
Yes, I know it is against your pol-
icy to buy at retail but it makes 
sense so often.  You don’t have 
to buy two dozen and there are 
no additional shipping costs.  On 
my most recent visit I found a 
very good-looking line of plant-
ers from Southern Patio known 
as Fiberlast.  Optional drain hole, 
good colors, finishes shapes and 
sizes.  Perfect for exterior use. 
 
There were other interesting 
tidbits.  Lattice panels, garden 
ornaments, benches…all for that 
residential patio or garden.  At 
one end I noticed that the store 
has a tool rental section.  Great 
when the need arises.  In an-
other aisle I found safety signage 
from Rubbermaid and buckets 
with wheels and wringers.  And 
the opportunities to buy in bulk 
are numerous.  Rags, soaps, gar-
bage bags. 
 

For Small Business 
You just have to love Sam’s Club.  
Schedule a once a month trip to pick 
up supplies and paper goods.  Check 
out the gas station connected for 
more savings.   
 
Not too long ago I happened to catch 
a TV show about coupons.  I was fasci-
nated as these people walked out of a 
store with hundreds of dollars worth 
of groceries and their final tab was  
$7.00.  Yes, it seemed pretty outra-
geous and past my particular skill set, 
but…just maybe you have someone at 
home or in your office who is a natural 
bargain shopper.  Use their talents.  
Just keep in mind that time is also 
costly—work the numbers, the travel 
and the time involved to see if this 
route gives you bottom line savings.   
 
Other Options 
I’ve walked through many an interior 
plantscaper’s facility and see case af-
ter case of materials gathering dust.  

Product that is used only once or twice 
and sitting on shelves only ties up pre-
cious dollars.   
 
For a few floral arrangements check out 
Pier One Imports, local floral wholesal-
ers and the like for unique containers, 
glass marbles, and decent silk compo-
nents.  A few rocks here, a few feathers 
there added to your own supplies and 
you have a saleable finished piece.  
Best of all, you didn’t have to order  
casefuls to get just one or two ele-
ments.  Ditto for glass vases and bowls.   
 
So, what have we learned? 
 “Just because” trips to local stores can 
elicit inspiration and give you a wealth 
of options.  I suggest exploratory visits 
every so often.  You may not purchase 
a single thing (wanna bet?) but the next 
time you need a solution to a challenge, 
you will have resources stored in your 
mental computer. 
 
Barb Helfman is an industry consultant and 
can be reached at www.topsidersinc.com. 
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The Perfect Gift for your Techs 

“As the owner of Greenworks.com I believe 
this is the definitive plant care book and as 

such we buy and our techs have as standard 
issue in their site vehicles.  Thank you for 

helping us keep it green out there”  
 Jennifer Farmer, CLP, President 

Includes: 
 Quizzes for each chapter 
 Info on new products 
 Diagrams and photos 
 Easy to read and understand 

Written by Kathy Fediw, LEED AP, CLP, CLT 

Just $15 each 
when you order 5 or more books, plus s&h 

Paperback, 122 pages 

CLICK HERE or visit the Shop at 
www.JFAConsultingBiz.com or  

call 281-687-6966 TODAY! 

 
 
 

EMPLOYMENT OPPORTUNITY: 
 

Interiorscape Operations Manager and Salesperson (2 
positions) needed for greater San Diego area.  Min. 2 
years experience, interior and exterior plant knowledge 
required.  Must speak, read and write English profi-
ciently, Spanish a plus.  Read maps, floor plans and ar-
chitectural plans; computer skills, self-motivated, ener-
getic, personable and well-groomed.   
 
Sales position requires estimating and design skills.  
Manager position requires planning, organizational and 
management skills, irrigation skills a plus.  Must be able 
to walk several miles per day, lift and carry 20 pounds, 
sit at a desk for long periods of time.  40-50 hour work 
week, truck driving skills and pesticide license a bonus.   
 
