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ARE YOU M-POWERED?

TAKE AN 8-12 HOUR ESCAPE 
FROM THE ECONOMY...
JUST DON’T TURN ON THE RADIO.

It’s surprising how an 8-12 hour 

workday can take your mind off of 

things, especially when you’re working 

in a new M-Series machine from Bobcat. 

Not only are they more productive, 

they are quieter and more comfortable. 

Premium features like large interiors; 

comfortable, adjustable seat and controls; 

loads of storage – even a power accessory 

and input jack for your MP3 player on 

the optional radio – make every job more 

comfortable and productive. Go to 

www.bobcat.com/mpowered to learn 

how Bobcat made the best compact 

equipment even better, or see your 

dealer to find out how these new 

machines can M-Power you to do more. 
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The association of members  
who create and maintain  
the QUALITY OF LIFE in  

communities across America.

OUR MISSION
The Professional Landcare Network  

cultivates and safeguards opportunities  
for our members — the dedicated  

professionals and companies who create 
and enhance the world’s landscapes. 

OUR VISION
To be the respected leader and  

voice of the green industry. was recently talking with Dr. Phil 
Allen, CLP, a horticulture professor 
at Brigham Young University and 

PLANET board member, about attending 
his first Student Career Days. He told me 
it was an incredible experience in large part 
because, he said, “I found what I didn’t 
know I was looking for.” I heard similar 
comments this year at the Green Industry 
Conference (GIC), held October 28–31 in 
Louisville, Kentucky. In fact, shortly after 
introducing the GIC Keynote address panel, 
I met a long-standing PLANET member 
whose father had started their company 47 
years ago. He excitedly told me that this was 
his first GIC, and it was the best experience 
ever. He went on to say, “I’m bringing my 
entire crew next year.”

This attendee, along with hundreds of 
other landscape contractors and lawn 
care operators, was discovering answers to 
questions about operating strategies and 
equipment — questions he previously never 
even thought of asking. If his attitude and 
motivation and that of the other attendees 
were indicators, they also were foreshadowing 
the long-awaited recovery. 

Yes, attendance was off slightly, 
but that’s understandable with the 
devastating impact this recession has had 
and continues to have on our industry. 
In the design/build arena especially, 
companies have experienced difficulty, 
with sales down near 40 to 50 percent in 
many areas of the country. This unusual 
economy has forced some companies to 
go out of business and others to suffer 
from significant discounting. But there 
are signs that the economy is stabilizing. 

Several business owners 
who attended GIC and 
walked the GIE+EXPO 
trade show floor indicated 
that they were cautiously 
optimistic about 2010 and 
motivated to prepare their 
companies for the recovery. 
That’s why they were there, 
looking for answers.

PLANET is seeing an upward trend 
in membership, an indication, too, that 
industry members are preparing for better 
days ahead. I discussed this with incoming 
PLANET President David Snodgrass, 
CLP, and we came to the conclusion 
that the timing is right. PLANET has a 
myriad of programs in place to help both 
members and nonmembers. These include 
the STARS Safe Company Program to 
help reduce injuries and contain costs; 
PLANET’s certification program, designed 
to help raise the industry bar; the PLANET 
Day of Service, which unites the green 
industry nationwide on one day dedicated 
to giving back; and the new PLANET 
Universe, a comprehensive portal for all 
resources and information pertaining to the 
green industry. 

These are dynamic programs that help 
green industry service providers, large 
and small alike, make a difference in their 
communities, in their companies, and in 
the lives of their employees. PLANET 
members also have access to an incredible 
number of resources, including the newly 
released Crystal Ball Report #29 — Green 
Industry ECOnomics: Innovating Toward 
a Sustainable and Profitable Future. The 
report, which made its debut at GIC, 
answers the question of how our industry 
can take advantage of what may be the 
biggest business opportunity of the 21st 
century — sustainability. Filled with 
actionable items and case studies, the 
publication is a must-read for forward-
thinking green industry professionals. It 
is available through PLANET’s online 
Bookstore at LandcareNetwork.org or by 

calling (800) 293-5542.
Yes, the timing is right to 

become a PLANET member. As 
David and I discussed, PLANET 
programs and resources are hitting 
their stride just at the time when 
industry members are looking 
for answers to difficult questions 
and ways to take advantage of 
emerging opportunities.
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Last month, our company was recognized by a national trade magazine as one of the top snow 
removal contractors in the country. Wanting to get this news to potential clients in Milwaukee, we 
developed a press release and sent it to PLANET PR Consultant Vicki Bendure. She then e-mailed 
our release to area business media, including local TV stations. 

