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Building your Lean team
Analytical tools to identify waste, tighten processes, organize 
work areas and keep things moving at your nursery
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Here to Help You Grow

Ag is constantly  
evolving. So are we.
The businesses we finance – in farming, ranching, forestry and fishing –  
are ever changing. We embrace agriculture’s dynamic nature and operate  
on the leading edge, interpreting trends, pitfalls and opportunities.  
When it comes to managing change, we’re right there with you.

800.743.2125 | northwestfcs.com
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17 Building your efficient Lean team
  In this four part Lean Issue, growers share tactical examples 

of the new ways they are being efficient in their work

 19 PART 1: Identifying value and waste
  The central concept of Lean is to identify process steps that 

add value and those that are wasteful

 21 PART 2: Creating 'standard work'
  Finding and reinforcing best work flows helps nurseries run a 

tighter ship

 23 PART 3: Organizing work areas
  The 5S methodology for storage and arrangement makes 

waste reduction far easier

 27 PART 4: Keeping things moving
  The Lean concept of continuous flow delivers big for 

Oregon’s nurseries 
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Printed in Oregon on domestic
 recycled paper when available.

COLUMNS
 7 President’s Message
 15 Pivot Points
 38 Director’s Desk

DEPARTMENTS
  8 Calendar
 9 Northwest News
 29 Classifieds
 29 Subscription Info
 31 Advertisers Index
 33 Growing Knowledge
 37 Digger Marketplace
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We are Farwest. We come 
to connect with the people 
who provide the practical 
products. Meet me there.

Tyler Grant
Oregon Wire Products
Farwest Exhibitor

August 21-23, 2019
www.FarwestShow.com
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Knowing our 
customers
Last fall, I had the opportunity to 

meet Dr. Bridget Behe, a professor of 

horticulture at Michigan State University. 
She was giving a presentation on her research into 

the marketing of edible and ornamental horticultural 
crops, which is her area of expertise.

If you are not familiar with Dr. Behe’s podcast, 
“Connect 2 Consumer,” I recommend that you check it out 
and subscribe. You can find it at www.connect-2-consumer.com. Each week she gives 
condensed talks about the horticulture industry and how it can best be marketed.

Dr. Behe and I had an interesting conversation touching on many topics. One of the 
most interesting was the importance of knowing who our customer is. 

Businesses can have many different types of customers. They can be consumers, other 
businesses, government agencies, nonprofits, and sometimes competitors. But for me, the end 
consumer is the most important customer we need to address with our marketing efforts.

In the process of growing plants, we do many things that may not seem important to 
our consumers. In fact, some of these things may not even be visible. However, these things 
are necessary so we can give people the beautiful plants they want to have in their yard. 

It’s not just about growing plants. I wish it were that simple! 
We still have businesses to run and they need to be profitable. Otherwise, we wouldn’t 

have the resources we need to fund research, breed new plant varieties, or explore new pro-
duction techniques that will grow a more consistent, durable and beautiful product. 

Continued research is imperative for our industry. It keeps us on the forefront and helps 
us stay competitive in the marketplace. Horticulture has many competitors for people’s leisure 
time as well as their money, whether it’s their disposable entertainment dollar, their food bud-
get, or money they spend on their own well-being and good health. These last two are real 
things for us that we can and should be chasing.

How can we best show value to the customer?  That is a fairly simple question but dif-
ficult to answer. Does the customer know how strictly we monitor fertility? Do they realize 
that we use beneficial insects as part of an integrated pest management (IPM) system? How 
can we explain to them — in short enough words — that not all bugs are bad?

Have you ever heard of Phytoseiulus persimilis? If yes, you are either a grower, an 
entomologist, or someone working for an insectary. It’s one of the beneficial insects we use 
in growing plants. I am sure many consumers would have difficulty saying the name. I can’t 
blame them — I did too, the first time I heard it. This is a good bug that eats spider mites, 
but do people know?

It’s so important to educate the public on what we offer. With the help of academia, we 
can be armed with the facts about the benefits of plants. The consumer can learn the basics 
of what we do. They can see how deliberate we are about our growing practices. They can 
realize we are good stewards of the land. 

Oregon is so well situated for growing beautiful plants of all kinds. We send them out 
across the country and into a world that eagerly welcomes them. People in-the-know associ-
ate Oregon with quality, in part because OAN helps promote our state’s green industry day 
in and day out and has done so for decades.

On a related note, the OAN website was recently updated with a great new look to 
make it mobile-friendly, as well as giving you the ability to find out more information about 
a specific topic. I like the “I want to…” tab where you can 
find answers to common questions. If you have not looked 
at the new www.oan.org, then I highly encourage it.

I hope you are having a great spring season! 

PRESIDENT’S MESSAGE 
2018–2019 

EXECUTIVE COMMITTEE

 Mike Hiller Kraemer’s Nursery Inc.
 PRESIDENT P.O. Box 930

  Mt. Angel, OR 97362
  mike@kniusa.com

  503-845-2283
  FAX 503-845-6557

 Jim Simnitt Simnitt Nursery
 PRESIDENT-ELECT 138 NE 22nd Ave.

  Canby, OR 97013
  simnittnsy@canby.com

  503-266-9640
  FAX 503-263-6330

 Josh Robinson Robinson Nursery Inc.
 VICE PRESIDENT P.O. Box 100

  Amity, OR 97101
  josh@robinsonnursery.com 
  877-855-8733
  FAX 503-835-3004

 Kyle Fessler Woodburn Nursery & Azaleas Inc.
 TREASURER 13009 McKee School Road N.E.

  Woodburn, OR 97071
  kylef@woodburnnursery.com
  503-634-2231
  FAX 503-634-2238

 Josh Zielinski Alpha Nursery
 PAST PRESIDENT 5050 Hazelgreen Rd. N.E.
  Salem, OR 97305-3519
  josh@alphanursery.com 
  503-390-1286
  FAX 503-390-2639

 Denece Messenger Decorative Bark Products
 SECRETARY P.O. Box 1198
  Tualatin, OR 97062
  denecemessenger@comcast.net  
  503-510-4029
  FAX 503-859-3764

 Todd Nelson Bountiful Farms Nursery Inc.
 MEMBER AT LARGE 17280 Boones Ferry Rd. N.E.

  Woodburn, OR 97071
  todd@bountifulfarms.com  
  503-981-7494

____________

BOARD OF DIRECTORS

 Tom Brewer HC Companies Inc. ProCal
 ASSOCIATE MEMBER  tbrewer@hc-companies.com   
  503-686-8448 

 Adam Farley Countryside Nursery
 CONTAINER GROWER afarley@countrysidenursery.com
  503-678-0511

 Ron Kinney Monrovia
 CONTAINER GROWER rkinney@monrovia.com  
  503-868-7941

 Amanda Staehely Columbia Nursery
 CONTAINER GROWER amandastaehely@gmail.com  
  503-810-2598

 Jesse Nelson Hans Nelson & Sons Nursery Inc.
 FIELD / BARE ROOT GROWER jnelson@hansnelson.com  
  503-663-3348 

 Chris Robinson Robinson Nursery Inc.
 FIELD / BARE ROOT GROWER  chris@robinsonnursery.com   
  877-855-8733

 Jay Sanders KG Farms Inc.
 FIELD / B&B GROWER jsanders@kgfarmsinc.com  
  503-678-3245

 Ben Verhoeven Peoria Gardens Inc.
 GREENHOUSE benv@peoriagardens.com    
  541-753-8519

 Mark Leichty Little Prince of Oregon Nursery
 GREENHOUSE  mark@littleprinceoforegon.com   
  503-678-5687

 Gary S. English Landsystems Nursery
 RETAIL gary@landsystemsnursery.com 
  541-382-7646

Mike Hiller
OAN PRESIDENT
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Calendar
Get the word out about your event! Email details to calendar@oan.org 
by the 10th day of the month to be included in the next issue of Digger. 

MAY

JUNE 13 
DUFFERS CLASSIC 
Save the date for the 30th annual golf tourney, which will tee off at the Stone Creek Golf Club in 
Oregon City, Oregon. A benefit for the Oregon Nurseries’ Political Action Committee (ONPAC), the 
event is a great way to reconnect with friends while supporting a strong nursery industry voice in 
Salem and Washington D.C. Sponsorships available. Check the OAN website, www.oan.org/duffers, 
for updates. 

MAY 4–5 
SPRING GARDEN FAIR 
The Clackamas County Master Gardeners will 
present their 35th annual fair at the Clackamas 
County Event Center (694 N.E. Fourth Ave., 
Canby). The event will feature more than 200 
vendors, 10-Minute University™ Classes, free pH 
soil testing and an “ask an OSU Master Gardener” 
feature. Admission is $5; kids under 16 are free. 
Go online to www.springgardenfair.org for  
more details. 

JUNE 6
URBAN AND COMMUNITY FORESTRY 
CONFERENCE
The theme of the 2019 Annual Urban and 
Community Forestry Conference is “Making 
Space for Trees: Designing Tree Friendly 
Infrastructure for Oregon Communities.” 
Arborists, tree managers, nursery professionals 
and municipal government officials are invited 
to learn the best practices for optimizing their 
return on investment in tree selection, plant 
codes, and care cost savings. It is hosted by 
Oregon Community Trees in partnership with 
the Oregon Department of Forestry. Log on to 
www.oregoncommunitytrees.org for details.

JUNE 19
OAN OPEN HOUSE
OAN members and their guests are invited to 
the OAN Open House. Learn more about terrific 
member benefits and programs, including Legal 
Access, health coverage, Trucks to Trade Shows, 
fuel discounts, credit card processing, discounted 
Farwest Show booths, OAN advertising, and 
much more! Beverages and light bites will 
be served. Please drop in between 3–5 p.m. 
Wednesday, June 19 at Smith Gardens, 23200 
Hubbard Cutoff Road N.E., Aurora, Oregon. For 
more information or to RSVP, contact Kelsey 
Hood at 503-582-2010 or khood@oan.org.

JUNE 22 | JULY 20
TRUCKS TO SUMMER TRADE SHOWS
June 22 is the deadline for OAN members 
to reserve space on one of the trucks OAN 
is coordinating to Cultivate’19. July 20 is the 
deadline for IGC Chicago. Space is limited and 
reservations are on a first-come, first-serve 
basis. Trucks may be subject to cancellation if 
participation minimums are not met. To make 
a reservation, contact Kelsey Hood, OAN event 
and program coordinator at khood@oan.org or 
call 503-582-2010.

JUNE 25 
MT. HOOD CHAPTER PIONEER DINNER 
Join the Mt. Hood Chapter in honoring our OAN 
Pioneers — those over the age of 60 with more 
than 20 years in the industry — at the annual 
Pioneer Dinner! The dinner and social will take 

place at the Persimmon Country Club (500 S.E. 
Butler Road, Gresham, Oregon). Social hour will 
begin at 6 p.m., followed by a meal at 7 p.m. 
Finish up the evening with a build-your-own 
ice cream dessert. Honored Pioneers and their 
spouses will enjoy a complimentary dinner 
courtesy of the Mt. Hood Chapter. Cost for all 
other adults is $25; free for kids under 18. Please 
RSVP online at www.oan.org/events. 

JUNE 25
DIGGER: FARWEST EDITION
Display ad reservations for the 2019 Farwest 
Edition of Digger magazine are due June 25. More 
than 11,500 copies of this extra-large edition will 
be distributed to Digger subscribers, as well as 
exhibitors and attendees of the Farwest Show 
in August. To reserve your space, contact Blair 
Thompson, OAN advertising manager, at 503-
682-5089 or email ads@oan.org.

JULY 10 
MT. HOOD CHAPTER PITCH AND PUTT 
Inspired by the movie Caddyshack, the OAN 
Mt. Hood Chapter is hosting a golf event for 
growers to cheer, “It’s in the hole! It’s in the 
hole! It’s in the hole!” The tournament will be 
held at McMenamins’ Edgefield Golf Course 

(2126 S.W. Halsey St., Troutdale, Oregon). 
Player packages include a sponsor bag, a rental 
putter and pitching wedge (or you can bring 
your own equipment), one ball and one beer. 
Each guest will take a shot at the mandatory 
closest-to-the-pin competition. A 50/50 raffle 
to benefit the chapter is also planned. For 
more information, contact Scott Ekstrom at 
scott_ekstrom@yahoo. com or 503-926-4321. 

JULY 13–16
CULTIVATE’19
Presented by AmericanHort, Cultivate offers 
educational and networking opportunities and 
exhibits featuring technology, new products, 
services and plant varieties. Cultivate’19 will 
take place at the Greater Columbus Convention 
Center in Columbus, Ohio. For more information, 
visit www.cultivate19.org.

AUGUST 21–23
FARWEST SHOW
The biggest green industry trade show in the 
West will take place at the Oregon Convention 
Center, 777 N.E. Martin Luther King Jr. Blvd. in 
Portland, Oregon. The show, produced by the 
OAN, attracts exhibitors and attendees from 
across the country and the world. For more
information, log on to www.farwestshow.com.
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Northwest News
OAN members and chapters are encouraged to send in relevant news items, such as new hires, 
new products, acquisitions, honors received and past or upcoming events. Email news@oan.org.

