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Total qualified 
circulation:

 64,201*

AUDIENCE
Dear Media Buyer,  

Thank you for taking the time to 
read the 2016 media kit for Green 
Industry Pros.  In this kit, you will 
find a variety of media – both print 
and digital − to reach landscape 
contractors and equipment dealers.  
With each medium comes a return 
on investment and a way to 
measure it.  

GreenIndustryPros.com and the publication’s 
e-newsletter, The Pro Report, offer Responsive Design 
which automatically adapts content and ads to the 
visitor’s device.  Since more and more landscape 
contractors and equipment dealers are viewing 
information on mobile devices, this has proven to be 
an important design for the industry and allows your 
message to be front and center in the eyes of buyers.  

Green Industry Pros provides the latest information on 
technology, products, and trends for business owners 
by two of the most experienced editors in the industry: 
Gregg Wartgow and Maile Bucher.  Both Wartgow and 
Bucher are full-time editors solely dedicated to the 
landscape industry and Green Industry Pros.  

I look forward to serving you soon.

Sincerely,

Deirdre D’Aniello
Publisher

Google Analytics August 2014 to July 2015

Google Analytics August 2014 to July 2015

53,668 
landscape contractors

10,533
power equipment dealers

486,444 
 unique visitors per year

1,971,513 
page views per year

Two audiences. 
ONE MEDIA BUY.

*BPA Brand Report June 2015

Connect with landscape contractors 
& power equipment dealers
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MOBILE-ETC

PRINT

Gregg Wartgow, Editor in Chief
■ 17+ years covering the industry for Green 

Industry Pros, SnowPRO, GreenIndustryPros.
com and related print and digital products

■ Award-winning writer and podcaster

■ Champion for small businesses

■ Enjoys helping landscapers and dealers find 
ways to grow their companies

Couple your message with editorial 
written by experienced editors  
and join in the engagement with 
64,201 * qualified subscribers.

Meet Our Editor – EXPERIENCE MATTERS

Magazine Options
■ Display ads (full-page spread, full-page ad,  

fractional-page ad)

■ Belly band

■ Place your print piece in our magazine’s polybag to  
the demographic audience of your choice

■ Custom supplement

Digital Edition
Display advertisements will appear in the digital edition 
of Green Industry Pros which is e-mailed to 4,195* digital 
subscribers and 40,000+** of the magazine’s total 60,000 
print subscribers. The digital edition is also archived on 
GreenIndustryPros.com. 

*BPA Brand Report June 2015

**Publisher’s own data

Display Ad Rates
1X 3X 7X

Full Page Spread $13,872 $13,260 $12,750

Full Page  6,956 6,676 6,401

2/3 Page 5,610 5,228 4,845

1/2 Page 4,080 3,774 3,570

1/3 Page 3,060 2,754 2,244

1/4 Page 2,550 2,142 1,872

Color Rates:  Four-color process $1,500                                         
Premium Positions: Contact publisher
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ENGAGE

CIRCULATION

BPA Brand Report June 2015

3a. BUSINESS/OCCUPATION BREAKOUT OF QUALIFIED CIRCULATION FOR ISSUE OF MAY/JUNE 2015
This issue is 0.2% or 117 copies below the average of the other 3 issues reported in Paragraph 2.

BUSINESS AND INDUSTRY
TOTAL 

QUALIFIED
PERCENT 
OF TOTAL Print Digital

Corporate Management:
Includes President, Owner, 
Partner, General Manager, 
Vice President, Purchasing 

Agent and Other 
Management Personnel

Supervisory 
Personnel:

Includes Foreman, 
Supervisor,
and Other 

Supervisory 
Personnel

Landscape Contractor (performing some combination 
of lawn maintenance, installation, chemical lawn care  
and/or irrigation)

53,668 83.6 50,172 3,496 49,362 4,306

Power Equipment Dealer 10,533 16.4 9,829 704 9,542 991

TOTAL QUALIFIED CIRCULATION 64,201 100.0 60,001 4,200 58,904 5,297

PERCENT 100.0 93.5 6.5 91.7 8.3

With Green Industry Pros, your message will reach decision makers at  
landscape companies and equipment dealerships. 

Green Industry Pros’ circulation is audited by BPA.

AVERAGE NON-QUALIFIED CIRCULATION
NON-QUALIFIED

Not includes Elsewhere
Copies

Other Paid Circulation 56

Advertiser and Agency 316

Your copy is 
recorded here Compare Green Industry Pros’ 

actual print circulation 
to its competitors’

Only those who make 
decisions or who have 

influence on those decisions 
receive Green Industry Pros
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STRING TRIMMERS

ST275 Trimmer/
Edger from 
Oregon 
PowerNow
Oregon PowerNow says 
patented gear-drive 
technology gives its second-
generation ST275 Trimmer/
Edger 50% more torque for 
more powerful cutting.

• Dual-line cutting head and 
flip-down edge guide make 
it a true 2-in-1 trimming 
and edging tool

• Trimmer utilizes Oregon’s 
quick-load trimmer head 
for fast, easy string loading 
and reliable bump-feed line advancement

• Variable-speed trigger enables users to determine the cutting speed 
required, which maximizes run time

• Oregon’s Platinum Gatorline comes standard, offering improved 
cutting performance and additional resistance to cracking and 
breaking

• Weighs only 9.4 pounds with the 2.4 Ah or 4.0 Ah battery pack

• Lightweight and balanced straight trimmer shaft with adjustable 
large-grip handle offers improved comfort

• Utilizes Oregon PowerNow 40V Max Lithium Ion battery technology
To inquire, visit greenindustrypros.com/11222813

2015 String Trimmer Preview
T oday’s popular commer-

cial string trimmers feature 

elements designed to keep 

contractors operational as they trim 

in comfort. It’s all about easier line 

loading and power-to-weight ratio.

