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NEW CULTIVARS ›

Gentle giants
The ‘Red Fox XXL’ series is comprised of large-
� owered dahlias, boasting almost 6-in. diam-
eter blooms. These large � owers grow on a 
plant that doesn’t get out of control — nor will 
they need staking or extra care to maintain the 
plant structure, according to Dummen USA. 
The full-sun-loving annuals grow to heights 
between 10 and 24 in. The seven bloom color 
options include Veracruz (pictured), pink and 
white; Chiapas, intense pink; Rojo Paramo, red 
purple; Mayo, white; Durango, yellow; Hidalgo, 
copper; and Paraiso, pink. DummenUSA.com

Here come hummingbirds
The warm tones of the Agastache hybrid ‘Summer Sunset’ can brighten your summer borders and 
containers. The newest addition to Terra Nova Nurseries’ Summer Series, this hummingbird mint 
is drought-tolerant, has an upright, compact habit, and blooms all summer, according to the company. 
Hardy to USDA Zone 6, it ranges from 10 to 24 in. in height and features 1.5-in. blooms.
TerraNovaNurseries.com

Year-rounder
Ball’s ‘Jealousy’ Leycesteria offers all-
season interest, with chartreuse foliage and 
a big, bushy shape. Some blooms may appear 
in July, and cooler conditions express maroon 
highlights to the foliage. Purple fruit appears 
in the fall. It pairs well with other vigorous 
plants in large-size containers, and performs 
well in wetlands. BallHort.com

Scent of spring
Monrovia’s new Golden Crane Hydrangea 
(Hydrangea angustipetala ‘MonLongShou 
Golden Crane’) features large lacecaps of 
white and chartreuse. It not only presents 
its � owers in late spring, the earliest of 
all hydrangeas to blossom, but is highly 
scented, according to the company. Hardy 
in USDA Zones 6-10, this selection was 
made from seed collected in Southern 
Sichuan Province, China. It prefers rich, 
porous soil. Pink � owers will be main-
tained in neutral or alkaline soil with pH 
of 7.0 or higher, while blue � owers will be 
maintained in acidic soil with pH range of 
5.5 or below. Monrovia.com

Pastel palette
Rosa ‘Carding Mill’ (Auswest) from David 
Austin Roses is a repeat-� owering shrub 
that grows to about 4x3.5 ft., thriving in areas 
of full sun or partial shade (USDA Zones 5-9). 
Featuring a myrrh fragrance, cupped blooms 
appear with approximately 80 petals in mixed 
shades of pink, apricot and yellow. This rose 
was named after a valley in the Long Mynd, 
a scenic area of hills and moors close to 
David Austin’s display gardens in Shropshire, 
England. DavidAustinRoses.com
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A client’s desire for weed control  
leads Allan Cole to WeedEnder  
— and a pro�table niche.

When Allan Cole’s client 
asked him to control her 
weed problem, he found 
the perfect solution.

BY CASEY PAYTON

  SERVICE 
       SNAPSHOT»
WHY WEEDENDER? “It’s a 
great solution for people who 
are not happy with spraying 
herbicides. It becomes a 
great add-on service for those 
customers,” Cole says.

INVESTMENT? “That’s the great 
thing about the WeedEnder 
product. You have to pick up 
very few tools to start install-
ing the product. A landscaper 
would already have most of 
the tools, and you can pick up 
some of the specialized tools 
from U-TECK. If not consider-
ing the advertising and strictly 
just the investment in tools, I’d 
say it’s under $2,000.”

LEARNING CURVE? “The 
learning curve is the same 
as any other installation skill 
a landscaper learns, such as 
building retaining walls. You 
just need to pay attention to 
the speci�cations that U-TECK 
puts out, and you’ll have an 
easy installation.”

The ticket to weed control

W HEN ALLAN COLE’S longtime client asked him to 
eliminate the weeds around her fenced-in 
property, it launched for Cole an add-on 
business. 