Boxwood blight-
tolerant variety 
released, resources 
webpage available

According to a conser-
vation article by Garden & 
Gun magazine (Charleston, 
South Carolina), many 
historically-significant gar-
dens of the southern U.S. are 
getting infected with soil-
borne pathogen Calonectria 
pseudonaviculata — com-
monly known as boxwood 
blight. The recently released 
NewGen Independence box-
wood by Saunders Brothers 
Inc (Piney River, Virginia) 
has been developed with the 
promise to be blight-tolerant 
and resist leafminer. It has 
glossy leaves and looks like 
Buxus sempervirens, the 
English boxwood that is com-
monly used for topiaries and 
which has been the most sus-
ceptible to blight.

Earlier this year, the 
Oregon Association of 
Nurseries (OAN) launched a 
resource page for boxwood 
blight. The resource page 
includes general information 
about the disease, primary 
resources with more infor-
mation about it, downloads 
with reference material about 
it, and notes from a recent 
meeting held at the OAN that 
included presenters from 
AmericanHort, the USDA 
Agricultural Research Service 
and the Oregon Department 
of Agriculture. There is also 
information about the box 
tree moth, a separate pest 
that also affects boxwoods.

The OAN page will 
be updated as develop-
ments warrant and can be 
found at www.oan.org/
boxwoodblight.

GROWERS REPORT FLOODING DUE 
TO HEAVY RAIN

Periods of heavy rainfall caused flood-
ing in Oregon's northern, middle and southern 
Willamette Valley during the early days of April. 
Affected areas experienced extensive damage, but 
community members have rallied behind some 
growers to help with the recovery efforts.

Rivers Edge Nursery, a landscape shrub 
grower in Junction City, was hit hard by raging 
Willamette River floodwaters on Monday, April 
8. “Within a 30-minute span, we went from 
dry to 18-plus inches of water raging through 
the nursery,” he stated in an email to Oregon 
Association of Nurseries. “I had just loaded 
plants out for a landscaper, went to get a sand-
wich and looked out to see water in alleyways. 
I went out to see what had happened and saw 
plants being swept out of houses.”

Most of the nursery was underwater for 

two days. Photos from the scene are on the 
OAN site at tinyurl.com/y323eab6.

At Oregon State University (OSU) in 
Corvallis, Oregon, Jay W. Pscheidt, professor of 
botany and plant pathology, reported that about 
half of the university's 50-acre Botany Field Lab 
was underwater as of Wednesday, April 10. With 
area roads closed by flooding, OSU researchers 
were initially unable to assess the damage.

The water levels of the valley’s rivers began 
to recede after Wednesday. Campbell told 
KMTR-TV in Eugene he believes the flooding 
was caused by an Army Corps of Engineers 
decision to release water from a nearby dam, 
which caught him off guard. 

The flood damage at Rivers Edge Nursery 
was not as bad as initially suspected, but still 
significant. The flood waters damaged the 
nursery’s irrigation system and roadways, and 
exposed the footings for several of his 

Drone footage shows flooding of the Willamette River, near Corvallis, Oregon. PHOTO COURTESTY OF OREGON 

DEPARTMENT OF TRANSPORTATION
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greenhouses. Most of his containerized 
plants were still there and intact, though 
many were swept out of greenhouses and 
upended into piles. Some of the plants 
will need to be repotted and re-fertilized; 
others are too damaged for that. Until the 
products bloom, identifying plants will  
be difficult.  

On Saturday, April 13, about 30 
volunteers — mostly kids and parents of 
kids Campbell has coached over the past 
26 — organized a work party to clean up 
the nursery and perform repairs. “I’m very 
happy to say the loss will be a fraction of 
what it could have been,” he said. Costs 
to return to normal will be substantial, 
but with the support of many generous 
people, we have a fighting chance.”

A gofundme campaign to help the 
Campbells has been set up by friends and 
supporters in the Junction City area and 

has already raised more than $15,000 
towards a $20,000 goal.

KATU (Portland, Oregon) has more 
about the story at tinyurl.com/y4heqh3x.

AG GROUPS WEIGH IN 
ON WILLAMETTE WATER 
REALLOCATION

The United States Army Corps of 
Engineers (Corps) is proposing to revise 
the fixed amount of stored water in 
Willamette Basin dams for irrigation 
purposes, and most agricultural groups 
agree the amount is not nearly enough, 
according to a report by Capital Press 
(Salem, Oregon). 

The Army Corps is suggesting that 
only 327,650 acre-feet of water be used 
for agricultural irrigation each year and 
are using the results of a 2017 feasibil-

ity study to validate their suggestion. 
However, maintaining adequate water 
rights is essential to growers given that 
there are no other water resources avail-
able for the region. This limitation will put 
a cap on any new developments by local 
growing operations and impacts the long-
term health of the nursery industry. 

“We initially thought we were 
going to get half (of the stored water),” 
OAN Executive Director Jeff Stone said. 
“Agriculture really got the short end of the 
stick, in my opinion.” 

Gail Greenman, director of national 
affairs for the Oregon Farm Bureau, described 
the allocation as “woefully inadequate.”

Brent Stevenson, manager of the 
Santiam Water Control District, confirmed 
that without enough stored water to sup-
port the entire system, growers would be 
likely limited in the future.

1/2” & 3/4” IMPACT  
REPLACEMENTS

PART-CIRCLE
OPTIONS
AVAILABLESAVE LABOR WITH 

TWIG® WIRELESS 
CONTROLS

SPINNERS 
& SPRAYS

ROTATOR® SPRINKLERS
·  HIGH UNIFORMITY
·  NO RISER VIBRATION
·  EASY TO CLEAN  
·  EASY TO REPAIR
·  LONG WEAR LIFE  
·  NO SEALS UNDER PRESSURE 

WWW.NELSONIRRIGATION.COM

THE ORIGINAL 
BIG GUN® 
SPRINKLER
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OUTSTANDING VALUE

EXPANDED 
ORNAMENTAL OFFERINGS
IMPECCABLE SERVICE
From Acers to Zelkova, and many varieties 
in between, we specialize in understock for 
flowering, fruiting and shade. 

Our customers come to us for our quality 
rootstock. They come back for our service 
and attention-to-detail. 

WillametteNurseries.com
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TERRA NOVA NURSERIES HEADS 
TO PLANT EXPO IN CHINA

Oregon-based Terra Nova® Nurseries 
Inc. will showcase their plant breeding and 
genetics at the International Horticultural 
Exhibition 2019, which started April 29 and 
runs through October 7 in the Expo Park of 
the Yanquin District of Beijing, China. Terra 
Nova will be the only American company to 
exhibit at China’s largest horticultural expo 
in nearly 10 years. More than 60 varieties 
and 50,000 of their plants will be on dis-
play throughout the show, including in the 
exclusive “Terra Nova Garden” at the Expo 
Garden Town.

Beijing Florascape Ltd., a longtime 
international business partner and Terra 
Nova licensee, will assist Terra Nova with 
their exhibits. For more than five years the 
two businesses have worked together and 
previously introduced more than 100 

perennial varieties to the Chinese market. 
Terra Nova will concentrate on display 
garden design and Beijing Florascape will 
grow the plants and install the exhibits.

Cold-tolerant and early blooming 
varieties were planted in March for the 
show, as the Expo Park sits in a high 
elevation climate that can be 35–40 F 
cooler than the rest of Beijing. Several 

varieties have been trialed over the past 
two years to in anticipation of the grow-
ing conditions.

When the exhibition ends, Terra 
Nova and Beijing Florascape will change 
out all the plants for their continued dis-
play throughout July and August as part 
of an indefinite display for the public.

Learn more about Terra Nova 

Terra Nova® Nurseries, based in Canby, 
Oregon, will be the only U.S. company in 
the International Horticultural Exhibition in 
Beijing, China. PHOTO BY CURT KIPP
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Nurseries at www.terranovanurseries.com. 
Learn more about the 2019 

International Horticultural Exhibition at 
www.horti-expo2019.org.

GUIDES ON PLANT DISEASE, 
INSECT, AND WEEDS PUBLISHED

Oregon State University has revised 
and published three handbooks that cover 
essential topics for nursery growers. It is 
published in partnership with Washington 
State University and University of Idaho.

2019 PNW Plant Disease 
Management Handbook by Jay W. 
Pscheidt and Cynthia M. Ocamb provides 
information about disease testing services, 
common pathogens, nonpathogenic phe-
nomena, and pesticides for disease control. 

2019 PNW Insect Management 
Handbook by Craig Hollingsworth cov-

ers insect management in commercial 
crops, landscapes, and gardens. The guide 
discusses pesticide safety and toxicity, pro-
tecting bees, adjuvants, mixing tables, cali-
bration, and biological control. Sections 
inside the handbook describe pests, the 
damage they do, and recommended 
management practices and products for 
commercial vegetables, small fruit, turf 
and ornamentals, hay and pasture, grains, 
seeds, home gardens, greenhouses, live-
stock, and poultry.

2019 PNW Weed Management 
Handbook by Ed Peachey includes infor-
mation about biological weed control 
agents, pesticide safety and disposal, 

agrichemicals and their properties, and 
control of problem weeds. Each handbook 
is packaged with full-color slipcover and 
spine and three-hole drilled body. Binder 
not included. Each handbook costs $70 
through the university website at  
www.oregonstate.edu.

TREETOWN USA ACQUIRES 
MIDAS NURSERY SOLUTIONS

TreeTown USA has acquired Midas 
Nursery Solutions (Hillsboro, Oregon), 
according to a release by the company. 
The purchase of the nursery automation 
company helps TreeTown USA improve 

Three management handbooks have been 
updated this April. 

PHOTOS COURTESY OF OREGON STATE UNIVERSITY

ALSO OFFERING
POLY

POLY CARBONATE
SHADE CLOTH

GROUND COVER
WIRE LOCK
ROLL-UPS
HEATERS

EXHAUST FANS
CODE STRUCTURES
GUTTER CONNECTS

EXHAUST FANS
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24” .... $350
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MOTORIZED SHUTTERS
24” LD ..... $188.50
30” LD ..... $204.00
36” LD ..... $226.25
36” HD ..... $619.00
42” HD ..... $729.00
48” HD ..... $799.00

12’ WIRE LOCK
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their workflow efficiency and integrate Lean 
principles into their business model.

The purchase is the first business 
acquisition by TreeTown USA that does 
not include a nursery operation. In 2017, 
the company acquired Village Nurseries in 
California as the first branch of its West 
Coast Division and later purchased Hines 
Growers in California and Oregon in the 
following year. 

Going forward, Midas, as a subsidiary 
of TreeTown USA, will no longer support 
outside companies and will concentrate on 
supporting its parent company. 

Matt Gold, Midas Nursery Solutions 
president, said, “The opportunity to continue 
my work alongside the excellent leadership 
team at TreeTown USA and have access 
to TreeTown USA’s tremendous resources 
to help them achieve their objectives was 
something I just couldn’t pass up.”

Gold will assume direct responsibility 
for TreeTown USA’s industrial engineering 
and project teams. Read more at  
tinyurl.com/y6d9vxqs.

BIOSAFE SYSTEMS RECEIVES  
USDA CERTIFIED BIOBASED 
PRODUCTS LABEL

BioSafe Systems LLC has announced 
that AXXE® Broad Spectrum Herbicide is 
a U.S. Department of Agriculture (USDA) 
Certified Biobased® Product. The USDA 
label is used to identify products that have 
a notable percentage of biobased content 
that comes from renewable sources, such as 
plant, animal, marine, or forestry feedstocks.

AXXE’s active ingredient, ammonium 
nonanoate, is a plant fatty acid that pene-
trates a plant cell walls to damage its cellular 
functions, causing plant failure within hours 
of application. The herbicide is commonly 
applied to weeds around buildings and struc-
tures with no residue.

“We applaud BioSafe Systems LLC 
for earning the USDA Certified Biobased 
Product label,” said Kate Lewis, USDA 
BioPreferred Program. “Products from 
BioSafe Systems LLC are contributing to 
an ever-expanding marketplace that adds 
value to renewable agriculture commodi-

As a biodegradable wettable powder, TerraCytePRO Algaecide/
Fungicide is the best choice for quick, curative action against 
liverwort, moss, algae and their spores.

4  MPS color code green   4  MRL exempt 

4  No mutational resistance

4  No heavy metals or toxic residual chemistries

Contact Sarah Brackman to learn more
360.292.5326 | sbrackman@biosafesystems.com

SAY GOODBYE
TO LIVERWORT

TreatedUntreated

TerraCyte®PRO
Algaecide/Fungicide

TerraCyte®PRO Algaecide/Fungicide is a registered trademark of BioSafe Systems, LLC.

Always read and follow label directions. ©2019 Copyright BioSafe Systems LLC.
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Northwest News

ties, creates jobs in rural communities, and 
decreases our reliance on petroleum.”

Visit www.biosafesystems.com/
axxe/ for details.