On the line-loading front, Stihl’s 

FS 240 and 240 R trimmers feature a 

TapAction Autocut head that allows 

users to simply tap the cutting head 

on the ground to feed the double nylon 

line while operating the trimmer. 

Echo’s SRM-280T features a speed-

feed trimmer head designed to make 

reloading considerably easier, with no 

disassembly and simpler winding.

Power delivered to the trimmer head 

helps get contractors through those 

tough trimming jobs, so the engine is 

obviously important. Today’s battery-

powered units are getting pretty 

powerful too. Oregon PowerNow 

says patented gear-drive technology 

gives its second-generation ST275 

Trimmer/Edger 50% more torque for 

more powerful cutting.

But manufacturers of both gas and 

battery-powered trimmers must strive 

to balance power with weight and 

operator comfort. Efco says its DS 3500 

T incorporates the latest technology 

and materials to provide a compact 

and lightweight unit. A magnesium 

engine cowling reduces weight and 

dimensions for easier operation. A loop 

handle on the Stihl FS 240 R and FS 

240 trimmers also aids in easy opera-

tion, offering flexibility when trim-

ming between brushes, shrubs and 

other tight spaces.

Durability is also important. The 

new 525L and 525LDX Professional 

Trimmers from Husqvarna saw 

rigorous testing of made-for-dura-

bility features. Features like magne-

sium crankcases and drop guards 

are designed to keep these trimmers 

running in the toughest of conditions.

Check out the following commercial 

trimmers for 2015.

Husqvarna 525L and 525LDX 
Professional Trimmers
Husqvarna says its 525L and 525LDX professional trimmers offer the 
durability a professional expects. Each has been rigorously field test-
ed in the U.S. and international markets for two years under extreme 
conditions for quality assurance prior to launch, Husqvarna assures.

Features like magnesium crankcases and drop guards are designed 
to keep these trimmers running in the toughest of conditions. 
Additionally, each trimmer is equipped with Husqvarna’s 25cc X-Torq 
engine technology which is designed to reduce fuel consumption and 
emissions, and also improve overall performance.

Professionals should also notice increased productivity due to 
enhanced ergonomic features like heat shields and the LowVib 
floating throttle handle which is designed to absorb vibrations.

The 525L is intended for the professional landscaper who wants high 
performance at an economical price. The 525LDX has the same per-
formance features, but with the ability to use multiple attachments 
for diverse applications, including an edger, hedgetrimmer,  
leaf blower and dethatcher.
To inquire, visit greenindustrypros.com/12017980
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2016 Editorial Calendar

J ust because they’re a good hour 

from the hustle and bustle of 

the more populous Newark area 

does not mean the staff of Bassani 

Power Equipment is unaccustomed 

to hustling and bustling. Simply 

sit back and observe them on a 

weekday afternoon in the middle of 

May and you’ll see what I mean.

“Some people think we probably 

have an easier time up here because 

it’s a more rural area and there aren’t 

as many dealers around,” says owner 

Don Bassani. “But look at our situa-

tion. There’s a John Deere dealer just 

14 miles away who’s been in business 

for 50 years. There’s a Toro dealer a 

mile away. I compete against a tool 

house that sells handheld equipment 

cheap. I have Tractor Supply, Lowe’s 

and Home Depot. The fact is, I’ve 

Heavy Metal in Hamburg
Northern New Jersey’s Bassani Power Equipment has a  
one-of-a-kind look and second-to-none work ethic.

By Gregg Wartgow

been doing this my whole life and 

have become a pretty good salesman. 

I work hard, and every single one of 

my employees is really good at what 

they do and works just as hard.”

Bassani Power Equipment is 

located in Hamburg, NJ, a few-thou-

sand-resident borough in Sussex 

County—New Jersey’s northernmost 

county. There are definitely advan-

tages to doing business in this type 

of environment. For example, the 

larger properties owned by many of 

Bassani’s customers require larger 

equipment. “I can make more money 

selling one compact tractor than if I’d 

spent a lot more time selling a whole 

bunch of push mowers or string trim-

mers,” Bassani relates.

But there are also disadvantages. 

“I sure don’t get any fleet customers,” 

Bassani says in reference to large 

landscape companies that buy large 

volumes of parts and equipment every 

year. “I have a lot of loyal landscape 

customers, but no national accounts 

such as Brickman (now called 

BrightView) or TruGreen because they 

don’t have branches up here.”

Motorhead starts  
a business
Bassani first began building up his 

business, which now generates more 

❯  Bassani Power Equipment got a new, one-of-a-kind storefront back in January,  
further adding to the dealership’s unique curb appeal.

      

❯  Owner Don Bassani
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Mitch Nerby was closing in on 

his high school graduation 

in 2006, wondering what 

he might want to do with the rest of 

his life. He had a pretty good idea, 

which his dad, Greg, agreed with. 

So Greg started Greg’s Lawn Care 

& Snow Removal in Grand Forks, 

ND—a company his son would 

solely operate for a few years until it 

became clearer if this venture could 

prove to become the career Mitch 

hoped it would.

It has. Greg’s Lawn Care was #5 on 

our 2014 Landscape Industry Hidden 

Gems list, growing from well under 

$100,000 in annual sales to well over 

a half million in just a few years. And 

the growth just keeps on coming. The 

company had its best year ever last 

The Real Deal, 

REAL FAST

By Gregg Wartgow

North Dakota father/son duo are already  
outgrowing their second facility after just  
eight years in business.