Cole, who owns Willow Springs Nursery & Landscap-
ing in Rubicon, WI, had been spraying around his client’s 
fence annually, but the weeds returned year after year. 
While researching a better solution, Cole came across 
WeedEnder, a vegetation control-matting product by 
U-TECK. Made from post-consumer recycled materials, 
the green product prevents unwanted vegetation growth 
by depriving root systems of sun, yet it 
still allows water and nutrients to move 
through the �ber. 

For Cole, it was the perfect solution. 
“The client loved that it was made 

from recycled materials, and it also 
worked absolutely fantastic,” recalls Cole 
of his �rst experience with the product. 
“It was really way above our expecta-
tions. I was so impressed that I called 
the company and asked about getting a 
distributorship... It has been an excellent 
�t for our business.” 

Though WeedEnder was developed 
for commercial use, the company is now 
pushing more into the residential land-
scape industry. U-TECK Vice President of 
Sales Russ Mason III says “never having 
to deal with weeds again” is a bene�t 
homeowners can appreciate. 

“You can use it in bed gardening,” says 
Mason. “We can cut a series of holes into 
the sheet so you can plant bulbs through 
it. It not only kept weeds out of the beds, 
but it also helped keep the plants moist 
by reducing some of the evaporation.” 

A SPRAYING ALTERNATIVE
Because spraying is often a component 
of many landscape companies’ mainte-
nance divisions, some professionals may 
be wary about selling a one-time product 
that promises to get rid of weeds forever. 

But Cole has an answer for that. 
“That part of the maintenance business may be start-

ing to go away anyhow, as it becomes so heavily regulat-
ed,” he says. “Pesticide or herbicide spraying, particularly 
in areas where children are present, is becoming banned 
or heavily controlled. The handwriting is on the wall. Now 
is the time to adopt a different solution.” 

For Cole, WeedEnder has been that solution. But the 
product’s high cost deters potential buyers. Mason admits 
it’s not cheap. 

“It was �rst invented for use with the U.S. Department 
of Transportation for roadside weeds, so 
it had to be able to withstand the rigors 
of having tractors and mowers run over 
it,” he explains. “It’s incredibly tough. 
But making it nearly indestructible drove 
the cost of the product up. The typical 
homeowner might not be inclined to 
choose this product at �rst.”

That’s why having a landscape 
professional involved in the sale makes 
sense, Cole says, noting that his clients 
are more receptive to WeedEnder after 
being convinced of its long-term po-
tential. It’s an easier sell with municipal 
customers such as school districts, 
where pesticides often are the only 
weed solution.

“What I tell my homeowner and mu-
nicipal customers is that there are no 
recurring costs,” says Cole. “You never 
have to go out and spray or string-trim 
weeds again. In the long run, the prod-
uct is a money saver. And it’s good PR 
for places like schools, too. It doesn’t 
look good having someone walk around 
with a sprayer when it’s a place where 
kids play. 

“I de�nitely think it’s a good �t for 
the landscape industry,” he concludes. 
“It’s an easy business to move in to.”

The author is a freelance writer with seven years of 
experience covering landscaping.
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GREEN INDUSTRY MAINTENANCE LEADERS  »  BY TOM CRAIN

Stockner’s Nursery is a third-generation family busi-
ness based in central Virginia. Launched in 1981, 
Stockner’s designs, installs and maintains landscap-
ing and hardscaping and provides grounds manage-
ment.  It recently branched out to a retail extension, 
Twigs Garden Center, to complement its residential 
design/build division. Company presi-
dent Gary Stockner discusses this 
interdepartmental synergy, as well as 
effective client communications, rising 
fuel costs and other challenges.

Gary Stockner, far right, 
and his management 
team plan to provide 

customers with more 
specialized services.INSIDE INFO

Company: Stockner’s Nursery

Headquarters: Rockville, VA 

Employees: 100

2011 Revenue: $6.9 million 

Key to being a maintenance 
leader: Communication is 
key in differentiating us from 
the competition. Employing a 
philosophy of being proactive 
vs. reactive is how we com-
municate with our clients. 
For example, we provide a 
monthly newsletter to com-
municate key information 
about company events and 
our role in the community. 
Our monthly �eld reports 
are an opportunity to stay 
connected to our clients by 
providing feedback to them 
on how their properties 
are looking. Our customer 
service satisfaction surveys 
allow our clients to communi-
cate to us about how we are 
doing. All of these commu-
nication tools tie our com-
munication and performance 
initiatives together. 

