the back. Think of it 

this way: The goodwill you generate in the commu-

nity will raise the profile of your company, boosting 

business, and could afford you the opportunity to give 

back on a larger scale. And there is no shame in that.

Proud to partner
In the name of recognizing those who serve others, 

I’m proud to say Landscape Management is the media 

sponsor of PLANET’s new Community Steward-

ship Award, a program to honor exceptional Green 

Industry volunteerism efforts. 

If you’re a PLANET member, please visit 

landcarenetwork.org/awards/communityaward to enter 

the program in one of six categories (small service 

provider, medium service provider, large service 

provider, supplier, student chapter and state associa-

tion) by Nov. 15. Each winner will be featured in 

LM in 2013 and will be recognized next July at 

PLANET’s R&R event. 

If you’re not a member of PLANET, we’d still 

like to hear about your service projects. Please email 

me (mpalmieri@northcoastmedia.net) a 250-word 

description of your company’s volunteer efforts with 

photos, if possible. We’ll be happy to feature some 

worthwhile projects next year, like we did this month 

for the great work Heaviland Enterprises provided a 

school in need of some shade trees (page 32).

Accepting recognition

It’s not a bad thing to promote 

your company’s service work, 
even if you do it out of the goodness of 
your heart and not for a pat on the back.



W  grows. Quality pays. 
maintenance and everyday durability s busy, Kubota 

. Keep moving on the job 

utility vehicle. Or power up a Kubota TLB for the versatility of three tractors 
in one. Kubota quality pays.

Financing available to qualified customers through Kubota Credit Corporation, U.S.A. 
For product and dealer information, call 1-888-4-KUBOTA, ext. 403 or go to 

www.kubota.com. 

Optional equipment may be shown.

© Kubota Tractor Corporation, 2012
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50 YEARS OF INDUSTRY TRENDS  » BY BETH GERACI

Time to rock and roll

I
t’s a sunny summer morning in 

downtown Cleveland. Phil Cavotta, 

clad in a hard hat, construction vest 

and jeans, is overseeing a landscap-

ing project at the Cleveland Clinic. 

The $500,000 job involves plant-

ing 150 maple and pear trees and laying 

nearly 12,000 yards of special-blend 

topsoil. “The lawn area will be the size 

of a football field,” says Cavotta, senior 

advisor at Cleveland-based Cavotta 

Landscapers. 

Cavotta Landscapers has done many 

landscaping projects for the Cleveland 

Clinic over the last 30 years. It had a 

project in the works there even when 

Landscape Management first wrote about 

the company in 1995. But it also had 

another high-profile contract then—the 

Rock and Roll Hall of 

Fame and Museum. At the 

time, the Rock Hall was 

one month away from its 

grand opening.

“We saw people com-

ing and going all the time,” 

Cavotta recalls. “I met 

Yoko Ono, I met the Bee 

Gees, [Rock Hall architect] I.M. Pei, so 

many people.” 

In 1995, Cavotta recounted to LM 

meeting Wolfman Jack there three weeks 

before his passing. “I remember the Wolf-

man like I’m talking to you now,” Cavotta 

recalls. “I imitated him, the way he spoke. 

He didn’t mind. He just laughed.”

Pei wanted the landscape sur-

rounding the museum to be simple so 

it wouldn’t overshadow the building’s 

design. So the Rock Hall project was 

a “small job but a big honor,” Cavotta 

says. “I was proud to work on that job, 

No. 1, because rock ‘n’ roll was coined 

here in Cleveland, Ohio. 

“They had people from all over the 

world visiting,” he continues. “It’s one of 

those things, it was really cool to see them 

bringing in the Beatles’ guitars, or memo-

rabilia from Joan Baez. It was all part of 

Americana, and it’s here in Cleveland.”

Like any project, the Rock Hall job 

had its challenges. The heat reflecting 

off the museum’s glass toasted taxus 

plants the Cavotta crew had installed. 

Workers had to replant them and rede-

sign the sprinkler system to keep the 

plants moist. 

“This is called the crunch,” Cavotta 

told LM in August ’95. “It will be done on 

time. But these last weeks are going fast 

and everybody’s push, push, pushing.”

At the Clinic in August 2012, 

Cavotta’s crew still is pushing—pushing 

to meet the project’s Aug. 31 deadline. 

“You gotta get it done no matter what,” 

Cavotta says.

He’s worked in the family business 

long enough to know that; he started in 

it as a 14-year-old, mowing lawns.

Cavotta’s grandfather Felix launched 

the company as a garden center in 1917. 

He grew it by gardening the homes of 

Cleveland’s richest families, including 

the Rockefellers. 

“My grandfather said, ‘You hook 

up with these people and do an honest 

day’s work, they’ll give you an honest 

day’s pay,’” Cavotta recalls. 

The business survived the Great 

Depression and continued to grow. Phil 

and his sister, Marilyn Cavotta Pride, 

inherited the business from their father, 

Michael, in the mid-1990s. Today, 

Marilyn is company president, Phil serves 

as senior advisor and Anthony Gabriel—

the company’s heir apparent—is vice 

president.

Over the years, Cavotta Landscap-

ers has grown to a $1 million company 

offering commercial and residential 

landscaping services. Even so, for land-

scape contractors nationwide, in 2008 

“the bottom fell out,” says Cavotta. “I 

love what I do. But it’s a tough field.”

Despite the challenges, Cavotta, 59, 

plans to work for as long as there’s work 

to do. “You keep on plugging,” he says. 

“I stick with it. It’s in my blood.” 

A contractor recounts working on the 

Rock and Roll Hall of Fame grounds  

and tells what life holds now.

(Above) Cavotta’s employ-
ees on the job in August 
at the Cleveland Clinic, 
where they’re planting 
150 trees. (Left) The Rock 
and Roll Hall of Fame and 
Museum at sunset.