› Mitch (left) and Greg Nerby of 
Greg’s Lawn Care & Snow Removal 

in Grand Forks, ND

year, and is already outgrowing a 

new facility it began renting just a 

few years ago.

Greg’s Lawn Care & Snow Removal 

provides a variety of services to a 

variety of residential and commer-

cial clientele. This versatility and 

flexibility has been a key to growth, 

Mitch says. The service breakdown 

is as follows:

• 75% maintenance – which includes 

mowing, fertilizing and weed con-

trol, aerating and dethatching, tree 

trimming, cleanups and parking lot 

sweeping

• 15% snow removal

• 10% landscape installation – which 

includes some hardscaping and 

irrigation

Roughly 60% of the company’s 

business comes from commercial 

clients including banks, restaurants 

and businesses, including a huge 

corporate campus for Amazon, along 

with a large hospital. The other 40% 
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By Gregg Wartgow
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PRELIMINARY EDITORIAL CALENDAR: Dates and topics are subject to change without notice. 

JANUARY FEBRUARY MARCH/APRIL MAY/JUNE JULY/AUGUST SEPTEMBER/ 
OCTOBER

NOVEMBER/  
DECEMBER

Ad Close 12-9-2015 1-12-2016 3-9-2016 5-9-2016 7-8-2016 9-7-2016 11-7-2016

Materials Due 12-14-2015 1-15-2016 3-14-2016 5-12-2016 7-13-2016 9-12-2016 11-10-2016

Special Coverage
Engines

Propane

Fertilizers

Pesticides

Organic/Natural 
Lawn Care

Truck & Trailers

Attachments

Irrigation

Hardscaping

Landscape Lighting

Equipment Service 
Tools & Parts

Business Software 
& Technology

Franchising
GIE+EXPO Preview

Annual Listing of 
Hidden Gems in  

the Green Industry

Landscape Installation 
Equipment Track Loaders

Excavators 

Tillers

Skid-Steer Loaders

Trenchers
Compact Utility 

Loaders Tractors Wheel Loaders GIE+EXPO 
Highlights

Landscape 
Maintenance 
Equipment

Zero-Turn Mowers

String Trimmers 

Sprayers & 
Spreaders  

Backpack Blowers

Walk Mowers

Hedgetrimmers

Handheld Blowers

Stand-on Mowers

Edgers
Lawn Renovation

Wheeled Blowers

Debris-Handling

Tree Care &  
Wood-Handling 

Brushcutters

GIE+EXPO 
Highlights

Regularly Recurring 
Features & 
Departments

Green Industry Insider: The latest industry news and trends 

Business Management Toolbox: Business tips for small-business owners 

Contractor Profile: A look at how a leading landscape company is thriving in today’s market

What’s On My Trailer: Successful contractors discuss their favorite tools, equipment and products

Dealer Profile: Market insights from a leading equipment dealer

Supplier Spotlight: Newsmaking manufacturers, distributors and other suppliers are featured

Supplements

Bonus Distribution SIMA GIE+EXPO
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PRODUCTS

Stihl’s FS 240 R and 
FS 240 Trimmers
Stihl says its FS 240 R and FS 240 trimmers 
offer users the power to cut through heavy 
thickets and tall growth including low-lying 
roadside ditches, and around ponds, canals and 
highway exits. These trimmers feature a 37.7cc, 
low exhaust-emission engine, offering greater 
fuel efficiency than the previous models.

• Loop-handle design of the FS 240 R offers 
users the flexibility needed to trim between 
brushes, shrubs and other tight spaces

• FS 240 bike-handle version offers a swivel 
design for easier transport and storage

• Both trimmers feature a vertically pleated, paper air filter element 
that extends service life, reducing maintenance costs

• TapAction Autocut 25-2 head allows users to simply tap the cutting 
head to feed the double nylon line

• FS 240 R is designed to work well with a brush knife to handle 
tough, thick weeds, undergrowth, scrub and brush

To inquire, visit greenindustrypros.com/11224139 or see ad page 5

Landscape contractors subscribed to Green Industry Pros 
magazine were asked to rate some of today’s leading brands of 
string trimmers. Survey respondents were given the options of No 
opinion, Don’t like them, Like them, and They are the best!

The below brand favorability ratings are based on the percentage of 
respondents who chose either “Like them” or “They are the best!”

Stihl ..................................................................... 73%

Echo .................................................................... 60%

Shindaiwa ........................................................... 53%

RedMax ............................................................... 43%

Husqvarna .......................................................... 28%

Tanaka ................................................................. 16%

Maruyama .......................................................... 13%

Honda ................................................................. 10%

Oregon PowerNow .......................................... 2%

Dolmar ................................................................ 1%

efco ..................................................................... 1%

Worx .................................................................... 1%

CONTRACTORS RATE  
STRING TRIMMERS

Echo SRM-280T Trimmer
Echo says its SRM-280T is the top-of-the-line choice 
for power, performance and torque. The straight-shaft 
trimmer features an extra heavy-duty engine vibration 
reduction mount and rubber over-mold handles for 
operator comfort.