Our clients have come 
to rely on us to tell them 
what we should perform, not 
what they think we should 
perform. This proactive 
attitude has presented us 
with many opportunities in 
the grounds management 
market and positioned us to 
increase our market share 
substantially — now and for 
the foreseeable future. 

›

TOP TRENDS

 ›Go-Green initiating. It’s also known as “environ-
mental responsibility” or “environmental stew-
ardship.” We are putting many resources into 
educating our clients on water-saving initiatives, 
best management horticultural practices and 
what we as a company are doing to recycle and 
reuse landscape waste by turning it into new 
byproducts. We maintain a strong commitment 
to corporate and environmental sustainability — 
not only for our clients’ properties, but also for 
our own business practices. 

 › Social media guru-ing. Staying ahead of the 
curve in both the social media environment 
and technology is helping us to stay ahead of 
our competition in so many ways. This year, our 
attention will be focused on interacting with 
our existing client base and prospective clients 
via Facebook, Twitter, LinkedIn and the other 
usual suspects in social networking sites. We 
are offering time-lapse photography on our You-
Tube installation videos, demonstrating in a fun 
and unique way what we do and how we do it. 

TOP OBSTACLES

 › Rising fuel costs. With a fleet of more than 50 
vehicles and an array of landscape and con-
struction equipment, fuel is becoming one of 
our major cost items. We’ve had to absorb the 
increase to remain competitive. To better man-
age our fuel usage, we recently installed GPS 
units on all our company vehicles. This allows 
us to more closely monitor our fuel usage by 
determining how we can improve our drivers’ performance and 
minimize drive times on all our maintenance routes. 

 › Competition pressures. Costs continue to rise as margins 
continue to slim. There will always be the “low-ballers” and the 
national and regional players with which to contend. We remain 

competitive with comparable companies of our 
size and revenue by focusing on who we are 
and what we deliver. Although we all sit at the 
same table, pitching the same line, it’s all about 
who delivers quality and service consistently at 
a fair market price while maintaining the stron-
gest relationship. 

TOP OPPORTUNITY

 › Specialization. We are continuously looking at 
ways to create a market niche, to increase our 
opportunities and market presence. Our focus is 
on turning our global capabilities into specialized, 
niche brands under one corporate umbrella. We 
are branding each one of our service segments 
toward our targeted market. 

Internally, we are looking at how each one 
of our service segments can support, and even 
grow the revenues and opportunities for each 
other. An example of this is how our residential 
design/build division interacts with our garden 
center/nursery. The design/build division is a 
“purchaser” of green goods from our nursery, 
which turns inventory and creates revenue for it; 
meanwhile, the nursery provides an avenue to 
market our design/build capabilities to prospec-
tive customers. To this end, we believe that 
this strategy and our core ideology of providing 

exceptional customer service will continue to present us with 
opportunities for growth.

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

DID YOU KNOW?? All Landscape Management classified ads are also posted online.

BUSINESS OPPORTUNITIES

Florasearch, Inc.
In our third decade of performing

confidential key employee searches for
the landscape/horticulture industry and

allied trades worldwide.
Retained basis only.

Candidate contact welcome,
confidential and always FREE.
1740 lake Markham road

sanford, Fl 32771
407-320-8177 ♦ Fax: 407-320-8083
e-mail: search@florasearch.com

www.florasearch.com

HELP WANTED
The Bene� ts Of

CLASSIFIED ADVERTISING…
IMPACT - Command immediate
attention and get fast action with the 
dynamics of classi� ed advertising!

EXPOSURE - Reach highly-targeted, 
market-speci� c business professionals, 
industry experts and prospects.

VALUE - Select from a variety of classi� ed 
display options to meet speci� c needs on a 
timely basis cost-effectively.

RESULTS - Generate sales leads,
maintain market presence, conduct market 
testing, promote existing lines, introduce 
new products and services, or recruit the 
best — bottom-line, classi� eds offer you
an excellent return on investment!