Vicki made it easy for us. Without her help, we either would have been forced to retain an 
outside firm to perform the mailing or spend time internally finding and then mailing to media 
contacts. This service is available at no charge to PLANET members, and, if we asked, she would 
have also helped us develop the release. Vicki’s expertise is invaluable for members who seek more 
exposure within their markets and communities.

As PLANET’s PR Consultant, our office fields calls from large and small members alike about ways to 
grow and enhance their image within their communities and their markets. In addition to disseminating in-
formation like we did for Joe, we also help prepare press releases, advise members on basic PR strategies, 
and work closely with them about how to gain media exposure from special events such as the PLANET 
Day of Service and Renewal & Remembrance. Currently, we’re also working with PLANET to develop media 
training with webinars. 

I’ve talked before about how important it is to continue a pub-
lic relations and marketing program in a tight economy. The nice 
thing about PR is that it costs nothing more than your time, and 
a positive story delivers greater credibility than advertising.

    

Thank You! 

950 Herndon Parkway  |  Suite 450  |  Herndon, VA 20170 |  Fax: (703) 736-9668  |  Web site: LandcareNetwork.org  |  E-mail: info@landcarenetwork.org

PLANET advantage is sent complimentary to PLANET members and other green industry 
professionals nationwide. If you are a green industry service provider that specializes in lawn care,  
design/build/installation, landscape management, or interior plantscaping and are not a PLANET  
member, call Gail Rogers in the Membership Department at (800) 395-2522 today.

Joe kujawa, CLP
Kujawa Enterprises, Inc.

Oak Creek, WI

You’re 
 Welcome vicki Bendure, 

PLANET PR Consultant

Last month, our company was recognized by a national trade magazine as one of the top snow 
removal contractors in the country. Wanting to get this news to potential clients in Milwaukee, we 
developed a press release and sent it to PLANET PR Consultant Vicki Bendure. She then e-mailed 
our release to area business media, including local TV stations. 

Vicki made it easy for us. Without her help, we either would have been forced to retain an 
outside firm to perform the mailing or spend time internally finding and then mailing to media 
contacts. This service is available at no charge to PLANET members, and, if we asked, she would 
have also helped us develop the release. Vicki’s expertise is invaluable for members who seek more 
exposure within their markets and communities.
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‘Beautiful landscapes 

David frank’s philosophy is 
to offer a broad range of 
services to all customers.



David J. Frank Landscape 
Contracting, Inc.
Germantown, WI

Founder & President: 
David J. Frank, CCLP

Founded: 1959

Employees: 300

Company profile:

PLANET member 
for 36 years

avid J. Frank Landscape Contract-
ing, Inc., (DJFLCI) is celebrating 
a milestone this year — 50 years in 

business. Founder and president, David Frank, 
CCLP, can be proud of his company’s accom-
plishments. As one of the premier landscape 
contractors in the Midwest, DJFLCI has five 
dispatch locations in the Milwaukee area, in-
cluding its headquarters in Germantown, 
and branch offices in Madison and in the Fox  
Valley community of Kaukauna. Billed as a  
full-service landscape management provider,  
DJFLCI can accommodate virtually any  
customer for any exterior or interior need.

“We are a bit unusual in that regard,” admits 
Frank. “Whereas current wisdom encourages 
companies to focus on limited services in cer-
tain areas, our philosophy is to offer a broad 
range of services to all customers. In every 
instance, our goal is to provide the same high 
quality, no matter who or how big the customer 
is. A multimillion dollar sports turf project for 
a school, a $1 million design/build project for a 
large commercial account, and a routine instal-
lation job for a small residential client all receive 
the same attention to detail.”