• 28.1cc professional-grade, 2-stroke engine

• 2-stage commercial-grade air filtration for long engine life

• 50% more cutting torque than the Echo SRM-280

• Speed-feed trimmer head reloads in seconds

• Large fuel tank for long run times

• 17-inch cutting swath
To inquire, visit greenindustrypros.com/12020999

Shindaiwa T235 Trimmer
Shindaiwa says its T235 trimmer balances “legendary” 
Shindaiwa features with improved cutting performance at 
a great price. Key features include:

• Solid drive shaft

• Ergonomic grips for improved comfort

• Two-stage air filtration

• Full-wrap tank stand

• 21.2cc engine

• 20-inch cutting swath

• High-capacity Speed-Feed 400 head designed  
for easier loading

• 12.1-pound dry weight

• Fuel capacity: 14.9 fluid ounces

• 70.2-inch overall length

• 20-inch cutting swath
To inquire, visit greenindustrypros.com/10930440

Efco DS 3500 T Trimmer  
Efco says its DS 3500 T is designed to reduce overall dimensions and 
weight. The 36.cc two-stroke engine delivers 1.9 hp with generous 
torque output while providing comfort when used for demanding and 
continuous work. Other key features include:

• Engine cowling made of magnesium for more compact and 
lightweight unit

• Controls easy to reach with one hand, including on/off switch

• Paper air filter with large surface area for enhanced filtration

• Fuel anti-backflow element reduces filter maintenance and extends 
working life

• Shroud and silencer cover integrated in a single component easily 
removed for engine access

• Load & Go line head reloads in 30 seconds, Efco assures
To inquire, visit greenindustrypros.com/12021019

RedMax BCZ3060TS Trimmer
RedMax says its BCZ3060TS is one of the company’s most powerful 
commercial trimmers with added torque for demanding conditions. 
The BCZ3060TS is designed to handle the tough conditions. The 
Strato-Charged engine (two-stroke engine without catalytic con-
verter) provides 20% better fuel efficiency and more torque over a 
wider RPM range. A steel drive shaft with damper means improved 
durability with reduced vibrations.

• 29.5cc cylinder displacement

• 1.4-hp power output

• Weighs 12.19 pounds (excluding cutting equipment)
To inquire, visit greenindustrypros.com/12021205
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The Dealer Success Guide is a unique business management guide 
for owners and managers of landscape equipment dealerships.  
Published three times annually, this supplement mails with  
Green Industry Pros to its 10,533* power equipment dealer 
subscribers.   
The Dealer Success Guide is also available in a digital edition.

º

Dealer Success Guide
INDIANA DEALER 
The Next YouTube 
Sensation?

FLORIDA DEALER 
Puts New Spin  
on Open Houses

Volume 31

A SUPPLEMENT TO

CONTENT  
MARKETING  
To Grow Your  
Dealership

DSG_1_cover v31_0615.indd   1 5/19/15   10:31 AM

*BPA Brand Report, June 2015

How to send a file using WeTransfer:
1. Go to https://www.wetransfer.com/; 2. Click “Skip” (If you see a box 
with “Send up to 2GB” and an “Add files” button go to step 4); 3. Read 
the Terms and Conditions, then click “I agree”; 4. Click “+ Add files”; 5. 
Select the file you would like to send and click “Open”; 6. Click “+Friend’s 
email”; 7. Enter the email address of the person you would like to send 
the file to; 8. Click “Your email”; 9. Enter your email address
10. Click “Message”; 11. Enter a description of the file you are sending;
12. Click “Transfer”; 13. Wait for “Transfer complete” to show on the 
screen before exiting browser; 14. You will receive an email that the file 
was successfully sent

Note: If at any time you have a question about what to do, 
click the “?” to the right of the “Transfer” button
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LIVE AREA BLEED TRIM

Full Page Spread 14.75" x 10.25" 16" x 11" 15.75" x 10.75" 

Full Page 7.375" x 10.25" 8.125" x 11" 7.875" x 10.75" 

2/3 Page 4.5625” x 10”

1/2 Page Horiz. 7" x 4.875"

1/2 Page Vert. 3.375" x 10"

1/3 Page Std 4.5625" x 4.875"

1/4 Page 3.375" x 4.875"

Ad Sizes / Specifications

Rates available for advertising in the Dealer Success Guide as well as in 
combination with a print schedule in Green Industry Pros. Contact publisher 
for details. 

How to create your files:
PDF X/1a is the preferred format for file submission. 
Careful attention must be paid to the proper creation of PDF files to 
ensure that they will reproduce correctly. Choose “PDF X/1a” or “Press 
Quality” in your job options when creating high resolution PDF’s. The 
original files that you are making the PDF from should also be high 
resolution. Make sure images are CMYK and 300 dpi resolution and all 
fonts used are loaded and embedded.

Ads should be created to correct ad size dimensions, including bleed.

Send materials to: 
Connie Wolf, MPR
1233 Janesville Avenue, Fort Atkinson, WI 53538
800-547-7377 x1679  • cwolf@southcomm.com

Ad close dates: 
February edition: January 12
May/June edition: May 9
September/October edition: September 7

For more info, contact: 
Deirdre D’Aniello
Publisher
ddaniello@southcomm.com 
1-800-547-7377 ext. 1662
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“You also need to note where you’ll be getting 
your materials from and/or where you’ll be storing 
them,” Chiarella adds. Your ability to procure and 
deploy deicing materials is pivotal when it comes to 
deicing capacity.

Secret #2 – Connecting All Departments in Your CompanyCreating these pre-season production capacity 
boards represents the exercise of getting to “know 
thy company.” Doing so also allows you to begin to 
“connect thy company.”Remember when we said Chiarella’s eight 

trucks could plow about 50 acres per event? This 
gives the sales team something to sell. Additionally, 
if the sales team sells more than 50 acres, it’s 
immediately exposed that the company is going 
to need to increase its production capacity, 
through the acquisition of more trucks/equipment/
employees/materials, or maybe subcontractors.

“Imagine a company where your sales 
department knew exactly how much to sell, your 
production department knew that it could perform 
the necessary work during every snow event, 

and your accounting department bills the client 
correctly each and every event,” Chiarella says. 
“Capacity boards are a simple tool that can help 
make this possible.”