For Rates and Schedules, Contact:

Kelli Velasquez
216.706.3767

kvelasquez@questex.com

FOR SALE SOFTWARE

hire someone?

Reach 
thousands

of 
professionals 

in your 
industry 

by placing 
a classi�ed ad!

   Looking to

WANT TO BUY OR 
SELL A BUSINESS?

Professional Business 
Consultants can obtain purchase

o�ers from numerous quali�ed 
potential buyers without disclosing your identity.  �ere 

is no cost for this as Consultant’s fee is paid by the 
buyer.  �is is a FREE APPRAISAL of your business.

If you are looking to grow or diversify through 
acquisition, I have companies available in Lawn Care,

Grounds Maintenance, Pest Control and Landscape 
Installation all over the U.S. and Canada.

708-744-6715 • Fax 508-252-4447
E-mail pbcmello1@aol.com
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LMdirect! 
A federal court issued an injunction 
late last month blocking the imple-
mentation of the H-2B program rule. 
The move brings a welcome reprieve 
for the landscape industry.

Athletic Turf News
More and more people are turn-
ing to synthetic turf for sustainable 
landscape and play solutions.

LD/B Solutions
Tesselaar Plants shares tips that 
can help contractors overcome 
landscape design challenges.

Get Growing 
Landscape clients seek beds and 
borders that perform well and are 
easy to maintain. Hear 10 things to 
consider the next time you’re install-
ing plants in beds and borders.

i-News 
LM contributor Jeffrey Knight says 
smart controllers can’t compensate 
for a poorly designed and poorly 
installed irrigation system.
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No other lighting manufacturer offers a wider selection 

of American-made LED solutions to meet your 

landscape design specifi cations.

• Accent

• Path

• Hardscape

• In-ground

• Underwater

• Specialty 

• And more. 

For your personal copy of 

this brochure, contact your 

Vista Sales Representative or 

Authorized Vista Distributor.

Your one resource 
for everything LED.

Call 800-766-VISTA or visit www.vistapro.com

THE LM150
Battling an erratic economy, tornadoes, � oods and a 
mild winter, landscapers certainly took a wild ride in 
2011. Read about which companies weathered the 
storm best, how they did it and what 2012-
2013 has in store.

         DIGITAL VAULT
                                      Select stories from our e-newsletters. 
Visit www.landscapemanagement.net/enewsletters to sign up or view.

AD INDEX

Autolite............................................................11
B A S F Corp ......................................................3
Bayer Environmental .................................... 13A
Blue Thumb Distributing ........................... Insert
Border Magic/Boulder Designs.........................8
Caterpillar........................................................35
Dewitt............................................................. 9B
Dodge Chrysler ............................................. CV2
Dow AgroSciences ....................................41, 45
Earthway Products ..........................................36
Emerald Coast Growers ..................................48
Engineering Services.......................................37
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The Grounds Guys .....................................24, 25
Hortica Insurance ............................................29
L. T. Rich Products ........................................ CV3
MistAway Systems ...........................................2
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Nufarm ................................................ 18-19, 21
PermaGreen Supreme .....................................10
PRO Landscape by Drafix Software ..................7
Progressive Insurance .....................................43
Quali-Pro............................................................5
Rhomar ............................................................38
Target Specialty Products .............................. 9A
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Turfco Mfg.......................................................46
Valent ........................................................... CV4
Ventrac ......................................................... 13B
Vista Professional ...........................................55
Walker Manufacturing ......................................4
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MYBIGGESTMISTAKE
LESSONS LEARNED THE HARD WAY  »

»

DREWE SCHOENHOLTZ, 

OWNER of The 
Green Scene 
in Hopewell, 

NJ, says there’s a delicate 
balance between sizing 
people up incorrectly and 
what he calls “chasing the 
wind.” Finding that balance 
has come with years of ex-
perience in the business. 
But early in his career, it 
lost him some jobs — and 
valuable time.