Send resume in confidence to Jim Mumford, Good 
Earth Plant Company, jim@GoodEarthPlants.com 

http://www.southwestplantscape.com/swpp/Brandx.pdf
http://www.goodearthplants.com/home/




Probably one of the most asked 
questions at well-attended educa-
tional sessions as well as on-line 
forums is how do you price your 
Interiorscape project? Everybody 
seems to want to find the answer 
to this perplexing question, and 
quite frankly, I’ve found they 
mostly want the easy answer — the 
plant price times X.  Which is one of 
the basic formulas--however, the 
tricky part is coming up with the 
right X to bid your work!  To com-
plicate things further X isn’t the 
same for every company, and 
shouldn’t always be the same for 
every project.  So if someone told 
you the X factor to use without fur-
ther explaining how you get to X 
they have done you a huge disser-
vice. 
 
Pricing is a process.  The determina-
tion of ALL of your direct costs, not 
just the plants, combined with the 
appropriate allocation of burden, 
overhead and profit markup is the 
one of the most critical factors in 
managing any interior landscape 
business.  As the manager of your 
business, establishing a standard 
procedure, method and strategy of 
pricing needs to be one of your top 
priorities--and this process isn’t a 
onetime event.   This process needs 
to be reviewed at least annually, 

The X Factor 

©2012, Johnson Fediw Associates. Feel free to forward this publication to your friends and colleagues.  Contents are copyrighted and may not be 
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when you do your annual budgets.  
You are doing an annual budget 
aren’t you? Because without a 
budget and a breakeven analysis, 
you’re just taking a stab in the dark. 
 
Direct Costs 
The process begins with gathering 
all of the information necessary to 
prepare a reasonable estimate of 
the out-of-pocket costs of what you 
are selling.  This means finding out 
all your plant, freight, container, 
soil, top dressing, guarantee/
warranty expense, parking, delivery 
and any other cost you can rea-
sonably expect to incur because 
you are doing this specific piece of 
work.  That’s the direct job cost. 
 
Overhead 
The second part of the pricing proc-
ess is to apply a prorated share of 
the company’s overhead to what 
you are selling.  Overhead costs are 
all those costs you’ll have regard-
less of whether or not you sell this 
work.  That includes things like 
rent, phones, electricity, equipment 
depreciation, office staff salaries 
and the like.   These overhead costs 
are allocated based upon your ex-
pected annual sales.  It is an objec-
tive process, not a mere guess 
based upon experience. 
 

So let’s assume we’ve done steps 
one and two.  By adding allocated 
overhead to the direct cost you’ve 
now achieved the breakeven point.  
This is the point at which you nei-
ther make money nor lose money 
because all your costs would be 
covered by what you’re selling. 
 
Job Profit 
Step three is focused on the job 
profit.  Steps one and two docu-
ment all your costs of what you’re 
selling.  This step determines how 
much profit you want to make.   

Everyone always ask how much 
profit they should make, and I sug-
gest that you should make as much 
profit as you can!  However, with 
that said, there is a minimum 
amount of profit that each business 
must make.  You need profits to 
repay your current debt.  Profits are 
needed to replace aging equipment 
and profits support your growth.  
Believe it or not you can grow your-
self into bankruptcy if your profit 

McRae Anderson, ASLA, CLP 
President, McCaren Designs, Inc. 
McRaeA@mccaren.com   
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level isn’t high enough to support 
the growth of your business. 
 
The pricing process I’ve described 
is the “dual overhead markup” 
method of pricing and is a method 
that works well for most busi-
nesses that have a mix of direct 
costs that include nearly equal 
amounts of both materials and 
labor. In order to use this pricing 
method there are five tools you 
must possess.  There are no cutesy 
formulas, no vague assumptions, 
just cold hard facts.  Using these 
tools is how you can create a pric-
ing policy that reflects the way 
YOUR company operates. 
 
What You’ll Need 
First you need a good working 
knowledge of financial manage-
ment and how to read financial 
reports.  To accurately price what 
you sell you need to be comfort-
able with the information in your 
business’ income statement.  This 
income statement accurately re-
flects how your company operates 
and makes profits. 
 