Two other valuable tools are pre- and post-
season work orders. These documents further 
enable you to connect all departments in your 
company—sales, production and administration.

Pre-season work orders. As soon as a contract 
is signed, you should begin creating pre-season 
work orders for that property. It’s a good idea to 
create separate ones for production and accounting. 
That’s because production and accounting might 
need slightly different information, namely the 
physical address. Wouldn’t it be disastrous if your 
plow truck drove to the client’s main office, where 
the invoices are to be sent, when the truck is 
supposed to be plowing another one of the client’s 
properties on the other side of town? Additionally, 
your accounting department may need different 
contact names and certain contract stipulations 
more specific to invoicing, etc.As for production, they need to know what 

the contract says they need to do to service the 

You have to develop pre-, during- and post-season systems, along with pre-, 

during- and post-event systems. These interdepartmental systems help keep a reactive, 

highly demanding business from getting the best of you and your bottom line. 
- Domenic Chiarella

Photo courtesy of Tony Trickett of  
Trickett Landscape in North Andover, MA.

LIVE AREA BLEED TRIM

Full Page Spread 14.25" x 10.25" 15" x 11" 14.75" x 10.75" 

Full Page 7.125" x 10.25" 7.625" x 11" 7.375" x 10.75" 

1/2 Page Horiz. 7" x 4.875"

1/2 Page Vert. 3.375" x 10"

1/3 Page Std 4.5625" x 4.875"

1/4 Page 3.375" x 4.875"

1/6 Page 2.1875" x 4.875"

Selling snow removal equipment and services?
■■ Your ad in SnowPRO reaches the right audience  at the right time …  

THE BUYING TIME. 
■■ Published twice each year, SnowPRO mails with the July/August and September/

October issues of Green Industry Pros magazine, targeting professionals in the 
snowbelt states. Your marketing message appears with SnowPRO’s coverage of the 
latest equipment, accessories, tools and insights for the snow removal market.

Ad Sizes / Specifications

MORE ONLINE! greenindustrypros.com/snow-removal

SECRETS OF 

SUPERSTAR  

SNOW REMOVAL COMPANIES
›  Page 3

Truck 
Plows  

  ›  Page 22

Liquid Ice Melting
Is it time to add this to your  

ice-management regimen? › Page 12

Ice Melters  
  ›  Page 24

Deicing 
Equipment 

  ›  Page 20
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NO. 1 – 2014
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How to send a file using WeTransfer:
1. Go to https://www.wetransfer.com/; 2. Click “Skip” (If you see a box 
with “Send up to 2GB” and an “Add files” button go to step 4); 3. Read 
the Terms and Conditions, then click “I agree”; 4. Click “+ Add files”; 5. 
Select the file you would like to send and click “Open”; 6. Click “+Friend’s 
email”; 7. Enter the email address of the person you would like to send 
the file to; 8. Click “Your email”; 9. Enter your email address
10. Click “Message”; 11. Enter a description of the file you are sending;
12. Click “Transfer”; 13. Wait for “Transfer complete” to show on the 
screen before exiting browser; 14. You will receive an email that the file 
was successfully sent

Note: If at any time you have a question about what to do, 
click the “?” to the right of the “Transfer” button

Rates available for advertising in the Dealer Success Guide as well as in 
combination with a print schedule in Green Industry Pros. Contact publisher 
for details. 

How to create your files:
PDF X/1a is the preferred format for file submission. 
Careful attention must be paid to the proper creation of PDF files to 
ensure that they will reproduce correctly. Choose “PDF X/1a” or “Press 
Quality” in your job options when creating high resolution PDF’s. The 
original files that you are making the PDF from should also be high 
resolution. Make sure images are CMYK and 300 dpi resolution and all 
fonts used are loaded and embedded.

Ads should be created to correct ad size dimensions, including bleed.

Send materials to: 
Connie Wolf, MPR
1233 Janesville Avenue, Fort Atkinson, WI 53538
800-547-7377 x1679  • cwolf@southcomm.com

Ad close dates: 
Issue 1: July 2 — materials due July 13

Issue 2: September 2 — materials due September 11

For more info, contact: 
Deirdre D’Aniello
Publisher
ddaniello@southcomm.com 
1-800-547-7377 ext. 1662
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Responsive design  
Content and ads automatically adjust 
to each user’s device – no special apps 
needed. 

Dynamic page loads
Related content is continually delivered 
as the user scrolls.

Your share of voice is measured only 
when users see your ad. Your ad is 
integrated with editorial content, not 
relegated to the left or right column. 

58,205 
unique visitors/month*

203,741 
page views/month*
*Google Analytics April-June 2015

DIGITAL DISPLAY ADs – ROS RATES

Welcome ad (550 x 480) $2,500 net per week

Leaderboard (970 x 90, 728 x 90, 300 x 50) $1,000 net 
per month for 

20% SOV

$1,500 net 
per month for 

40% SOV

$2,000 net 
per month for 

60% SOV

Rectangle (300 x 250) $800 net 
per month for 

20% SOV

$1,200 net 
per month for 

40% SOV

$1,800 net 
per month for 

60% SOV

Combination buy – skyscraper and rectangle 
(300 x 600 and 300 x 250)

$1,000 net 
per month for 

20% SO

$1,500 net 
per month for 

40% SO

$2,000 net 
per month for 

60% SOV
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Exclusive Category Sponsorship 
The Product Guide provides an online directory of 
equipment and services for the landscape industry. With 
an Exclusive Category Sponsorship, only your banners will 
appear within that category and its subcategories.  Inquire 
on availability of categories and contact the publisher to 
request a custom proposal.  