NATIONAL GREEN INDUSTRY 
SURVEY LAUNCHED IN APRIL

The National Green Industry Survey, 
led by Dr. Charlie Hall, Ellison Chair of 
International Floriculture at Texas A&M 
University, will be launched in April 2019, 
according to a report by GIE media. The 
survey was funded by the Horticultural 
Research Institute (HRI) this past February. 
The survey is conducted every five years 
and monitors ongoing changes to produc-
tion, management and marketing practices 
within the industry. For previous results, visit 
the Green Industry Research Consortium 
National Survey Database, hosted by Texas 
A&M at tinyurl.com/y6nwjlko.

CONTEST, SWEEPSTAKES 
ADDED TO ‘BLOOM!’ CAMPAIGN

Seed Your Future, a nationwide 
coalition of more than 150 industry part-
ners seeking to inspire people to pursue 
careers in horticulture, has expanded its 
“BLOOM!” campaign with more lesson 
plans and interactive activities for grades 
6–8, plus a new contest and sweepstakes, 
according to a release. The campaign uses 
eye-catching materials to teach young peo-

ple how plants and the people who work 
with them can make a positive difference 
with environmental issues. 

The “Planting Your Solutions 
Contest” was created for educators wish-
ing to teach their students about air and 
noise pollution, food deserts, erosion 
and other challenges that exist out in the 
environment and encourages students to 
draw a plant-based solution that will help 
reverse the damage. 

The “Family Plant Hunt” sweepstakes 
asks families to explore their community to 
take photos of eco-challenges they find and 
identify where plants have become a part of 
the solution. Participating families must post 
photos on Instagram, Facebook, or Twitter 
with the hashtag #PlantHunt to enter.

Both contest and sweepstakes entries 
must be completed by May 10 to be eli-

gible for prizes. Winners receive credits to 
purchase items on Shop.Scholastic.com. 

SENNINGER IRRIGATION 
OFFERS ONLINE TRAINING

Senninger Irrigation has announced it 
will be offering free online training cours-
es for professionals seeking an Irrigation 
Association (IA) certification, according to 
a release by the company. The classes are 
administered through Hunter University’s 
online training portal and provide infor-
mation on irrigation concepts and prod-
ucts, installation recommendations, and 
troubleshooting tips. Each course is worth 
one continuing education credit towards 
and IA certification. 

Learn more at www.senninger.com/
online-training.  

Teaching resources about horticulture 
careers are available for download and use 
in the classroom.

PHOTOS COURTESY OF SEED YOUR FUTURE
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PIVOT POINTS

Looking at your 
marketing strategy

For example, are you still placing an in 
the Yellow Pages? Or, are you still print-
ing the brochures your old owner liked to 
pass out at Kiwanis meetings? You prob-
ably don’t need those anymore. 

If you are going to take a serious look 
at your marketing from a strategic point 
of view, everything has to be on the table. 
And while letting go of something out-
dated and not worth the time and money 
can still be hard, adding something new 
can be harder. 

“We’ve never used Instagram.” “I 
don’t know how to run a Google ad.” 
“Remarketing seems creepy.” Yes, I know, 
but you want an up-to-date marketing strat-
egy that may actually work for you, right?

2. Who is my target audience, 
and what do they want? Do you 
know the answers to these questions? 
Maybe more importantly, are you certain? 
I regularly meet business owners who 
learn something new about their custom-
ers through market research. If you are 
operating on information about your 
customers that is old or based on your 

I have the privilege and joy of working 
alongside my brother Erik at our mar-
keting agency, Pivot. He’s usually the 

one who sits in meetings, silently follow-
ing the conversation for a while.

Midway through the meeting he 
breaks his silence and asks a question that 
is so thoughtful, on the nose, and (often) 
paradigm-shifting that it stops the conver-
sation in its tracks. It’s the equivalent of a 
mic drop for marketing meetings. 

Erik’s our director of strategy, so it’s 
his job to ask the hard, good questions 
that make the rest of us creatives rethink 
our approach. This month, I’m channeling 
my inner Erik and talking strategy. 

Questions to ask
Here are three strategic questions you 

should be asking yourself. (Full disclosure: 
question three has six parts. So, call it 
nine questions, if you prefer.)

1. Is what we’re doing what we 
should be doing? “We’ve always done 
that” is not a sound marketing strategy. 

assumptions, you may not have the full 
picture and may be missing out on impor-
tant opportunities.

3. Is your brand healthy? A solid 
brand is the most important foundation 
for any business. But, how do you know 
if your brand is healthy? Here are six 
brand-related questions to ask:

a. Does your marketing strategy go 
beyond the typical focus on either price, 
quality or service? Most businesses differ-
entiate themselves based on one of those 
three alone. Often, that won't make you 
stand out.

b. Is your brand well understood 
by your team? Ask yourself this: if 

15

Ian Doescher

Ian Doescher is the Director of  
Nonprofit Marketing at Pivot Group,  

a marketing agency in Portland, Oregon. 
He can be reached at ian@askpivot.com.
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everyone who worked for your business 
was asked to give your definitive elevator 
pitch, would their responses be close to 
the same?

c. Is your brand voice inspiring? In 
other words, does your marketing copy 
make it clear to potential customers how 
your products or services will improve 
their lives?

d. Is your marketing fresh? You 
should make sure your logo and market-
ing collateral are up to current standards 
and design trends.

e. Is it cohesive? Someone who 
doesn't know your business at all should 
be able to glance at all your marketing 
collateral — including print and digital — 
and be able to tell, from looks alone, that 
all the pieces are from the same business.

f. Are you ready for the future? You 
may not need to rebrand. But if you did, 
would you be confident in your ability to 
get employees and management on board 
in full support of your efforts, so everyone 
was enthusiastic about the company's new 
direction?

If the answer to any, some, or most of 
these questions is no, you may need to do 
some brand work, so your marketing is 
built on a strong foundation.

Asking why
A good strategy is vital to the success 

of any marketing effort. Often, like Erik in 
meetings, strategy takes on the important 
role of sitting back and asking: “Why?” 

Why are we doing it this way? Why 
do we think this is the right way to do it? 
Why is this approach better than another? 
It is in drilling down into those whys that 
better strategy is born. 

I hope you enjoy the process of ask-
ing these vital questions. 

PIVOT POINTS

• Shipping Materials
    - Pallet repair boards, shipping gates,
      tilt sticks.
• Custom Assembly
    - Shipping racks, bare root 
      crates and nursery pallets.
• Planting Stakes
    - Multiple sizes available
• Treated Lumber
    - Multiple sizes available

503-434-5525
1726 SW Highway 18, McMinnville, OR 97218 • www.dstakemill.com         

Lumber Products for All Nursery Needs

Your contribution today helps 
prepare the nursery  

industry leaders of tomorrow.

Contact the Oregon Association of Nurseries 
for more information:

 503-682-5089 or 888-283-7219.

The ONF is a nonprofit 503(c)3 corporation. 
Donations may be tax-deductible; consult a qualified tax attorney or accountant.

  
FOUNDA 

  
FOUNDA 
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LAST MAY, DIGGER PRESENTED the Efficiency Issue. We 
examined ways in which Oregon nurseries are making their 
operations more efficient, and we showed examples. Each 

nursery is unique. Our goal was to show off the ingenuity of some 
growers and inspire others to consider what they can do to make 
things better.

One year later, we are pleased to present the Lean Issue of 
Digger. This isn’t efficiency in general. It is more specific. 

We will take you inside the Lean methodologies nurseries are 
using to achieve greater efficiency and profitability, in the face of 
rising labor costs, worker shortages and tighter margins. It’s about 
using certain analytical tools to see waste and unlock opportunities 
that otherwise might be invisible. 

To engage in Lean requires intent, as well as investment of 
time, bandwidth and money. It’s a much bigger investment than 
reading a set of articles in a magazine. However, we hope that 
growers will consider what is possible with these tools and do their 
own further exploration.

What is Lean, aka the Toyota Production System? It’s a meth-
odology Toyota innovated that allowed them to get more from their 
production investment, gain a marketplace edge, and increase profit-
ability. Although Toyota makes motor vehicles, Lean is transferable 
to other contexts, including nurseries. There are many applications, 
even though nursery products aren’t cars — they’re living things.

The list of Oregon nurseries engaged in Lean is growing 
longer every year. Oregon has a Lean consortium where the par-
ticipating nurseries help each other improve. Other nurseries go it 
alone, hiring consultants or bringing expertise onto their staffs so 
they can go through the process of eliminating waste and enhanc-

ing product value.
John Lewis, owner of liner grower JLPN Inc., said that Lean 

typically fails or succeeds from the top of a company. Others have 
agreed: ownership must be on board.

“If I wasn’t 110 percent into it, how could I expect anyone to 
follow my lead?” he said.

But at the same time, employees are just as crucial to the process.
“My single most gratifying benefit from implementing Lean, 

personally, has been the connections I have made with my crew,” 
Lewis said. “Lean doesn’t work by telling somebody to go do it. The 
head of the company and the youngest team member are all equal. In 
Lean, you work as a team, not a hierarchy.”

And you suceed as a team.
“When we implement ideas and they work, people get excited,” 

said Carlos Vergara, Lean manager at JLPN.
For Lewis, sometimes it involves letting go of decisions person-

ally and letting the team have more control. Changes need not be 
permanent if they don’t work. 

“If it’s wrong,” he said, “we made the decision together.”
Over the next several pages, we will introduce you to several 

Lean concepts. One is telling value from waste. A second is 
locking efficient processes in place by creating what is called 
“standard work.” A third is organizing the work space to make 
it more efficient, through use of what’s called a “5S program.” 
And finally, we will look at the concept of continuous flow, 
which boosts production by setting a pace for the work that 
needs to be done.

We hope you will find this information useful as you consider 
adopting Lean at your company. 

Building your Lean team
These analytical tools can help nurseries reach the next level of efficiency

BY CURT KIPP
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In our state Capitol building in Salem, critical issues 
affecting the nursery industry are always in play. 
These issues include labor supplies, water supplies, 
pests and diseases, industry research, employer 
costs, taxation and many others. The Du�ers 
Classic Golf Tournament keeps our industry 
voice strong by raising funds for the Oregon 
Nurseries’ Political Action Committee. Your 
participation will help us elect legislators on both 
sides of the aisle who understand the nursery 
industry and who earn our support. You’ll also 
have a great time.

Thursday, June 13, 2019
Stone Creek Golf Club • Oregon City

Register today!        www.oan.org/du�ers
        or call 503-682-5089

GET IN THE GAME

IS THERE 
MORE GREEN  
IN THE HOUSE?
Energy upgrades in your greenhouses can yield more 
than energy savings. They can boost productivity and 
earn cash incentives from Energy Trust of Oregon, too. 

Talk to your greenhouse vendor, or visit  
www.energytrust.org/ag for more information.

Serving customers of Portland General Electric,  
Pacific Power, NW Natural, Cascade Natural Gas  
and Avista.

+
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Identifying value and waste
The key is in knowing what the customer is actually willing to pay for

BY CURT KIPP

THE CENTRAL CONCEPT OF LEAN is to identify process 
steps that add value and those that are wasteful, eliminating 
the latter to become more efficient. 

It sounds simple but isn’t. 
Rick and Elizabeth Peters own a Wilsonville, Oregon-based 

Lean consulting firm, The Peters Company. They coach clients in the 
green industry, helping them enhance value and reduce waste — and 
they know the difference between the two. It always involves asking 
what customers truly want.

“The right way to look at it is from your customer’s perspec-
tive,” Rick said. 

“Value is what your customers will pay for,” Elizabeth said. 
“Waste is what you pay for.”

By reducing waste, companies can make better use of 
existing resources, improve their throughput and increase 
their margins. But to accomplish this, companies must enlist their 
employees as partners in the process. Otherwise, they risk the 
perception that it’s all about cutting workforce, when it’s not. It’s 
about making the most of one’s workforce and other resources. 
This is especially true at nurseries, where worker shortages are 
commonplace and retention is critical.

“It’s easy for them to feel like, ‘I’ve been doing this pro-
cess for 20 years and you’re saying what I do is not valuable,’” 
Elizabeth said. “It’s exactly wrong. People are the most valuable 
assets you have. The waste is not the people. The waste is the 
steps in the process.”

What adds value?
To help distinguish value from waste, workplaces deploying 

Lean can use a three-way test, as Corvallis, Oregon-based annuals 
grower Peoria Gardens recently did.

“Three things have to exist simultaneously for it to be classified 
as value,” president and owner Ben Verhoeven said. “The customer 
has to be willing to pay for it, it has to transform the product (or 
service), and it has to be free of defects. If any of those things aren’t 
present, it doesn’t pass as value added.”

As it turns out, not many things that happen are really value 
added, but that’s the power of Lean. It identifies what isn’t essential.

Verhoeven’s team recently held its first Lean event in conjunc-
tion with the Oregon Lean Consortium (made up of other nurseries) 
and analyzed its process of sticking cuttings. By identifying and elimi-
nating wasteful steps, Peoria employees and the consortium were 
able to make the process 119 percent more efficient. 