You need to have a chart of ac-
counts that shows your income 
producing products and services 
and the cost that are directly asso-
ciated with each income area.  You 
can’t simply lump all your income 
together in one category and your 
expenses into another and be able 
to tell anything about how your 
company operates.  Each income 
category must have a correspond-
ing expense category.  With this 
you’ll be able to identify the direct 
cost of every item you sell every 
time you prepare a proposal. 
 
Then you need to develop a 
budget for the upcoming year.  
The idea is to project for the com-
ing year your estimated sales vol-
ume and the mix of those sales.  

You need to project your direct costs 
of those sales and your annual over-
head expenses. 
 
You might ask why not just use your 
past accurate financial information?  
That is certainly a help in establish-
ing budgets, but you don’t really 
expect that transportation cost, fuel 
cost and your employee salaries are 
going to be exactly the same.  This is 
a pitfall that many company experi-
ence when they develop their pric-
ing strategy.  It all makes sense 
based upon past performance but 
then things change and suddenly 
they find themselves without the 
necessary profit or in the worst case 

operating losses.  So take the time 
to budget, then use that sales fore-
cast and operating budget to deter-
mine how much overhead you need 
to allocate to every proposal and 
sale you make. 
 
You also need a consistent estimat-
ing system.  In order to produce con-
sistent job profits and the resulting 
annual profits you must be able to 
accurately identify the direct costs 
of what you’re selling.  The key is to 
be consistent every time.  Given you 
are consistent and accurate in defin-
ing direct cost, your pricing method 
for recovering your overhead ex-
penses will be equally consistent.  
However, if you have a great deal of 
inconsistency in the procedure you 
use to calculate direct cost,  what-

ever markup you use will only ac-
centuate the errors of your ap-
proach. 
 
Determining Your X Factor 
The final tool is to determine your 
markup or your X factor and track 
your estimating accuracy.  Let’s 
assume you believe you can sell 
$200,000 worth of interior plants 
and containers products for the 
year.  And, for the moment, you 
believe your direct costs of those 
sales be $100,000.00 producing a 
$100,000.00 Gross Profit using an X 
factor of 2. 
 
But your budget shows that your 

overhead operating expenses 
for the year will be $110,000.00. 
Oops, you have just produced a 
$10,000 annual loss, NOT 
GOOD! 
 
So how do we avoid having this 
happen?  We need to establish a 
profitable X number.  Let’s de-
velop and appropriate X number 
for this business. 
 
We know that the budgeted 
overhead expense is $110,000 

and the direct cost is $100,000.  So 
first divide 110,000/100,000= 1.1. 
 
Therefore to produce a breakeven 
position we would need to markup 
that product by 2.1 {1 to cover the 
direct cost plus 1.1 to cover the 
overhead} that would result in a 
price for the products of 
$210,000.00 not the $200,000 
originally projected. 
 
However, we still don’t have a 
price that will produce a profit.  So 
we need take the breakeven num-
ber of $210,000 and divide it by 
the reciprocal of the desired profit.  
In our case we want to produce a 
20% profit, so we’ll divide our 
breakeven number by .8, which 
 











By Linda Adams, FNGLA 

Take a Tropical 
Escape!  

It’s USA’s only tropical foliage event 
and you haven’t missed it!  There’s 
still time to attend the Tropical 
Plant Industry Exhibition, which 
takes place January 18-20 at the 
Broward County Convention Center 
in Fort Lauderdale, FL.   It’s Janu-
ary’s coolest trade show in the 
warmest destination! 
 
One of FNGLA’s signature events, 
TPIE is a tremendous business 
value.  For just a $30 trade show 
badge, you  receive access to the 
800 booths 
on the show 
floor and 
more than 
400 companies as your business 
resources; complimentary admis-
sion to the TPIE Opening Session 
featuring consumer retail expert 
Doug Stephens, president of Retail 
Prophet, complimentary admission 
to the TPIE Happy Hour; and, com-
plimentary demonstrations on the 
show floor.  Now that’s a great 
deal! 
 