“One of the biggest 
mistakes I made in my 
younger years was not giv-
ing clients a fair shake or 
the opportunity to � nd out 
what they want. I wrote 
them off over the phone,” 
admits Schoenholtz. “That 
can happen when you’ve 
had a few bad experi-
ences. It sours you moving 
forward, and you become 
wary of wasting your time 
on jobs that aren’t going 
to work out. You think you 
know what people are 
going to say, and that you 
can tell who is or isn’t go-
ing to be willing to spend 
money. But I’ve learned it’s 
not quite that simple.”

Over the years, Schoen-
holtz says, some of the 
clients he expected to 
be low-budget ended up 
being some of his best. 
So he has learned not to 
judge too quickly.

Still, Schoenholtz says 
he’s wasted time pursuing 
jobs that never came to 
fruition.

“Even today, I get a lot 
of calls from out of town,” 

says Schoenholtz. “I used 
to hop in my car and drive 
to the lead as soon as I 
could. I’ve learned how to 
get a sense of what the 
job entails over the phone. 
While you never want to 
write off a job too quickly, 
you can also get a sense 
of whether it’s worth 
pursuing.” 

Schoenholtz has 
learned from experience 
when to give potential 
clients a chance and when 
to walk away. “I’ve learned 
to ask some very impor-
tant screening questions 
during our initial phone 
conversation,” he explains. 
“I always ask, ‘What are 
you looking to do?’ ‘What 
is your time frame?’ and 
‘What is your budget?’ I 
didn’t used to ask this up 
front, and I still � nd that 
most people don’t want to 
talk about their budget on 
the phone. But I always 
explain that I’m just trying 
to get the best sense of 
what they want to ac-
complish. When someone 
is very reluctant to share 
details, it may be a warn-
ing sign the job isn’t worth 
pursuing.” 

Many landscape busi-
ness owners believe they 
have to chase hard after 
leads, but Schoenholtz 
has learned that his time 
is better spent pursuing 
jobs that are viable. “I’ve 
learned not to waste my 
time chasing the wind,” 
he says. “Time is money. 
It’s best to get a sense 

up front whether a job is 
worth that chase.”

But that’s not to say 
Schoenholtz wouldn’t 
accept smaller jobs. Early 
on, he learned a valuable 
lesson. 

Schoenholtz used to 
go door-to-door looking for 
work. A client he secured 
that way asked him to 
do a small tree removal 
project. “We agreed that 
I would do it on a certain 
date for $200,” remembers 
Schoenholtz. “I showed up 
when I said I would, and 
charged the amount I origi-
nally set. The client was 
impressed. He said most 
people don’t show up 
when they say they will, 
don’t do the work they set 
out to do, and then charge 
more in the end.”

The client then inquired 
about a small job of plant-
ing some bushes. Again, 
Schoenholtz showed up 
when he said he would, 
performed the job, and 
charged what he’d said he 
would charge. 

“The client then told 
me that those � rst two 
jobs were an interview 
and he was ready to give 
me my real job,” recalls 
Schoenholtz. “It was an 
$85,000 job. This was 
more than 30 years ago, 
so that was a really big 
job. It was the perfect 
example of not writing a 
job off too soon. 

Over the years, Schoen-
holtz says, “I’ve tried to 
keep that lesson with me 
as I look for the right bal-
ance in pursuing leads.”

BY CASEY PAYTON

Knowing when to pursue a lead and when 
to back down has been bene� cial for a 
New Jersey landscape business owner.

PH
O

TO
 C

O
U

R
TE

SY
: T

H
E 

G
R

EE
N

 S
C

EN
E

Payton is a freelance writer with 
seven years of experience cover-
ing landscaping.

COMPANY: The Green Scene 

HEADQUARTERS: Hopwell, NJ

YEAR FOUNDED: 1974

NO. OF EMPLOYEES: 14

SERVICE BREAKDOWN: 50% 
garden construction (hard-
scaping, walls, walkways, 
pergolas, etc.); 35% landscap-
ing; 10% trees; 5% koi ponds

CLIENT BREAKDOWN: 80% 
residential; 10% commercial; 
10% industrial

Drewe Schoehholtz 
learned early on not to 
judge potential clients 
too quickly .