Such stories aren’t uncommon for businesses applying Lean.
Chris Robinson is the production manager and co-owner at 

Robinson Nursery, a liner grower based in Amity, Oregon. His view 
is that very few actions in a nursery environment would truly qualify 
as value-added. “The only thing we’ve pinpointed as value added is 
the tree growing,” he said. 

This realization may seem daunting, but it unlocks the door to 
continuous improvement through evaluation and re-evaluation of 
workplace processes. 

“If you look at Toyota, they say 50 percent of their 

Part 1
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Lean: Identifying value and waste

processes are value-added — and they are 
way ahead of everyone,” Robinson said. 
“We’re a small company, but we hope to 
get there someday.” 

The paradox of waiting
It is notable that Lean considers 

waiting to be one of the seven wastes 
(see sidebar), but in the context of plant 
production, waiting is required for the 
plants to grow and become market ready. 
One can say that waiting is value added; it 
transforms the product. 

Oregon growers in particular often say 
they are selling time. They wait for the plant 
to grow, so the customer doesn’t have to. 
“The one thing growers are doing is growing 
the plant,” Rick said. “The customer is will-
ing to pay for that growth cycle.”

Crucially, optimal growth won’t happen 
on its own. Nurseries control the conditions 
that exist wherever the plants are growing, 
as well as various inputs such as water, fer-
tilizer, growing media and supplies such as 
stakes, containers, burlap and more. 

Growers must, therefore, evaluate 
whether these processes add value or are 
wasteful. It all comes down to growing a 
product that customers will pay for, by per-
forming actions and creating conditions that 
transform the product, in a way that results 
in the best product, with as few defects and 
culls as possible.

Widening the gap between production 
costs and selling prices is the art and science 

of running a profitable nursery.
John Lewis, owner of plant 

propagators JLPN Inc. in Salem, 
Oregon, said he considers trim-

ming and limbing of liners to 
be value added, depending 

on whether it enhances 
the product in the 

end. That’s the line between processing and 
overprocessing, as well as between quality 
and defects. 

“If you do it properly, you’re adding 
value,” he said. “If you do it improperly, 
you’re taking away value.”

Carlos Vergara, Lean manager at JLPN, 
views the thinning of seedlings through the 
same lens. “Thinning, if done wrong, is 
bad,” he said. “If done well, it’s good.”

It isn’t always about eliminating steps 
from a process. JLPN started growing its 
crop of hornbeam liners outside, which 
introduced more transportation into the 
production process. Although transportation 
is considered a waste, in this case it gives the 
trees better movement of air.

“We get more trees at a higher value 
than if we hadn’t moved them,” Lewis said.

The same happened when JLPN 
increased the spacing between kousa 
dogwoods in a production house. It was 
more work, but the result was increased 
caliper measurements.

Similarly, Robinson Nursery began stak-
ing containerized plants to the ground so 
there would be no need to set them upright 

again every time they fell over. By adding one 
step, they reduced a step they were repeating 
over and over. “The stakes are non-value-
added, but they reduce non-value-added 
actions,” Robinson said.

The nursery also began to dibble plug 
holes by machine, not by finger.

“This is still a non-value-added action,” 
Robinson said, “but we eliminated very 
much of the waste of the non-value-added 
action. Once you eliminate the non-value 
actions, you can streamline the process.”

A door to the future
Telling value from waste can be a chal-

lenge. It often involves giving up assumptions 
about what is valuable and putting one’s 
nursery operation under a microscope. By 
documenting processes and examining each 
step to determine where value is truly added 
for the customer, one can eliminate waste 
that was undetected, or built into assump-
tions, for years if not decades.

“The whole thing about waste is, 
you’ve got to uncover it,” Rick said. “The 
fact that it’s been done this way for genera-
tions is irrelevant.” 

Previous page, top: Robinson Nursery Inc. 
staff harvest nursery stock. Bottom: A work 
flow process is discussed at Robinson Nursery. 
PHOTOS COURTESY OF THE PETERS COMPANY 

JLPN uses laminated work flow charts.  
PHOTO BY BILL GOLOSKI

With help from Tim Wood
Lean consultants, and companies practicing Lean, commonly see the same types 

of waste over and over. So much so, that a mnemonic has been developed to help 
remember them — TIM WOOD. Each letter stands for one of the seven recognized 
forms of waste. They are all steps that don't add value to the product.

stands for transportation, where items are moved. It can take into account 
the frequency of movement, as well as the distance or other factors.

stands for inventory — keeping components stockpiled whether or not 
needed. It is often seen when these components are produced in batches. 

stands for motion, or excessive movement within the workspace, such as 
picking something up or setting it down. Reducing it can have the added 
bonus of protecting employee health and reducing injury.

stands for waiting, where workers are forced by the process to stand idle, or 
components are left waiting for the next production step. 

stands for overprocessing — doing more work than is necessary.  

stands for overproduction — making more of something than the customer, 
or the downstream process, requires at the time. 

stands for defects — enough said.

     “By reducing the seven wastes, we free up people’s creativity to explore 
things that add more value for the customer,” Elizabeth said.
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WALK INTO JLPN INC., a seeding operation and nurs-
ery in Salem, Oregon, and even if you’re not familiar 
with how to harvest or grade container seedlings, you’d 

soon be doing it like an experienced hand. 
How? Simply by looking at the laminated diagrams that 

JLPN has on hand. They show just how everything needs to be 
done and how it all needs to be laid out, both in design, process 
and quality standards. 

“Anybody with no prior knowledge could take our standard 
work form and know exactly how to set up our grading process,” 
said John Lewis, owner of the Salem, Oregon-based propagation 
nursery. “We follow the standard work because we have docu-
mented reality and proven that this is the least wasteful way of 
doing the process.”

That term that Lewis used twice — standard work — is one of 
the key concepts of Lean. It is the idea that, once the most efficient 
and effective process has been determined for producing a particular 
product or outcome, that process is documented in detail so that it is 
followed consistently and can be passed from team member to team 
member with ease. 

It ensures that there is some standardization and that institution-
al knowledge doesn’t drain out of a business when employees leave. 

It also is a concept that, combined with the other principles of 
Lean, can help contribute to the overall benefits that nurseries realize 

when operating in the Lean way.
“The biggest benefits of lean are saving time, saving money and 

ending up with happier employees,” said Jessica Lowden, supply 
chain manager at Al’s Garden and Home in Portland. “Lean and 
continuous flow (another Lean principle) give employees processes 
that don’t feel like they are spending time wasting time.”

Starting point
At its most basic, the Lean concept of standard work is simply 

defining the most efficient method to accomplish a task or produce a 
product and then following that method without deviation. It breaks 
down the methods into detailed, manageable steps that eliminate 
waste and ensure that every employee is essentially working on the 
process in the exact same way. 

For Lewis, one of the most effective examples has been bringing 
standard work through the laminated diagrams to JLPN’s to is pro-
cess for harvesting and grading container seedlings. Prior to imple-
menting Lean — including continuous flow or improvement, which 
focuses on moving a single unit through each step of the manufactur-
ing process from beginning to end, rather than multiple units at a 
time — Lewis said JLPN had much less uniformity in its products 
and processes. Bringing in standard work helped tighten the ship. 

“Before we had continuous flow and standard work measures 
in place … every crew might set up a planting, or grading pro-

Creating ‘standard work’
Finding and reinforcing best work flows helps nurseries run a tighter ship

BY JON BELL 

Part 2
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Lean: Creating 'standards work'

cess a different way, with a different layout, 
more or less crew, or equipment, based on 
who was available,” he said. “With standard 
work, they know how many crew, tractors, 
machines, and tools are needed to complete 
every job.”

At Al’s, Lowden said the company 
started its Lean initiatives in 2018, including 
implementing standard work for its entire 
receiving team. 

“We have a manual, visual guides, and 
most importantly, we are all thinking Lean,” 
she said. 

Lowden also said that having stan-
dard work in place allows Al’s to train new 
employees with ease. It’s also reduced the 
number of times management needs to inter-
vene on a process because employees can 
now find the answers themselves. 

Before implementing Lean, Lowden said 
Al’s had one work station where a group of 

Call 503-838-1830 
to schedule a delivery

Quality Bark Dust 
@ Wholesale Prices

Marr Bros. Bark Dust has been serving the area with quality 
products and competitive pricing for over 30 years. And we 

deliver anywhere in the Willamette Valley! 

When you want the best ...
Marr Bros. is your only choice!

Fir Bark Dust • Hemlock • Sawdust
Compost • Hog Fuel • Fines

Conveniently located at: 
875 S. Pacific Hwy, Monmouth, Ore.

people would work on one product. The 
team included an unboxer, a computer per-
son, a paper person, a tagger and someone 
who would then put the product away. 

“We have five different people touch-
ing one product,” she said. 

With Lean, however, those same five 
people are now working on a different 
product all at the same time. 

“We increased the number of work 
stations and the layout of our department 
so that the product comes in one door 
and goes out another door with only two 
touches instead of five,” Lowden said. “We 
reduced the time it takes to process one 
product by 50 percent.”   

Another example of standard work at 
Al’s has been the installation of visual cues 
in the grow houses and identifying more 
direct paths for pickers to pull orders from 
the greenhouses and stage them on racks. 

Constant evolution 
One thing about standard work is that, 

even though it documents the way a process 
should work, it’s not entirely static. Anytime 
an improvement can be made to make a pro-
cess more efficient, the standard gets updated. 

“After we make an improvement and go 
forward with that as a new standard, we work 
with the crews to make sure they are trained 
and up to speed,” said Tristan Wampole, con-
tinuous improvement manager at Kraemer’s 
Nursery in Mt. Angel, Oregon. “The process 
is an example of continuous flow, but we have 
standard work to show everyone how it’s sup-
posed to work.” 

As with other Lean principles, stan-
dard work can sometimes be difficult to get 
employees to adopt. Wampole said it’s harder 
to get longtime employees to change the way 
they do things, especially if they’ve been doing 
them a certain way for many years. Lowden 
has experienced that as well. 

“I have found that as a natural instinct 
most people shy away from change,” she 
said. “As a manager, I talk about change in a 
positive way. A way that gets my employees 
excited that they will be learning something 
new. Being the leader of the group I know that 
my energy will fuel their work and remaining 
positive and encouraging is the best way get a 
team on the path to success."

What Lewis calls “tribal knowledge” — 
the idea that everyone just knows what to do 
or how it’s done — can be the “kryptonite of 
adhering to standard work,” he said. But there 
are ways to avoid that. 

“Training your crew, being consistent, and 
having them see the value that standard work 
creates, is one of the best ways to keep produc-
tion going in the right direction,” Lewis said.

He and others also said that standard 
work and all the other components of Lean 
will always be evolving and improving their 
operations. There will always be places to 
improve, waste to cut and efficiencies to gain. 

“I think Lean is a lifestyle for a business,” 
Lowden said. “Once you begin to use Lean 
techniques, there is no going back and there is 
no standing still. You are constantly evaluating 
some aspect of the business to make sure that 
it is running as cost efficiently and effectively 
as possible.” 

Previous page: Top left: Humberto Sevilla (left) and Anwar Alkhalifah (right) of Kraemer’s 
Nursery worked with a team that created an improved method for assembling and 
storing shipping racks. PHOTO COURTESY OF THE PETERS COMPANY  Top right: Carlos Vergara, Lean 
manager at JLPN, holds a laminated proceedure sign. PHOTO BY BILL GOLOSKI  Bottom: JLPN staff 
work on a cutting and grading process. PHOTO COURTESY OF JLPN
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Organizing spaces with 5S
The 5S methodology for storage and arrangement makes waste reduction far easier

 
BY BILL GOLOSKI

MANY NURSERIES DEPLOYING LEAN to make their 
processes less wasteful have found that organizing work 
spaces is a crucial part of their approach. 

To do this, they are deploying a Lean methodology called “5S.” 
The letters stand for 1) sort, 2) set in order, 3) shine, 4) standardize 
and 5) sustain.

The ultimate goal of 5S is to create a clean and orderly work 
environment with a very clear purpose. Each item gets a specific loca-
tion, except the items that are not needed — those are removed. 

“5S is about creating a culture of respect,” Elizabeth Peters, 
Lean consultant with The Peters Company, said. “When we have a 
clean, safe, orderly and visual workplace, we have improved employ-
ee morale, less searching for what’s needed, and better productivity.” 

To get started, production teams look at workspaces and try to 
see ways the current arrangement of items interfere with production 
processes. Here are some simple questions to get the process going:

1. Sort: What can be done to eliminate workplace clutter?
A business will move closer to waste reduction and improved 

production through efficient workspaces, not overcrowded ones. That 
means sorting all items in the space and removing what’s not needed.

Clutter can hide right in plain sight — especially if in a space 
that feels very familiar. That’s why Josh Zielinski, an owner of Alpha 
Nursery Inc. in Salem, Oregon, brought together people from differ-
ent areas of the business to work on the 5S process at the nursery.

“It’s funny because people who work in the area all the time 
don’t even notice the stuff they didn’t use,” he said. “When you put 
someone in there with a fresh set of eyes, and they ask, ‘Do you guys 
ever use this?’” 

Many times, stuff was just there because it was always there.