“TPIE is the best way to start 2012,” 
noted Charlie Martin, Harold B. 
Martin, Inc., chairman of the show. 
“Companies are reinventing them-
selves and being more creative 
than ever to serve customers and 
offer valuable products.  TPIE is an 
amazing resource for information 
and ideas that inspire, and educa-
tion and vendor resources which 
motivate.  Even if you only have a 

day to spend at TPIE, the return will 
be invaluable.” 
 
TPIE’s Opening Session gets you 
ready for the future!  At 9 a.m. on 
Wednesday, January 18 Doug 
Stephens will share what to expect 
in consumer trends for the next 
several years and how that applies 
to your business -- whether it’s re-
tail or wholesale.  Use the informa-
tion immediately as you visit the 
trade show floor and throughout 
the year as you make decisions for 
your business’ future.  This will be 
valuable information no matter 

what your type of business.  Spon-
sors are Hermann Engelmann 
Greenhouses and SK. 
 
The first day of TPIE starts with a 
great educational program.   Interi-
orscapers will want to attend Kathy 
Fediw’s Wednesday morning ses-
sion on plant care, followed by ses-
sions on biological pest control 
with Carol S. Glenister, Suzanne 
Wainwright-Evans, Lynn LeBeck 
and Kim Gallagher Horton.  Other 
speakers include Jason Cupp and 
Dennis Snow.  
 
The day ends with a lively Happy 
Hour.  Anyone can throw a party in 
a ballroom. TPIE’s Happy Hour 
takes advantage of Ft. Lauderdale’s 
mild January temperatures and of-
fers an indoor/outdoor setting.   

We will use the TPIE lobby space and 
spill out into the tropically land-
scaped exterior of the convention 
center and fountain plaza.  There is 
no better place to end the busy first 
day of the show than at the TPIE 
Happy Hour, sponsored by Sun Para-
sol Suntory Collection. 
 
The TPIE Short Course offers a 
unique opportunity to take a pre-
show Road Trip with fellow industry 

professionals vis-
iting FNGLA-
member nurser-
ies in Homestead 

on Tuesday, January 17.   Wednes-
day offers a full-day, two-track pro-
gram with an Interiorscape focus.  
Everyone benefits by the entertain-
ing and educational luncheon pres-
entation Creating a World Class Ser-
vice Organization by former Walt 
Disney World executive Dennis 
Snow.  On-site registration will be 
available for the TPIE Short Course 
classes and luncheon, but not the 
TPIE Road Trip. 
 
Online registration will be available 
throughout the show, 24/7.  Onsite 
registration opens on Wednesday, 
January 18 and each show day be-
ginning at 8 am. 
 
For complete details on TPIE visit 
www.tpie.org. 

There’s Still Time to Attend 
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Neoregelias belong to the subfam-
ily Bromelioideae. The genus was 
named for Edward von Regel, a 
botanist who was the superinten-
dent of the botanical garden in 
Saint Petersburg Russia. When the 
plants were originally brought to 

Europe in the early to mid 19th 
century, they were classified with 
the genera names Karatus, Regelia 
or Aregelia. Lyman B. Smith reclas-
sified them as Neoregelia in 1890. 

The plants are compact, low grow-
ing, with leaves arranged in a circu-
lar pattern.   
 
Neoregelias are not grown for their 
flowers. It’s their leaves! They can 
be green, silver, maroon, or red. 

They can be banded, spotted, 
striped or marbled. Most of the va-
rieties grown commercially for Inte-
riorscape use have colored centers. 
Almost all of them grow better in 

By John Mendozza,  
Morning Dew 
Tropical Plants, Inc. 

Neoregelias 
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All photographs in this article are 
copyrighted by John Mendozza.  
Please contact him if you wish to 
use any of these photos. 

very bright light. They stay more 
compact and develop more in-
tense color.  
 