GreenIndustryPros.com
PRODUCT GUIDE 

Complete digital technical specs are available on our  
Marketing Resource Center at GreenIndustryPros.com/advertise

EXCLUSIVE SPONSORSHIP SPECS RATES

Ad sizes included: Request proposal

Super Leaderboard 
Leaderboard
Half Page  
Medium Rectangle 
Mobile Leaderboard

970 x 90 Pixels 
728 x 90 Pixels 

300 x 600 Pixels 
300 x 250 Pixels 
300 x 50 Pixels
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FEATURED

The Science Fiction
Behind Estimating

Estimating can be as straightforward and simple or

complex and time-consuming as you want to make it.

Think about...

 

In This Edition

Briggs to Consolidate Snapper Line, Manufacturing Facilities
Starting with the 2016 season, Briggs & Stratton will narrow its assortment of lower-priced Snapper consumer

lawn...

 

Creating Job Descriptions in a Landscape Company
Creating job descriptions for the three main "work" areas of a landscape company

 

New Prevailing Wage Data Available for H-2B Users
OES prevailing wage data, valid through June 2015, shows average wages for landscaping workers all across

the...

 

Wacker Neuson Adds Honda-powered Rammers to Offering
The BS 50-4As and BS 60-4As are equipped with a 3.2-hp GX 100 Honda engine.

 

Pine Hall Brick Products Featured in Award-Winning Designs
Projects that used Pine Hall Brick Company products won several awards from the Brick Industry Association

at the...

 

Consolidation in the New Jersey Interiorscaping Market
Raimondi Horticultural Group Acquires Anderson Ward Plantscapes; acquisition will drive efficiencies and

enhance...

 

How To Gain a Competitive Edge with Native Trees
Native trees can better connect clients with their landscapes, providing landscape

contractors who "get it" with...

 

Sponsored

Subscribe to Green Industry Pros
Keep up with the latest products, trends and business

strategies for landscape contractors and equipment

dealers with your subscription to Green Industry Pros

magazine, available FREE in print and digital formats.

Already subscribe? Renew now so you don’t miss a

single newsletter or magazine.
Subscribe or renew today.

Product Guide

Recycler Mower with
SmartStow
The Toro Recycler mower

with SmartStow feature can

be stored vertically, reducing

the storage footprint of your...

 

Samurai Trimmer Line
Green, commercial-grade

trimmer line gives a super

sharp cut, doesn’t weld in the

head, and will not turn...

 

Spotlight Dealer

FOSKETT EQUIPMENT INC
Located in Woodstock, CT, Foskett Equipment has

been serving the region's farm equipment, lawn and

landscaping...

 

Contact Us

Associate Publisher /
Editor in Chief
Gregg Wartgow
920-563-1614

Editor
Lisa Danes
920-563-1634

GreenIndustryPros.com / Contact Us / Advertise © 2014 All rights reserved - Cygnus Business Media
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View this email online

This online Print Plus Product eShowcase is provided to our GreenIndustryPros.com email
subscribers to highlight selected companies in the industry. To find out more about these important
products, please click on the company logo.

Showcase Products (See descriptions below) Follow us on:  

Product Title 1 Product Title 2 Product Title 3

Product Title 4 Product Title 5 Product Title 6

Product Title 1...

Maximum of 80 words or (500 characters with spaces) of
copy. Event aut et voluptatios eius quo blandi vendi quam, conet
alibus, suntionsed el ium vellaborem fugitasi nonsequas audaepu
daecusam, ent fuga. Pidustis idem ea nonsed qui dolorem
velligendiam nus, iuri nihicia doluptur rerumque molupta tusapid
essimossed que asi sapiciis sunto tota quam ipis mo ditius estrum
et apellentiant voloriorpost pro minvelique simus ditatento beribus
delique minum volupti con rerchil landusam illat accaboventi.

Visit www.website.com >>

Product Title 2...

Maximum of 80 words or (500 characters with spaces) of
copy. Event aut et voluptatios eius quo blandi vendi quam, conet
alibus, suntionsed el ium vellaborem fugitasi nonsequas audaepu
daecusam, ent fuga. Pidustis idem ea nonsed qui dolorem
velligendiam nus, iuri nihicia doluptur rerumque molupta tusapid
essimossed que asi sapiciis sunto tota quam ipis mo ditius estrum
et apellentiant voloriorpost pro minvelique simus ditatento beribus
delique minum volupti con rerchil landusam illat accaboventi.

Visit www.website.com >>

Product Title 3...

Maximum of 80 words or (500 characters with spaces) of
copy. Event aut et voluptatios eius quo blandi vendi quam, conet
alibus, suntionsed el ium vellaborem fugitasi nonsequas audaepu
daecusam, ent fuga. Pidustis idem ea nonsed qui dolorem
velligendiam nus, iuri nihicia doluptur rerumque molupta tusapid
essimossed que asi sapiciis sunto tota quam ipis mo ditius estrum
et apellentiant voloriorpost pro minvelique simus ditatento beribus
delique minum volupti con rerchil landusam illat accaboventi.

Visit www.website.com >>

Product Title 4...

Maximum of 80 words or (500 characters with spaces) of
copy. Event aut et voluptatios eius quo blandi vendi quam, conet
alibus, suntionsed el ium vellaborem fugitasi nonsequas audaepu
daecusam, ent fuga. Pidustis idem ea nonsed qui dolorem
velligendiam nus, iuri nihicia doluptur rerumque molupta tusapid
essimossed que asi sapiciis sunto tota quam ipis mo ditius estrum
et apellentiant voloriorpost pro minvelique simus ditatento beribus
delique minum volupti con rerchil landusam illat accaboventi.