2. Set in order: What can we change in organizing our spaces?
Set in order requires placing items in the place where they are 

most needed and best used to fulfill their function in the process. 
At Smith Gardens in Aurora, Oregon, continuous improvement 

coach Tom Ingram Tom Ingram is working with the shipping team 
to revamp the staging area to keep the reigns tight on the carts. 
The problem was that a selection team could be tasked to 
load a cart with an order, but the next moves of that cart 
became another team’s responsibility. 

“It was hit-or-miss or relying on the word-of-
mouth of where stuff should be done — which 
could vary season to season or every other 
time you walk in there,” Ingram said.

It wasn’t unusual for carts to make 
quite an unusual trip around the operation. 

Smith Gardens put tape marks on the floor 
to identify cart aisles, encouraging workers to move 
products along in a sequence. The transplanting teams, 
the moving teams, and the selection teams all worked 
together to determine the flow.

The change improved safety as well, as the marks in the cor-
ridors separated walking traffic from the movement of equipment. 

“We have a nice clear buffer between everyone,” he said. 

3. Shine: What can we change with our cleaning processes?
A clean workspace demonstrates a company takes pride in the 

work done.
At Eshraghi Nursery (Hillsboro, Oregon), staff started pol-

ishing surfaces and painting corners of a wall that hadn’t seen 
daylight in years, it looked so good that they decided never to 

Part 3
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www.petersco.net

Control your nursery or greenhouse business before your business controls you.

Working with The Peters Company has been a great investment for our company. They know 
our industry, and they have a passion for its people. Rick and Elizabeth give our team the 
leadership, structure and direction for addressing significant labor and people challenges. 
They play an important role in helping our team make the improvements we need to 

take Kraemer’s Nursery to the next level.

Paul and Michelle Kraemer, Owners, Kraemer’s Nursery, Mount Angel, Oregon

DO MORE WITH LESS

Applying Lean 
to a rack-building 

process:
•  Cut lead  

 time 51%
•  Increased   

 productivity  
 132%

Lean: Organizing spaces with 5S

leave a worksite unclean.
“Encouraging everybody to take time 

to better the workspace is a speed bump that 
all successful companies need to overcome,” 
farm manager Chris Lee said. “A clean work 
zone is not an item to invoice. But, the time 
savings and employee contentment of main-
taining cleaner environments must be consid-
ered value added.” 

Robinson Nursery (McMinnville, 
Oregon) took cleaning to a level of 
renovation. An old, six-stall horse barn 
on the property was given new life as a 
storage facility that they arranged using  
5S principles. 

The walls and doors to the stalls 
were removed and four inches of new 
ground leveled the floor. Sturdy shelves 
were added to a few sections to group like 
materials and tools. Existing irrigation 
equipment was culled through, chemicals 
and fertilizers were assessed and placed 
in labeled space, and other nursery needs 
were arranged where space was available. 
A previously muddy barn evolved into 
a new, wide open area that adds storage 
solutions with a modest level of upkeep.

4. Standardize: What cleaning, sorting 
and ordering steps should we standardize?

Reinforcing these steps will encourage 
clean and ordered workspaces. One method 
is to create a visual control system that 
someone with an untrained eye can immedi-
ately understand. 

For equipment, shadow boards are a 
common practice. They can be created by 
drawing the outline of a tool in the location 
where it’s stored (often, a pegboard). This 
way, it’s easy to see what’s missing and where 

Previous page: Left: Robinson 
Nursery renovated a horse 

barn for storage. PHOTO BY BILL 

GOLOSKI  Right: Shadow boards 
hold brooms at Smith Gardens. PHOTO 

COURTESY OF THE PETERS COMPANY
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Marion Ag Service is proud to partner 
with Harrell’s, LLC to bring you Polyon™ 
controlled release fertilizer

Our team has the knowledge and experience 
to assist you in making sound decisions.

www.marionag.com

• Nutrition Programs
• Pest Management
• Testing & Analysis
• Seed Cleaning
• Sand Blasting 
• Paint Shop

Marion Ag Service is proud to partner 
with Harrell’s, LLC to bring you Polyon™

controlled release fertilizer

Farm Store  
20160 Main Street, St. Paul, OR 97137  

503-633-4281 
Home of the St. Paul Rodeo

Get the longevity you pay for

• Custom Blending
• Dry Fertilizer 
• Liquid Fertilizer
• Organic Fertilizer
• Lime & Dolomite 

Application

Broadacres North 
9400 St. Paul Highway,  Aurora, OR 97002  
503-633-4562

things should go.
One of the biggest improvements at 

Alpha Nurseries happened in one of small-
er spaces of nursery: the chemical room 
where herbicides, pesticides and fungicides 
were stored.  

The room was disorganized — nozzles, 
safety equipment, and masks were all 
around collecting dust — and only the 
people routinely in the room knew where 
important products were located. Now, it’s 
all well-organized. Chemicals are separated 
into different categories, clearly labeled, and 
has a designated place. “So, when we had 
hired a new applicator, and it was really easy 
to explain to him where everything was,” 
Zielinski said.  

5. Sustain: What will we do to keep 
the new system going?

Experts suggest adopting a checks and 
balances system. Many nurseries are requir-
ing employees to do their own checklist 
audits every week, or even twice a week. 

At Robinson Nursery, the audits are 
performed by everyone from entry-level to 
old hat, which keeps everyone informed of 
each area’s function. 

“I think Smith Gardens excels at trying 
to make the 5S process it simple for the team 
to use,” Ingram said. “Their audit sheet is 
just a one-page, bilingual document that 
you can go through and check the levels to 
see how well you’ve scored in this area. It’s 
probably the simplest, most elegant imple-
mentation of a 5S audit in all the places that 
I’ve worked.” 

The idea of internal assessment engages 
employees and empowers them to take own-
ership of their positions. Incentives aren’t 
always necessary, but they can help promote 
a friendly, competitive mood to the work-
place culture. 

Robinson Nursery uses auditing sheets 
as well, where areas are scored on a numeric 
scale.  At the end of the season, the scores 
are calculated and a “Lean Champion” is 
recognized with a bold, branded, bedazzled 
championship belt that earns the winner 
endless bragging rights.

Who wouldn’t want that? 

Previous page: Left: Robinson 
Nursery renovated a horse 

barn for storage. PHOTO BY BILL 

GOLOSKI  Right: Shadow boards 
hold brooms at Smith Gardens. PHOTO 

COURTESY OF THE PETERS COMPANY
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503-678-5525 Call for a friendly quote!
10590 Donald Road NE · Donald, Oregon 97020 WWW.GKMACHINE.COM

TRACKING TRAILERS  
Standard or custom  

trailers available

H7 TREE DIGGER  
Digs trees, chopper/topper,  
row planter and bed lifter 

COMFORT STATIONS  
Meets all OSHA  

sanitation requirements

SPRAYERS  
High clearance 
and width 
adjustability is 
customizable for 
your crop

GREENHOUSES  
GK’s pre-drilled system will 
save you time and money

Reach green industry professionals

With an increased distribution of 11,000 copies 
mailed to subscribers and distributed to show 
attendees, your marketing message will connect 
with motivated industry decision-makers before, 
during and after the 2019 Farwest Show.

Display ad deadline: June 24
All OAN members receive exclusive discounts

Advertise in the Digger 
August Farwest Edition

 
Take advantage of the 
energy and excitement 
of the largest nursery 
show in the West and 

reach a targeted audience 
of green industry 

professionals.

Contact: 
Blair Thompson
bthompson@oan.org
503-582-2012

www.oan.org/ads
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Keeping things moving
The Lean concept of continuous flow delivers big for Oregon’s nurseries

BY JON BELL

TWENTY PEOPLE TO FIVE.  
A quarter-mile span to 20 feet. 
One week to 20 minutes. 

What do these all have in common? They are all some of the 
head-scratching efficiencies that individual nurseries across Oregon 
have realized since they’ve implemented one key Lean concept 
— continuous flow. In short, it means efficiently moving materials 
through a streamlined production process from start to finish. 

“It’s made a big difference for us,” said Tristan Wampole, con-
tinuous flow manager at Kraemer’s Nursery in Mt. Angel, Oregon. 
“There’s a big drive in the horticulture industry in general, because 
labor is getting more expensive and harder to find, to figure out ways 
to be more efficient.” 

For Wampole and Kraemer’s, continuous flow has so far made 
the biggest dent in the company’s process for building its shipping 
racks. That process had been a hectic, disorganized one that found 
workers trying to do too many tasks at once with no real direction 
or flow. After implementing continuous flow, however, the process 
became a tight assembly line that produces one shipping rack at a 
time, progressing from one step to the next until a rack is complete 
— and not starting on another until finishing the one being built. 

The result? Not only has Kraemer’s sliced its average time to 
build 10, four-shelf racks from about 57 minutes to just 30, but it’s 
also all but eliminated any kinds of defects in the finished products.

“Before (continuous flow) we had an average of nine defects for 
every 10 racks,” Wampole said. “After it, we only had one defect, 
and that was with a crew who had never done it before. We saw 
quite a big improvement.”

Beneficial array
So what, exactly, is continuous flow? In Lean manufactur-

ing, it’s about efficiently moving a single unit through each step 
of the manufacturing process from beginning to end, rather than 
multiple units at a time. The method works well in high-demand 
situations because it ensures a continuous flow of materials is 

constantly passing from step to step. 
Continuous flow can also be incredibly advantageous in a 

nursery setting for an array of processes. Kraemer’s shipping rack 
example is just one. 

At Robinson Nursery Inc. in Amity, Oregon, nursery man-
ager Chris Robinson said he began incorporating Lean into the 
nursery about seven years ago. Two years ago, he said, they got 
serious about it; they also hired Lean consultants The Peters 
Company (Wilsonville, Oregon). 

The nursery has implemented continuous flow on its potting 
line, mechanizing it so that it the soil gets mixed, dropped into the 
potting machine, pots get filled — one at a time — plants get plant-
ed, they get a hazelnut top dress and then they’re packed on a trailer. 

Doing that alone boosted production by nearly 50 percent, 
Robinson said. 

“The key to continuous flow is transforming one piece at a 
time,” he said. (It was also Robinson Nursery that significantly 
shrunk its bare root processing area and saw production jump by 
close to 40 percent)

John Lewis of JLPN Inc., a Salem, Oregon seeding operation 
and nursery, saw similar benefits with continuous flow in his soil 
production and planting line.

“At the start of the line, you have all of the soil components, 
and at the end of the line, a flat of Anderson band pots comes out, 
fully mixed, filled, planted, topped and watered, then off to the 
greenhouse it goes,” he said. “The entire cycle might take 20 minutes 
from a pile of bark to a planted flat sitting in the greenhouse. In the 
past, this cycle from start to finish could have easily been a week.” 

Another area that has benefited from continuous flow is tending 
to trees in the nursery. Since the trees are in the ground, they can’t be 
brought inside to an assembly line kind of process. Instead, Robinson 
has devised platform attachments for tractors, which workers ride on 
to tend to each required process, like staking and fertilizing. 

“Basically, anything we do is one continuous flow,” Robinson 
said. “Since the trees are stationary, we move the people through 

Part 4
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Lean: Keeping things moving

the process and get 
the same kinds 
of results.” 

Buying in
One of the keys for successfully 

implementing continuous flow is identify-
ing the problems that are causing the inef-
ficiencies in the first place. That might be 
one of the easier tasks.

The more difficult part can be getting 
employees on board. 

“I would say it was somewhat of a 
struggle to get the buy-in to change the way 
they’ve done things for 15 years,” Wampole 

said. “But with our first big win, we’ve 
been trying to celebrate it as a company 
and hope that it inspires the team.” 

Robinson said a similar resistance to 
change has been evident at his family’s 
nursery, so he’s tried to ensure that the 
workers play a big role in the continuous 
flow solutions.

“If they help develop their own pro-
cess, it’s sustained, because they view it as 
their own,” he said. 

At JLPN, Lewis said continuous flow 
has made longer, more difficult tasks 
easier and shorter, which helps ease stress 
and makes working less of a strain for 

Previous page: JLPN employ-
ees assemble soil mixtures 

and plants in a production line 
JLPN. PHOTO COURTESY OF JLPN  This page: 

Robinson Nursery employees ride trac-
tor to prune in line. PHOTOS BY BILL GOLOSKI

employees. JLPN workers also get bonuses 
when they save the company money, so 
there’s real incentive to make continuous 
flow work well. 

And even though nurseries can see 
real improvements in their operations 
through continuous flow in just a hand-
ful of areas, as with all Lean components, 
the story never really ends. Even though 
Kraemer’s Nursery already improved 
its shipping process, it will revisit it 
again shortly. It will also be sizing up its 
propagation facility and working with its 
watering and planting crews as part of an 
annual set of improvement targets. 

Lewis and Robinson will be soldier-
ing on in the same way, too. 

“This is just the start,” said 
Robinson. “We all strive for perfection, 
but we’ll never get there.” 
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EXECUTIVE DIRECTOR
IPPS – Western Region seeking 
candidates for Executive Director. 
Accepting applications until May 1 or 
position is filled.