Neoregelias are also used for ex-
terior use (weather permitting), 
and make a great summer an-
nual. They can add a cool tropical 
look to entry ways, container gar-
dens etc.  Tough leather leafed 
plants will take the most sun, but 
watch all of them carefully and 
move to a lower light location if 
the leaves start to bleach out.  
 
Neoregelias are great for vertical 
walls, as well as any Interiorscape 
where color and interest are de-
sired.  
 
There are many interesting varie-
ties of Neoregelias. Here are 
some of my favorites: Amazona, 
Ardie, Franca, Green Apples, Lila, 
Malbec, Maria, Orange Crush, 
Rafael, Tatiana, Tricolor and Voo-
doo Doll.  
 
John Mendozza is president of 
Morning Dew Tropical Plants, Inc, 
and can be reached at 
John@morningdewtropical.com. 

Neoregelia Vertical 
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Neoregelia Amazona 

Neoregelia Green Apples 

Neoregelia Ardie 

Neoregelia Sibella Neoregelia Malbec 

Neoregelia Lila 





 
 

JANUARY 
January 17-20, 2012:  Tropical Plant Industry Expo (TPIE), Fort Lauderdale, FL.  Nursery tours, Short Course, con-
ference and networking events.  Speakers include Kathy Fediw, Carol Glenister, Suzanne Wainwright-Evans, Ja-
son Cupp and others.  To register go to www.tpie.org 
 
January 19, 2012:  Green Plants for Green Buildings train-the-trainer CEU session, held in conjuction with TPIE, 
Fort Lauderdale, FL.  Become authorized to present GPGB’s PowerPoint program on the benefits of indoor 
plants to your local architects, designers, etc.  Separate registration, go to www.GPGB.org. 
 
January 20, 2012:  PLANET Certification testing, held in conjunction with TPIE, Fort Lauderdale, FL.  Separate 
registration required, go to www.landcarenetwork.org 

FEBRUARY 
February 14-15, 2012:  The Manitoba Green Show, Winnipeg, Manitoba in Canada.  Keynote speaker: Kathy 
Fediw.  Classes and trade show.  To register go to www.landscapemb.com 
 
APRIL 
April 19, 2012:  Interiorscape Symposium, Longwood Gardens, Kennett Square, PA.  Classes and trade show ta-
bles plus tour of the gardens.  Held by OFA and PLANET.  To register go to ofa.org or landcarenetwork.org 

By Brian Barefoot, Set Designer, New York 
 
We were working on this space for the 24th annual New York LGBT Experimental Film and Installation Festival 
which we had to first gut completely before a month solid of construction and sculpting. The lobby to the theater 
upon entering was all blackness with thousands of lit stars and a huge plexy hanging sculpture which moved sub-
tly with the air and reflected all the stars around the room. Totally spectacular.   
 
The piece that I did single handedly for a week is the garden/jungle. I made all of the flowers with paper and paint 
and altered tons of faux leaves and holiday berries to have an alien feel to them and installed them in a narrow 
hallway with a low ceiling. This was all done in day-glo under cool blue lights (not black lights) to give it a night 
feeling instead of a funhouse feeling. I painted the hallway flat black and then painted "shadows" from the plants 
with high gloss paint over the flat black so that when you walked through as the light would change you would see 
what looked like many more leaves gleaming in the distance. There was a lot of work with light and shadow, 
which shadows are painted and which are actually being cast. The longer people sat in it, the more they had to 
discover. It was fun to watch them trip into it. I installed high grade astro turf to give it a finish and make it nice to 
lay in. I also installed 2 laser light projectors that created thousands of moving lightening bug/faerie type crea-
tures flying around and climbing up and down the leaves and flowers.  
 
Note: 95% of the materials used are reconstituted materials that we receive through donation at a great agency/
warehouse called Materials for the Arts, a joint venture between the Dept. of Education, Dept. of Sanitation, and 
Dept. of Cultural Affairs. Best government agency for the arts EVER! 
 
This became both art gallery and sanctuary space for a week. As usual, so much work for such a short event, but in 
so many ways it's worth it.  

Upcoming Events 
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