Visit www.website.com >>

Product Title 5...

Maximum of 80 words or (500 characters with spaces) of
copy. Event aut et voluptatios eius quo blandi vendi quam, conet
alibus, suntionsed el ium vellaborem fugitasi nonsequas audaepu
daecusam, ent fuga. Pidustis idem ea nonsed qui dolorem
velligendiam nus, iuri nihicia doluptur rerumque molupta tusapid
essimossed que asi sapiciis sunto tota quam ipis mo ditius estrum
et apellentiant voloriorpost pro minvelique simus ditatento beribus
delique minum volupti con rerchil landusam illat accaboventi.

Visit www.website.com >>

Product Title 6...

Maximum of 80 words or (500 characters with spaces) of
copy. Event aut et voluptatios eius quo blandi vendi quam, conet
alibus, suntionsed el ium vellaborem fugitasi nonsequas audaepu
daecusam, ent fuga. Pidustis idem ea nonsed qui dolorem
velligendiam nus, iuri nihicia doluptur rerumque molupta tusapid
essimossed que asi sapiciis sunto tota quam ipis mo ditius estrum
et apellentiant voloriorpost pro minvelique simus ditatento beribus
delique minum volupti con rerchil landusam illat accaboventi.

EMAIL
Send your marketing message to the inboxes 
of your customers and prospects. 

E-newsletter sponsorships 
Advertise your message on The Pro 
Report, Green Industry Pros’ twice weekly 
e-newsletter to the industry.

Custom E-newsletter sponsorship 
Be the exclusive sponsor of a special edition 
of The Pro Report, containing editorial 
related to you products/services.

Email blasts/Surveys
Send a custom e-blast or survey to the 
demographics of your choice.  Demographics 
include, but are not limited to, dealers, 
landscape contractors, geographic location, 
job title, employee size, annual sales volume, 
equipment sold by dealers, and services 
performed by landscape contractors.  All 
custom delivery will be identified as being 
from Green Industry Pros in subscribers’ 
inboxes. Contact publisher for a custom 
proposal.
New: Video Lead-Gen available.

E-product showcase
Be one of six highlighted products featured  
in Green Industry Pros’ monthly e-blast to  
the industry.  
New: Video Lead-Gen available.

EMAIL

E-Product Showcase

E-newsletter

CONTENT E-NEWSLETTERS

The Pro Report

600x100 $700 net per edition/$750 net per week

300x250

First Position:  
$800 net per edition/$850 net per week

Second Position:  
$400 net per edition/$450 net per week

Product Sponsorship  
with description $500 net per edition/$550 net per week

Video Lead-Gen Text Ad $1,545 net per week

Exclusive Sponsorship $3,500 net/edition

eProduct Showcase
Product showcase $800 net per edition

Product showcase in conjunction 
with print ad $400 net per edition

For complete specs, please visit our marketing resource center at GreenIndustryPros.com/Advertise.

Specs / Rates

Responsive design 
Content and ads automatically adjust 
to each user’s device – no special apps 
needed.

Print Ad Guidelines /  
Terms & Conditions
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RESULTS DELIVERED

Omeda ReportOmeda Heat Map

Data Dashboard
Green Industry Pros provides print 
advertisers with leads generated from 
Reader Service and all advertisers with leads 
generated from GreenIndustryPros.com’s 
Product Guide. 

We offer numerous reporting tools to help 
you evaluate effectiveness and hone your 
campaign.  

Email Open/Click Rates
Third-party report details the number of 
emails delivered, open rate and click rate for 
e-newsletters and eblasts. 

Email Heat Maps
See which hyperlinks recipients clicked on 
e-newsletters and eblasts. 

Editorial Coverage
When applicable, we provide you with a 
compilation of editorial coverage that included 
your company or brands. 

Web Ad Impressions/Click Rate
The number of impressions and clicks your 
banner received on GreenIndustryPros.com.  

Custom Reports
We will create custom advertising reports 
based on your advertising program.  
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TRACKTION

LEAD GENERATION

Combine direct marketing with social media 
and primary research to generate highly 
qualified leads that convert into sales. 

With TRACKtion Leads you can:
■■ Grow your customer base and generate leads 

■■ Enhance your brand

■■ Use social networks to extend your campaign and reach a new audience 

■■ Launch promotions and sweepstakes

■■ Gain customer insights through short surveys and polling questions

■■ Follow the results through real-time tracking across multiple  
marketing channels

Program components 
■■ Registration page

■■ Three promotional e-blasts within a 30-day period

■■ Promotional banners on The Pro Report and GreenIndustryPros.com   
within a 30-day period

■■ Promotion on social media by Green Industry Pros’ editors

TRACKtion Leads

CUSTOMER ACQUISITION VIA MICROSITE

MULTI-CHANNEL MARKETING CAMPAIGN

Demographics and 
contact info

2 to 5 qualifying 
research questions 

Share with social 
community to create 

“word-of-mouth” channel  
to reach new audience

SHARES EXPAND CAMPAIGN 
EXPONENTIALLY

+
INCENTIVE 
to respond

1

THE FORM

2

THE POLL

3

THE SHARE

Responded to campaign  
via promotion

Provided  
contact info

Answered qualifying 
research

Shared 
campaign

ACTION!

Provide your  
sales team with 
actionable and 

accessible customer 
INTELLIGENCE

+
INCENTIVE 

to share
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How to create your files:
Preferred file format: PDF X/1a
Careful attention must be paid to the proper creation of PDF files to ensure 
that they will reproduce correctly. Choose “PDF X/1a” or “Press Quality” 
in your job options when creating high resolution PDF’s. The original files 
that you are making the PDF from should also be high resolution. Make 
sure images are CMYK and 300 dpi resolution and all fonts used  are 
loaded and embedded.