More details on our website:  
http://wna.ipps.org/media-centre/ 
job-opportunities

CUSTOMER SERVICE /  
INSIDE SALES

Distributor of nursery and greenhouse 
supplies in the central Willamette 
Valley seeking a customer service / 
inside sales person.

Responsibilities include:
• Managing incoming calls and 

customer service inquiries
• I den t i f y i ng  and  a s se s s i ng 

customer needs 
• Building sustainable relationships 

and trust with customer accounts 
through open and interactive 
communication

• Assist outside sales reps in 
following through with orders as 
they develop

• Process orders and schedule 
incoming orders for delivery

• Receive deliveries

Customer service experience not 
necessary but greenhouse knowledge 
and experience is desirable.
To apply, please email cover letter and 
resume to DiggerJobs@oan.org with 
Blind Box D in the subject line.

HELP WANTED
For jobs and key employees 
throughout California and the 
Northwest, call Florasearch, Inc. You 
know us. For more than three decades 
we have been bringing together key 
people and excellent companies in the 
nursery and greenhouse industries and 
allied trades. Check our references. 
Confidential. Employer pays fee.

 Florasearch, Inc.
1740 Lake Markham Rd.

Sanford, FL  32771
Ph (407) 320-8177
Fx (407) 320-8083 

Website: www.florasearch.com 
Email: search@florasearch.com

EMPLOYMENT EMPLOYMENTEMPLOYMENTEMPLOYMENT

1. Select Standard or Display Classified formats.

2. Determine general heading and subhead that ad runs under:
 •  General: “Employment,” “Plant Material,”“Service/Supply,” “Real Estate.”
 •  Subheads run under general headings. Create your own, but be general: 

“Conifers,” “Liners,” “Equipment,” etc.

3. Indicate number of months ad runs.

4.  Indicate any blind box for confidential replies. We assign number and  
mail any responses.

5. Compose ad. Designate headlines.

6. Email ad by deadline, May 10 for the April issue.

7. We bill after publication.

8. We reserve right to edit ads for content.

Classified Line Ad
• $35/column inch for OAN members / $55 for nonmembers.
•  Regular, one-column, standard typeface, approximately 28–38 characters 

per line, 7 lines per inch. Use headlines, bold, italics and special characters.
• Corporate logo (black & white) $30 additional charge.

Classified Display Ad (plus production charges @ $69/hour)
•  $45/column inch for OAN members / $71 for nonmembers.
•  Use logos, display type, borders, screens or reverses.
•  Electronic ad files can be supplied. Call for production details.

Digger Classifieds
29751 S.W. Town Center Loop W., Wilsonville, OR 97070
Phone 503-682-5089 • Fax 503-682-5727 • Email: advertising@oan.org

CLASSIFIEDS

FIELD GROWER
J. Frank Schmidt Nursery is a 
progressive wholesale nursery 
growing shade, ornamental, and 
flowering trees. We are currently 
seeking a self-motivated, career-
oriented individual to coordinate field 
production at our seedling farm.  

The qualified candidate must have 
strong leadership skills and be able 
to lead crews. They will oversee 
workforce production, training, and 
safety and must be well-organized, 
honest and trustworthy and possess a 
high work ethic standard.

The candidate should have a college 
degree or equivalent horticulture/
management experience, good 
communication skills, computer 
skills and demonstrated people 
management skills. Conversational 
bilingual Spanish is a strong plus.
Wage DOE including comprehensive 
benefits package.

Mail, fax or email resume to:
J. Frank Schmidt & Son Co.

Attn: Human Resources
P.O. Box 189

Boring, OR 97009
Fax: 503-512-2209

Email: dianar@jfschmidt.com

JOURNEYMAN MECHANIC
Our established and progressive 
wholesale nursery is seeking a 
skilled Journeyman Mechanic for 
our facility shop in Canby, Oregon. 
Extensive knowledge in the repair 
and maintenance of diesel semi 
and tractors, mechanical repairs on 
heavy and light duty trucks, system 
hydraulics and electronics are required.

Candidate must have an ODL with a 
clean driving record to be insurable, 
a familiarity with diverse farm/nursery 
implements and some experience 
with fabrication (welding an excellent 
plus). Must have the ability to work 
with a diverse team of employees, be 
goal-oriented, organized, workstation 
neat, energetic and maintain a safe 
work environment. 

E x ce l l en t  bene f i t s  package , 
competitive compensation DOE, 
smoke and drug-free workplace. 
Please send resume to:

Mail, fax or email resume to:
J. Frank Schmidt & Son Co.

Attn: Human Resources
P.O. Box 189

Boring, OR 97009
Fax: (503) 512-2209

Email: dianar@jfschmidt.com

MANAGEMENT TRAINEE
Are you looking to advance your 
horticulture career? Do you have a B.S. 
Degree in horticulture or related field? 
Do you like working outdoors or in 
greenhouses growing trees in fields 
and/or containers?

If so, contact J. Frank Schmidt & Son 
Co. about our Management Trainee 
Program. Gain valuable production 
experience, from propagation, 
grafting, budding, planting, growing, 
harvesting, and shipping trees 
throughout North America and foreign 
countries. Management Trainees will 
learn the skills needed to advance their 
careers within the JFS company family.

If you are highly motivated, self-
directed, and career-oriented, we are 
looking for you. J. Frank Schmidt & Son 
Co. is a 70+ year family nursery with 
a worldwide reputation for growing 
quality trees and being the world leader 
in new variety tree introductions.

Mail, fax or email resume to:
J. Frank Schmidt & Son Co.

Attn: Human Resources
P.O. Box 189

Boring, OR 97009
Fax: (503) 512-2209

Email: dianar@jfschmidt.com

WAYS TO 
SUBSCRIBE TO

PHONE 
503-682-5089

ONLINE 
www.oan.org/publications

EMAIL 
Info@oan.org

3



30 MAY 2019   DIGGERMAGAZINE.COM

magazine.com

EMPLOYMENT PLANT MATERIALPLANT MATERIALEMPLOYMENT

Specimen size
BAMBOO

over 30 feet tall
available

•Clumping Bamboo
•Large diversity 

•Quality wholesale plants
•We carry bamboo barrier

HDPE 30” x 60 mil
Controls running bamboo

(503) 647-2700
www.bamboogarden.com
bamboo@bamboogarden.com

 

Bareroot & Container Grown
Understock & Rooted Cuttings

Bareroot Seedlings
Acer, Amelanchier, Betula, Cercis, Malus,

Populus, Prunus, Pyrus, Zelkova

Rooted Cuttings
Acer rubrum, Betula, Platanus, Prunus & Ulmus

Band Pot Grown
Acer, Carpinus, Cornus, Fagus, Liquidambar,

Nyssa, Quercus, Syringa

Over 175 Varieties

Salem, Oregon      877-490-7844  
jlpnliners.com  • info@jlpnliners.com 

Want to 
post a job?

Contact 
Blair Thompson 
503-582-2012 or 

bthompson@oan.org 

CLASSIFIED ADS 
WORK!   

FARM MANAGER
J. Frank Schmidt & Son Co. is looking 
for a highly motivated, team-oriented 
person to manage our 80-acre con-
tainer tree production facility in Boring, 
Oregon. This is a great opportunity to 
join an established and forward think-
ing tree production nursery team.

The Farm Manager will manage 80 
acres of container tree production at 
our Cottrell Farm and oversee a team 
of experienced growers & forepersons 
who produce the world’s finest trees. 

Primary Job Responsibilities:
• Manage the crops from the potting 

process thru the shipping process.
• Work with team to set priorities and 

manage workflow as efficiently as 
possible.

• Oversee staffing, purchasing of sup-
plies, shipping and all aspects of con-
tainer tree growing.

• Create and oversee labor and 
expense budgets.

Required Experience:
• Minimum of 5 years in nursery pro-

duction and management.
• BS Degree in Horticulture or Business 

Management
• Bilingual in English & Spanish a plus.

Wage DOE including comprehensive ben-
efits package. Mail, fax or email resume to:

J. Frank Schmidt & Son Co.
Attn: Human Resources

P.O. Box 189
Boring, OR 97009

Fax: (503) 512-2209
Email: dianar@jfschmidt.com

HEAD GROWER
MABTON, WA

Skagit Horticulture is seeking a Head 
Grower at our Mabton, WA facility. 
The Head Grower is responsible for all 
aspects of producing assigned crops, 
to the highest standards of quality 
and consistency, and to have them 
ready to transplant or sell on time to 
meet our customers' expectations.

Responsibilities include irrigation 
managemen t ,  f e r t i l i t y  and 
media management, controlling 
environmental conditions of the 
crop, harvest of crops, supervision 
of staff, space management, safety, 
and leadership.

Requirements include a Bachelor’s 
degree in horticulture or a related 
field and bilingual in English/Spanish.

If you are interested in this 
position, please visit our website at  
www.skagithort.com or contact  
hr@skagithorticulture.com

Pacific NW  
Native Plants

Container  •  B&B  •  Bareroot

Environmental & Ecological 
Re-vegetation Landscape Contractor

Native Trees & Shrubs 
Groundcovers

Wetland & Riparian Plants
Conifers & Deciduous Trees

Contract & custom growing year-round

A Valley 
Growers 
Nursery

503-651-3535  •  FAX 503-651-3044
www.valleygrowers.com
vlygrwrs@web-ster.com

Hubbard, OR  •  OR and WA Certified D/WBE Company

We are always looking for career oriented skilled sta�. 
Our operations include wholesale growing, shipping, 
landscape contractor sales, and retail nursery. If you 
have the interest and skills needed to be a part of our 
team, please apply. We are growers of container and 
�eld grown ornamentals. 

We are looking for people in the following areas:
•    Sales / Customer Service (Wholesale/Retail)
•    Production / Growers / Supervisors
•    Shipping & Receiving
•    Inventory / O�ce Mgmt & Admin / Purchasing
•    Pesticide / IPM Managers & Applicators
•    Irrigation Management / Skilled Laborers
•    Outside sales throughout U.S. & Canada
•    Controller / Accounting Manager
•    Horticultural Website Developer

Applicants with speci�c work experience or education 
in the nursery industry is desired. Computer skills, 
Spanish / English bilingual, plant ID knowledge and 
equipment operation skills also preferred.

Pay commensurate with experience. Bene�ts to 
include: Paid vacation and sick leave, paid holidays, 
medical and dental insurance. Respond with resume 
to hr@loennursery.com to the speci�c job for 
which you qualify. 

For more information, please visit us online at
www.loennursery.com

WINDY RIDGE
NURSERY

GRAFTED LINERS
100 Varieties of Maples

Fir, Cedar, Cypress, Larch, 
Spruce, Pine, Sequoia

1918 SE 302nd Avenue
Troutdale, OR 97060
503-667-7037
Fax: 503-661-7315

Availability on website
www.wrntrees.com

LinersPLANT MATERIAL

CLEARWATER GROWERS

ROOTED CUTTINGS / PLUGS: 
Carex; Deschampsia caespitosa; 

Juncus; Scirpus;  
Thuja o. - ‘Emerald Green’ 

LINERS: 
Arctostaphylos - ‘Mass’; 

Carex; Ceanothus g. ‘Pt Reyes’;  
Cotoneaster - ‘Lowfast‘/ ‘Coral 

Beauty’; Deschampsia caespitosa; 
Fragaria; Juncus; Liriope m. ‘Big Blue’;  

Liriope spicata; Mahonia; 
Pachysandra; Pennisetum; 

Polystichum; Rubus c. Sarcococca;  
Thuja o. – ‘Emerald Green’;  

'Green Giant'; Vinca 
1 gal availability 

Arctostaphylos - ‘Mass’; 
Calamagrostis; Carex;  

Cotoneaster dammeri - ‘Coral Beauty’ 
/ ‘Lowfast’; Deschampsia; Festuca; 

Fragaria; Helictotrichon sempervirens; 
Juncus; Liriope; Mahonia; 

Pennisetum; Rubus; Sarcococca; 
Vinca 

Custom Propagation Available 
Ph: 503-359-7540 
Fax: 503-357-2282 
Forest Grove, OR

SCHURTER NURSERY
Arborvitae - Emerald green 
Container-grown Boxwoods

Green Giants  
Otto Luyken • Skip Laurel 

Various Sizes & Varieties 
503-932-8006

HICKENLOOPER GARDENS
We have a lot to offer!

Specializing in: 
Hosta 

Winter Jewels Hellebores 
Hardy Fuchsia 

Heuchera 
Ferns  

Contact us for an availability list.
www.hickenlooper-gardens.com 

Phone: 503-949-5723 
Fax: 541-327-2011 

benhickenlooper@icloud.com
 

Ground Covers

PACIFIC CREST
GROUNDCOVERS, INC.
Kinnikinnick, Fragaria,  
Gaultheria, Mahonia,  

Liriope, Vinca and more. 
3.5” and #1’s. 

Call or email for availability list: 
503-784-4925 or 

pcgroundcovers@gmail.com 
10895 S. Heinz Rd, Canby, OR 97013
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PLANT MATERIALPLANT MATERIAL SERVICE/SUPPLY

AAA Mercantile ...................37

Anderson Pots ........................2

BioSafe Systems ...................13

Biringer Nursery ...................28

D-Stake Mill .........................16

Energy Trust of Oregon ........18

F & L Lumber .......................11

GK Machine .........................26

High Caliper Growing ..........37

Hostetler Farm Drainage .....37

Kubota ..................................34

Lane Forest Products ...........28

Leonard Adams Insurance  ....6

Marion Ag Service ...............25

Marr Bros. ............................22

Motz & Son Nursery ............37

Nelson Irrigation ..................10

Northwest Farm  
Credit Services ..................3

Nutrien Solutions .................16

OHP ......................................39

Oregon Valley Greenhouses  12

Peters Company ...................24

Plumlee Nursery Products ...14

Reardon Nursery ..................25

Rickel’s Tree Farm .................37

Schurter Nursery ..................37

Spring Meadow Nursery .....40

T & R Company ...................35

Weeks Berry Nursery ...........13

Willamette Nurseries ...........11

AD INDEX

Native, Wetland 
and 

Ground Cover 
Specialist
Growers of 

Quality, Healthy,  
Ready-to-Sell Plants.

Phone: 503-632-4787 
Fax: 503-632-5412
CONTRACT GROWING 

YEAR ROUND
21200 S. Ferguson Rd. 
Beavercreek, OR 97004

www.beaverlakenursery.com

BEAVERLAKEBEAVERLAKE
N U R S E R Y

Northwest Natives Rootstock

PREMIUM QUALITY
OREGON ROOTSTOCK

THE FOUNDATION  
OF YOUR ORCHARD  

STARTS HERE!

TRECO®  
Oregon Rootstock & Tree Co. Inc.  

P.O. Box 98  
Woodburn, OR 97071  

www.treco.nu 
p: 1.800.871.5141  
f:  503.634.2344

WILLAMETTE NURSERIES

YOUR SOURCE FOR 
ORNAMENTAL SEEDLINGS,  
FRUIT TREE ROOTSTOCK,  
CUTTING LINER VARIETIES  

& MORE. 

We specialize in understock  
for flowering, fruiting and shade. 

www.willamettenurseries.com 

Excellent quality.  
Outstanding service.  

25571 S. Barlow Rd. 
Canby, OR 97013 

503-263-6405  
Toll-Free: 1-800-852-2018  

E-Mail: willamette@canby.com

Seeds

EXCEPTIONAL NORDMANN  
FIR SEED

This seed comes from selected clones 
in an F2 seed orchard in Denmark. 
Dr. Gary Chastagner (WSU) tested 
this orchard for 3 years for needle 
retention. Danish forester Elrik Nielson 
did bud brake timing and rate of 
growth studies at the same time.

We used these 3 studies to pick the 4 
clones that we purchased. We have 
used this seed for the past 19 years 
and have been impressed with its 
fast growth, phytophthora and pest 
resistance, medium to late bud break 
and outstanding needle holding 
ability. Nordmann seedlings often 
grow slower than Noble Fir but with 
this seed, in 7-8 years, they are the 
same size as a Noble.

For more information, call  
503-769-7127 or email:  

office.silvermtn@wvi.com

Equipment

NURSERY EQUIPMENT FOR SALE
Going Out of Business Sale: 

Care Tree 636 (28-38”)  
semi-truncated spade $5,500; 

Care Tree 748 (40-48”)  
semi-truncated spade $7500; 

Ironworks spade (30-36”) $4950;
80% Shade tarps (3)  
20 X 54’ $150 each;  

Ball Handler Proline Grabber Ball & 
Forques (20-36”) $1500;  

Stabilizers – Dutchman $2,000; 
Tree Rings $2,000;

Miscellaneous digging supplies: nails, 
crimpers, burlap, wire baskets 50% 

of retail $500.

Northeast Oregon FOB –
541-828-7780

NURSERY EQUIPMENT
• John Deere Hi Clearance Mudder  
7210 
• 12 Mechanical Transplanter Units: 6 
clip wheel units & 6 carousel units – 
Model 5000
• High Clearance Sprayer: Adjustable 
wheel width & boom height. 500 
gallon stainless steel tank & 40-foot 
hydraulic booms
• Fobro Bed Lifter: 64 in. wide, PTO, 
3 pt.
• 8 Nursery Field Trailers
• 96 Nursery Field Totes: 4x4x4, 
Heavy Duty
• Sawdust Spreader for 60-inch beds 
– 12-yard bin
• Fertilizer Spreader: Stainless steel 
box, 60-inch bed

For more information, call  
503-769-7127 or email:  

office.silvermtn@wvi.com

Real Estate

FARM WITH WATER RIGHTS
Sweet 1900 built farmhouse on 18.94 
acres in Estacada. Home is 1766 sq ft, 
3 beds/2 baths. Nice outdoor living.

3 car garage w/office & bathrm. 
Renovated barn w/bathrm & lunch rm. 
Hardship/farm dwelling w/1493 sq ft.

Property currently used as a nursery.
INCLUDES WATER RIGHTS!

Reduced to $749K

Call Laura Oviatt
503-550-6034

BHHS NW Real Estate

BARE ROOT NATIVE PLANTS
Acer, Alnus, Amelanchier,  

Betula, Cornus,
Fraxinus, Holodiscus,

Lonicera, Mahonia, Malus, 
Philadelphus, Physocarpus, 

Populus, Rosa, Salix
Spiraea, Symphoricarpos

 
Over 300 species of

source identified natives

Fourth Corner
Nurseries

sales@fourthcornernurseries.com
800-416-8640

fourthcornernurseries.com

 
Rhododendrons

BIG RHODODENDRONS

Acres of rhododendrons –  
instant privacy available.  

6'-10' (make offer).  
Also in cans.

Hidden Acres Nursery 
19615 SW Cappoen Rd. 
Sherwood, OR 97140 

503-625-7390 
www.hiddenacresnursery.net



32 MAY 2019   DIGGERMAGAZINE.COM



33DIGGERMAGAZINE.COM  MAY 2019

An ongoing series provided by 
Oregon State University  

in collaboration with the United 
States Department of Agriculture 

and in partnership with the 
Oregon Association of Nurseries

GROWING 
KNOWLEDGE
Series content is coordinated by Dr. Jay Pscheidt, professor of botany 
and plant pathology at Oregon State University in Corvallis, Oregon.

Native plant production and marketing
There are barriers to full adoption of these plants, but also  

opportunities to promote their adoption

BY AARON ANDERSON

Native plants represent an area of 
untapped growth and expan-
sion for the nursery industry. For 

example, the American Society of Landscape 
Architects (ASLA) ranked native plants and 
native/adapted drought-tolerant plants as 
the top two landscape and garden trends in 
2018.3 Garden Media Group, a marketing 
firm focused on gardening and horticulture, 
included native plants in their list of 2018 
Garden Trends.2 

Although specific definitions vary, 
native plants are widely understood to be 
those plants that were present and naturally-
occurring in an ecosystem before the arrival 
of European explorers. Native plants have 
a long evolutionary history with a particu-
lar ecosystem and are thus thought to be 
well-adapted to their local climate and well-
defended against local pests. 

In addition, native plants have been 
shown to benefit butterflies and birds in the 
garden.3 Thus, native plants are expected to 
require less irrigation and pesticides, while 
simultaneously offering higher quality habi-
tat to native biodiversity.

Despite these purported benefits, bar-
riers exist to the widespread use of native 
plants in home gardens. For consumers, 
these barriers include a lack of availability, 
lack of knowledge about natives, and prefer-
ences for showier plants or plants that are 
more familiar.4 

Similar barriers confront the nursery 
industry. Growers will not offer native 
plants for sale unless a market exists. Most 
natives don’t look as pretty as other orna-
mental plants in the garden center and take 

Photo 1. Iris tenax, a popular early season native wildflower. PHOTO COURTESY OF OREGON STATE UNIVERSITY

time to establish before their true beauty 
becomes apparent. Gardeners may value a 
plant’s ecological beauty but be hard-pressed 
to identify ecologically-valuable plants at the 
point of sale. 

Finally, there is limited information on 
the performance of native plants, across a 
realistic range of garden settings, which lim-
its the ability to prioritize plants for sale. 

In this way, the issues that have limited 
the sales of native plants are self-perpetuat-
ing (Fig. 1) and could be addressed through 
a combination of ecological research, social 
science research, and marketing. 

To date, there is limited research on 
the ecological benefits of Pacific Northwest 

native plants to pollinators. There is also a 
lack of research on how gardeners perceive 
Pacific Northwest natives, and whether or 
not gardeners would purchase and plant 
local natives. My Ph.D. research aims to 
fill this void. Specifically, I am screening 
23 native Willamette Valley wildflow-
ers for their attractiveness to pollinators 
and to home gardeners. You can learn 
more about my research by visiting our 
lab website (http://blogs.oregonstate.edu/
gardenecologylab/native-plants-2/). 

In this article, I wanted to focus on the 
barriers and opportunities that consumers 
and growers face, related to the purchase or 
sale of native plants. 
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Emerging threats to conifer foliage

Barriers to consumer and natives
When I began my research in 2017, it 

took a concerted effort to obtain enough 
individual bulbs, starts, or seeds to install 
five replicate blocks of each of my 23 native 
plant species. Because of the variation in 
plant availability, I had to source plants from 
multiple native growers. 

The Oregon Flora Project served as a 
valuable resource to bridge this gap. This 
website contains data on native nursery 
availability and lists 19 niche nurseries in the 
Willamette Valley/Portland region (excluding 
tree nurseries). Though it is not an exhaus-
tive list, it contains the majority of native 
plant growers in the region and allowed me 
to target specific nurseries that advertised 
my specific study plants, without having to 
blindly drive to multiple nurseries.

Some of my perennial flowers were 
more easily sourced than others. For 

example, Iris 
tenax (Tough-leaf 
Iris) was listed 
for sale at 15 of 
19 native plant 
nurseries. Aquilegia Formosa (Western Red 
Columbine) was listed at 13 of 19 native 
plant nurseries. 

However, many perennials are uncom-
mon: Sidalcea malviflora ssp. virgata (rose 
checkermallow) is listed at six nurseries, 
while Sedum oregonense (cream stone-
crop) is listed for sale at a single nursery. 
Though not included in my study, other 
rare examples of Willamette Valley natives 
include Aquilegia flavescens and Calypso 
bulbosa, both of which are listed for sale at 
one nursery. 

Annual seed proved even more elusive, 
as only two of my annual species were listed 
as in-stock at more than one nursery. Gilia 

capitata was listed for sale at four nurseries, 
and Eschscholzia californica at two of the 19 
native plant nurseries in the region.

I frequently receive email requests from 
home gardeners interested in incorporat-
ing native plants into their landscapes. 
Unfortunately, I often struggle to recommend 
a local nursery that grows the particular 
plant they are seeking. This highlights three 
main barriers for gardeners who are inter-
ested in purchasing natives: 1) lack of adver-
tising by native plant nurseries or knowledge 
by interested gardeners, 2) variation in nurs-
ery stock among native plant growers, and 
3) geographic distance that gardeners might 
have to travel. 

$0 DOWN, 
0% A.P.R.
FINANCING FOR UP TO

48
 MONTHS*

ON SELECT NEW KUBOTAS

Kubota Built. Kubota Quality!

STORE
HOURS:

Mon–Fri: 8–5 
Sat: 8–Noonwww.ovs.com • 800-653-2216

OVS MCMINNVILLE
2700 ST. JOSEPH RD.
MCMINNVILLE, OR
(503) 435-2700

OVS AURORA
19658 HWY. 99 E.
HUBBARD, OR
(971) 216-0111

Full Service Shops with Mobile Capabilities!

RTV-X900G-H
• 21.6 Gross HP,† 3-Cylinder Kubota Diesel Engine
• Variable Hydro Transmission (VHT-X)
• Standard 4WD • 60:40 Split Bench Seats

 R430R1
 • 47.6 Gross HP† Kubota Diesel Engine
• Load Sensing Transmission 

* $0 Down, 0% A.P.R. financing for up to 48 months on purchases of select new Kubota RTV Series equipment from participating dealers’ in-stock inventory is available to qualified purchasers through Kubota Credit Corporation, U.S.A.; subject to credit approval. Some exceptions 
apply. Example: 48 monthly payments of $20.83 per $1,000 financed. Offer expires 6/30/19. See us or go to KubotaUSA.com for more information. † For complete warranty, safety and product information, consult your local Kubota dealer and the product operator’s manual. 
Power (HP/KW) and other specifications are based on various standards or recommended practices. K1114-21-142376-2

Photo 2. Symphyotrichum subspicatum, highly attractive 
to pollinators. PHOTO COURTESY OF OREGON STATE UNIVERSITY
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Figure 1. Limited availability of native plants perpetuate a lack of consumer knowledge of — and preference for — native plants, which limits 
their sales potential and a grower's willingness to produce them.