Ads should be created to correct ad size dimensions, including bleed. 

How to get your files to us:
E-mail – File(s) must not exceed 10 MB in size:

Connie Wolf, Media Production Rep 
cwolf@southcomm.com 
800.547.7377 ext. 1679

Ad Sizes / Specifications Terms & Conditions
LIVE AREA BLEED TRIM

Full Page Spread 14.75" x 10.25" 16" x 11" 15.75" x 10.75" 

Full Page 7.375" x 10.25" 8.125" x 11" 7.875" x 10.75" 

2/3 Page 4.5625" x 10"

1/2 Page Standard 4.5625" x 7.375"

1/2 Page Horizontal 7" x 4.875"

1/2 Page Vertical 3.375" x 10"

1/3 Page Standard 4.5625" x 4.875"

1/3 Page Vertical 2.1875" x 10"

1/4 Page 3.375" x 4.875"

Contract and copy 
conditions 
Advertisements are accepted upon the 
representation that the advertiser and 
its agency have the right to publish 
the content. Advertisers and agencies 
agree to indemnify, defend and save 
harmless the publisher from any and 
all liability for content of published 
advertisements whether in print or in 
electronic format. Publisher reserves 
the right to refuse any advertisement.

Terms and commissions
Net 30 days. 15% of gross paid to 
recognized advertising agencies on 
space, color and position provided 
account is paid in full within 30 days 
of invoice date. Publisher reserves 
the right to hold the advertiser and/
or its advertising agency jointly 
and separately responsible for such 
monies as are due and payable to the 
publisher. Publisher will not be bound 
by conditions, printed or otherwise, 
appearing in ad orders or copy 
instructions when such conditions 
conflict with Publisher’s stated 
policies.

Contract cancellation
Advertising canceled after closing 
date will be charged at earned rate 
to the advertiser with an additional 
fee of up to $500 for remake of the 
page. Publisher will not be bound 
by conditions, printed or otherwise, 
appearing in ad order or copy 
instructions when such conditions 
conflict with Publisher’s stated 
policies. Advertisers that fail to achieve 
contracted number of insertions within 
the year will be short rated to the 
applicable frequency on rate card.

Protective clauses
Rates subject to change without 
notice. Advertiser and advertising 
agency assume liability for all content 
of advertisements printed and also 
assume responsibility for any claims 
made against the Publisher. The 
Publisher reserves the right to reject 
any advertising that it feels is not in 
keeping with publication standards, 
policies and practices.

Inserts
Contact the media production rep for 
specifications.

Covers and special  
position requests
Guaranteed position is available for 
an additional charge. Back cover (4) is 
an additional charge of 25%. Covers 2 
and 3 are an additional charge of 20% 
of earned rate. All other guaranteed 
positions will incur a 15% surcharge. 
We will not be bound by conditions or 
terms appearing in ad order when such 
conditions conflict with our stated 
policies.

Classified ad regulations
Classified advertising may not be 
used for new products or services 
normally found in display advertising 
or extensive product or service 
descriptions (i.e. features, values, 
styles) that are the function of display 
ads. The publisher retains the right to 
reject, delete or re-word copy that does 
not meet the above regulations.

terms

For updated information throughout the year, visit our marketing resource center at 
GreenIndustryPros.com/Advertise or contact your sales representative at 800.547.7377.

How to send a file using WeTransfer:
1. Go to https://www.wetransfer.com/
2. Click “Skip” (If you see a box with “Send 

up to 2GB” and an “Add files” button go 
to step 4)

3. Read the Terms and Conditions, then 
click “I agree”

4. Click “+ Add files”
5. Select the file you would like to send 

and click “Open”
6. Click “+Friend’s email”
7. Enter the email address of the person 

you would like to send the file to
8. Click “Your email”

9. Enter your email address
10. Click “Message”
11. Enter a description of the file you are 

sending
12. Click “Transfer”
13. Wait for “Transfer complete” to show on 

the screen before exiting browser
14. You will receive an email that the file 

was successfully sent

Note: If at any time you have a question 
about what to do, click the “?” to the right 
of the “Transfer” button
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S A L E S

Deirdre D’Aniello
Publisher
ddaniello@southcomm.com 
Ext. 1662

Tom Lutzke
National Automotive  
and Truck Manager 
tlutzke@southcomm.com 
630.484.8040

Pam Latty
Sales Representative 
pamlatty@gmail.com 
678-401-8383

E D I T O R I A L

Gregg Wartgow
Editor in Chief
gwartgow@southcomm.com 
Ext. 1614

C O R P O R A T E

Gloria Cosby
Executive Vice President
gcosby@southcomm.com
Ext. 1605

Gerry Whitty
Vice President, Marketing
gwhitty@southcomm.com
Ext. 1725 

800.547.7377
Contact us today for an entirely new experience  
in business-to-business marketing planning.  

1233 Janesville Avenue
Fort Atkinson, Wisconsin 53538
www.southcomm.com

For updated information throughout the year, visit our marketing 
resource center at GreenIndustryPros.com/Advertise

CONTACT

As one of America’s top business-to-business 

media companies, Southcomm Business 

Media is leading the way in providing 

marketing solutions and targeted content to 

top decision-makers and organizations.  

We reach millions of professionals annually 

across FIVE MEDIA PLATFORMS. Our corporate 

initiatives and organizational architecture 

are built with one goal: fully engaging 

business audiences in the markets we serve. 
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