Consumers lack knowledge of 
native plants

Limited visual appeal at point 
of purchase

Consumers lack preference for 
native plants

Limited market for native plant 
sales

Limited 
audience for 
native plant 

purchase

Limited availability 
of native plant 

nurseries

Ways to increase native plant sales
Despite the relative difficulty in obtain-

ing native plants, there appears to be grow-
ing public interest in landscaping with these 
species. Government agencies are developing 
a common message on native plantings, 
with websites from cities and counties to 
the USDA and EPA containing informa-
tional pages on landscaping with native 
plants. Recent federal level policies have 
created opportunities for natives, includ-
ing the Obama administration’s Pollinator 

Partnership Action Plan, and the Federal 
Highway Administration’s efforts to manage 
roadsides for pollinators.

Because of this, growers have the 
opportunity to access a relatively under-
served market, with potential for further 
financial gains. Studies have shown that 
educated consumers are willing to pay a 
premium for native/non-invasive landscaping 
plants, as well as for plants that are locally 
grown.5,6 Additional research found that 
customers will pay more for designed yards 

that involve native plants in lieu of lawns.7 
These studies, together with a relatively open 
market, point to opportunities for growers of 
native plants.

Barriers to native plant production
Adding to the obstacles faced by inter-

ested consumers, growers also face barriers 
to accessing this emerging market. The local-
ized nature of native plants means that mar-
kets are regionalized,8 so few native plants 
can be produced and sold nationwide. 

 Your area representative:
 Courtney Lewis-Borts
 503-951-3929
courtney.lewis@trlcompany.com

w w w . t r l c o m p a n y . c o m

•	 Reduces	dust	on	greenhouse	covers

•	 Blocks	IR	to	prevent	heat	loss

•	 Reduces	frost	damage	

•	 Saves	heating	costs	

•	 Maintains	higher	foliage	temperatures	
and	drier	plants

Outdoor	nursery	containers

Fill	trays,	handlers,	inserts	and	flats,eco	
friendly	products,	and	thermoformed	pots

Greenhouse	containers,	baskets		
and	trays

Thermoformed	and	injection	molded	
trays,	packs,	flats,	pots	and	hanging	baskets

Ginegar Plastics now joins the T&R family of products

Greenhouse	film	covers	

Polyethylene	films

Landscape	fabric,	shade	cloth,		
and	frost	protection

Propagation	trays

Ginegar’s  Advanced 5-Layer Poly Film 
Technology for Greenhouse Covers:

Need Poly Film? T&R’s Got You Covered!
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Additionally, efficient and scalable 
propagation methods are not known for 
many native plant species. This is com-
pounded by the fact that many smaller nurs-
eries do not have the resources to develop 
these protocols.8 

When grown in a pot, many native 
plants, even when propagated successfully, 
are not in bloom in the spring when consum-
ers tend to purchase them. And, compared 
to showy, exotic flowers, the average garden-
ers may not be familiar with the ecological 
beauty of native plants, and may gravitate to 
familiar garden standards. These are practi-
cal issues that need to be addressed before 
the native plant market can expand.

Another barrier comes from the con-
sumer side. Studies have identified the top 
issues limiting the use of native plants as: 
1) availability, 2) customer preferences, and 
3) lack of knowledge about natives.9 The 
average gardener tends to plant what they 
are familiar with and what they find aestheti-
cally pleasing, which often means showy, 
exotic flowers. 

These points are all linked; retail centers 
and growers do not provide native plants, 
and in turn customers don’t always demand 
these species because they are unfamiliar 
with them. 

In informal conversations, several local 
native plant growers brought up similar 
concerns. The grower or vendor will not 
offer a product if no one buys it, but con-
sumers get frustrated if they desire plants 
they cannot purchase. 

Moving forward, there are several 
solutions that growers could implement to 
overcome these barriers. The first is growing 
native species for retail that are attractive to 
consumers. There are a multitude of native 
plants endemic to Oregon and prioritizing 
plants that consumers will find aesthetically 
pleasing, or attractive for other reasons (e.g., 
pollinator-friendly, monarch host plant, 
drought tolerant) will increase both their 
popularity and their market value. 

Similarly, marketing these plants can 
play an important role. Credible labeling 
programs will educate consumers about 
these plants and their traits at the point 

of purchase. As consumers are willing to 
pay a premium for plants labeled “native” 
and “non-invasive,” it stands to reason 
that additional labeling and marketing that 
differentiates these flowers, such as “water-
wise” and “good for wildlife,” will also 
benefit growers. 

Interestingly, when we asked gardeners 
to rank our 23 study plants according to aes-
thetic beauty, only one of the top five-ranked 
plants was also highly attractive to pollina-
tors: Gilia capitata. However, when we told 
the gardeners about the ecological benefits 
of some of the high-performing pollinator 
plants (e.g. Aster subspicatus, ranked 14th 
out of 27 for aesthetic beauty or Phacelia 
heterophylla, ranked 27 out of 27 for aes-
thetic beauty), they became intent on finding 
and planting these natives.

We know studies found that native 
plant adoption is inhibited by lack of avail-
ability and lack of consumer knowledge. 
This suggests a simple path to increasing the 
market for these plants. If retail garden cen-
ters and specialty nurseries expanded their 
advertisements and stock of native plants, 
this could create a positive feedback loop,10 
thereby increasing consumer awareness and 
demand for these plants. 

Aaron Anderson a graduate student in the 
Horticulture Department at Oregon State 
University and graduate research assistant 

in the OSU Garden Ecology Lab. He can 
be reached at andeaaro@oregonstate.edu.
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Photo 3. Anaphalis margaritacea, a drought 
tolerant wildflower with a diverse 
community of insect visitors. 

PHOTO COURTESY OF OREGON STATE UNIVERSITY
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        Schurter
Nursery

Arborvitae–Emerald green
Virescens
Boxwood

Japanese Maples
Otto Luyken
Skip Laurel

Various sizes & Varieties
503-932-8006

(503) 630-4349
FAX (503) 630-7542

PO Box 598 – Estacada, OR 97023

B&B Spruce 4 to 24 feet
Chamaecyparis • Fir • Pine

Japanese Maple • Poodle Pine
Cut Christmas Trees

Supplies for Small Growers
SEED STARTING - Pots Trays Inserts

Plug Trays
__________________________________________________________________________

 Labels - large variety size, color &
shape of blank plant pot & row markers

_________________________________________________________________________

Weed control, fertilizer, tapes & ties,
watering, and more

_________________________________________________________________________

http://www.AAA-mercantile.shop
http://stores.ebay.com/AAA-Mercantile

http://www.amazon.com/shops/AAAmercantile

Enter promo code DIGGER for a 10% discount
for a limited time at AAA-mercantile.shop

HOSTETLER
FARM DRAINAGE
503-266-3584

• Plastic Tubing 3"-24" • Laser Grade
Control • Open Ditch for Buried

Irrigation • Plows and Trenches •
Pot-n-Pot Drainage • Oldest Drainage
Firm in Oregon • Newest Subsurface

Irrigation Techniques

Materials and
Technical
Assistance
AvailableCanby, OR
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Your ad here!

If you offer plant material, growing 
supplies and/or related services, Digger 
Marketplace is a great place to be seen. 

To place an ad, call Blair Thompson at  
503-682-5089 or email ads@oan.org. 

Hiring?  
Work with us!
Digger magazine 
employment  
classifieds are  
THE go-to  
resource for  
skilled nursery  
professionals in search of their next 
opportunity — and companies in  
search of the perfect team member.  
To place an ad, contact Blair Thompson 
at 503-682-5089 or ads@oan.org.  
View ads online at www.oan.org/jobs.

Are you looking to save on  
office supplies?

*  The OAN participates in Staples Business Advantage®. 
Free shipping and next-day delivery available for some 
purchases more than $50. Visit www.oan.org for more.

Contact dhopkins@oan.org for details.

OAN members 
can receive 
discounts, 
free shipping 
and next-day 
delivery on 
office supplies.*
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Celebrating Mom
During the month of May, 

I usually write about our 

industry’s labor needs. 
Normally, I express my dismay that 

Congress is kicking the immigration reform 
can down the road yet again. 

But on a personal level, it’s really 
Mother’s Day that defines the month of 
May for me. Mothers play a central role in 
molding sons and daughters, and my mother, 
Sandy, certainly did that for me.

It has been two years since she passed. 
This month, I want to tell you about her.

She was born in Beatrice, Nebraska 
and raised in the small town of Stevenson, 
Washington, where the Columbia River cuts 
through the Cascade Range. She lost her 
father when she was a teenager and devel-
oped a sense of independence. 

Some people know what they want to 
be from the beginning. My mom was called 
to be a nurse. As a registered nurse, she 
worked in many types of practice, but for 
her, pediatrics was first and foremost.

Always civic minded, she was a part 
of the Junior League and was honored as 
one of Eugene’s Outstanding Women. A big 
football fan, she was an original member of 
Daisy Ducks, a booster group for University 
of Oregon athletic teams and programs. No 
one could question her love for the green 
and gold. 

All that could have been enough to 
impress — for most it is — but she also 
answered a strong call to service by joining 
the emergency medical response team for 
Northwest Medical Teams, now known as 
Medical Teams International (MTI). After 
hearing about dire situations around the 
world, and people who had enormous medi-
cal needs, she committed herself to helping.

MTI has sent more than 3,000 teams 
to areas of distress during its history. My 
mother was on the second team they ever 
sent. From 1979 to 2008, she participated in 
20 assignments all over the globe, including 
the Far East, the Middle East, Africa, and 
Central America. This dedication defined 
who she was and served as a great example 
to me and others.

She was a rock. An inspiration. A 
woman of faith, with remarkable strength 
and dedication. A committed wife, mother, 

auntie and grandmother. Nobody told my 
mother what to do or how to do it. She set 
her own course and provided a tangible 
example for us all to follow.

Serving where most needed
By serving, my mom was not just a wit-

ness to history, but a part of fixing big prob-
lems. During her three decades of service, 
three stories stand out.  

1979 – Thailand-Cambodia border– 
After the reign of Pol Pot, the Khmer Rouge 
was holding on and slaughtering innocent 
people right and left. In brutally hot condi-
tions, people were succumbing to sickness 
and war-related injuries. The Khmer Rouge 
tried to infiltrate the makeshift hospitals to 
try to finish off their victims, but she pro-
tected her patients.

1986 – Ethiopia – The government was 
starving its people, and a health crisis of 
huge proportions ensued. My mother would 
venture out to tend to the sick who could 
not make it in to the bare-bones clinics.

Out of all the peoples she encountered 
and helped, she thought the Ethiopian people 
were the most beautiful, inside and out. The 
government came in and burned mud huts as 
far as the eye could see. Smoke billowed in 
the valley as the people ran to save what was 
left of their lives. 

For several days, we did not know if 
she was alive or dead, only that the area she 
was in had burned to the ground. She took 
a chance writing about her experience in 
journals that are now being transcribed by 
my daughters.

1993 - Rwanda – The Hutu-led govern-
ment engaged in massive genocide against 
the Tutsi people, also targeting moderate 
members of the Hutu people. My mom told 
stories of arriving in a soccer stadium too 
late — it had already been turned into a 
killing zone. While tending people’s wounds 
that were created by machetes, she heard 
firsthand about what had happened to them.

Her last night in the country was the 
worst. Army personnel entered their quar-
ters. The aid workers were robbed and their 
interpreter was beaten. My mother made 
peace to die right then and there, as she felt 
the cold steel of an M-16 to her head. 

She thought it was over, but the soldiers 
then left. The aid workers prayed in thanks. 

Outside, they found a mass grave that had 
been dug for their bodies.

In spite of this horrifying experience, her 
commitment stayed resolute. She not only 
served but put it all on the line.

Putting family first
My mother loved us, no doubt. Being 

a mother of three boys could not have been 
easy, but she often told me she wouldn’t 
have wanted it any other way. Nobody was 
more surprised when all three of us got 
married. We “outkicked our coverage,” she 
would say. 

When she met my wife-to-be, Jennifer, 
she pulled me aside and said, “Don’t mess 
this one up.” 

My brother Craig and I gave my mom 
three grandchildren — all girls — and being 
a mother of three boys, she was perplexed 
over what to do with them. Those three 
granddaughters dressed her up. She loved 
them dearly and was the only grandmother 
they ever knew.

But her love extended beyond immedi-
ate family. Jennifer lost her mother, Andrea 
Satalino, in 1987. (My oldest daughter is 
named after her.) My sister-in-law, Amy, lost 
her mother, Betty Morin, just two years later. 
My mom responded by loving them both as 
daughters. She was saddled with three boys 
and frankly needed the break!

I see a lot of myself in my mother. My 
personality is very much shaped by her. She 
was an inspiration to me and made me a bet-
ter friend, father and man.

I miss her every day, but I see glimpses 
of her in my two daughters, and all is right in 
the world. Happy Mother’s Day! 
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A zingy orange accent to spice up any landscape! This new barberry offers bright and cheery 

orange foliage that develops a distinctive chartreuse margin as the season goes on. Strong 

growing, deer resistant, and colorful in the landscape from spring to fall.

Spice it up
SUNJOY® Tangelo
Berberis thunbergii ‘O’Byrne’ USPP 26,546
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