Frank’s philosophical approach to the busi-
ness and his exuberance for his work originates 
from a true love for the industry. He admits that 
when he started his neighborhood gardening 
business at age 11, picking up a hoe wasn’t all 
that attractive. Gardening per se grew on him, 
though, to the extent that he not only learned 
to like it but decided with his brother Mike to 
make a career out of it while still in college. 
Today, Mike heads up the construction depart-
ment that accounts for one-third of the com-
pany’s $20 million in sales. “This wasn’t a case 
of we will try it and see if  we can be successful 

at it,” explains Frank. “No, we made a career 
decision to build a company. There were no 
contingencies, no conditions. This is what we 
were going to do.”

Ask this veteran why he started gardening at 
such an early age and he replies, “That’s easy. I 
gardened because I couldn’t get a work permit. 
It’s as simple as that. By eighth grade, Frank 
had 30 mowing accounts and a few years later, 
while still in high school, he was subletting a ga-
rage for all his equipment. 

Little did the young entrepreneur know that 
50 years later, the garage wouldn’t even hold the 
paperwork for his 1,500 pieces of equipment or 
that his band of friends and schoolmates would 
blossom into a company that employs more 
than 300 people.       

Maintenance roots
Early on in his career, Frank spent literally  

hours on the phone nearly every Saturday  
afternoon learning from people in the industry 
who knew a lot more about landscaping than 
he did. “I had done maintenance from the 
very beginning, but I wanted to learn how to 
design and build landscapes, install irrigation 
systems, and offer virtually any landscape- 
related service,” he relates. Frank says his com-
pany relied heavily on mentors such as Matt 
Stano; Ron Kujawa, CCLP; Lee Bruce; Dick  
Brickman; Bruce Hunt; Landon Reeve, CCLP; 
Clarence Davids; Lee Marsh; Ron Damgaard; 
and Marshall Scheibe — all PLANET members  
and industry leaders. Frank also became  
involved with national and local trade asso-
ciations, giving him the opportunity to further 
enhance his knowledge of the industry. 

He explains, “I was subletting a facility from 
Tom Lied, CCLP, in 1973. He must have real-
ized I needed help and suggested that I join 
the Wisconsin Landscape Contractors Asso-
ciation and PLANET (at that time ALCA). 
We owe much of our success to both groups, 
and would not be where we are today without  
being a PLANET member. The group has it 

all, resources and education, and it has it in depth.
“PLANET has touched literally every area 

of our business. The organization is a reser-
voir of best practices, and attending events 
like the Green Industry Conference is akin to 
mining for gold.” Participation is key, he adds, 
noting that early on just rubbing shoulders 
with industry leaders at events and talking in-
formally with them around the pool at a social 
hour paid dividends. 

Frank put his Saturday afternoon discus-
sions and his PLANET membership to work, 
gradually adding to his list of services. Today, 
DFJLCI not only sports a huge maintenance 
operation that puts nearly 60 maintenance 
crews on the road, but it also employs 10 
landscape architects, 20 salespeople, and has 
separate divisions for design/build, irriga-
tion, interiorscaping, snow removal, and a 
nursery operation. Large excavating projects  
and the construction of athletic fields are 
part of its service offerings, and divisions are 
fast-growing subdivisions. The company has  
masonry crews and carpentry crews as part of 
its design/build team, six full-time mechanics 
on staff, and two truck body technicians. 

Even with PLANET’s help and network-
ing within the industry, Frank says he had a 
tough row to hoe and has made his share of 
mistakes. “I wouldn’t advise anyone to get into 
the industry the way I did,” he emphasizes. “I 
was a hard worker and loved horticulture, but 

D
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David J. Frank Landscape 
Contracting, Inc., 
Celebrating 50 Years

Service Offering: 
Full-service landscape management company with 
60 maintenance crews, 10 landscape architects, 
and separate divisions for design/build, irrigation, 
interiorscaping, and snow removal.
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wasn’t experienced at all in running a business. 
My advice to young people today is to work 
for someone they admire and respect before 
going out on their own.” 

          
Defining success

How does one define success? Certainly, 
being profitable is one definition, but Frank 
has others, too. “I think success is defined by 
having good people, good customers, a good 
reputation, good performance, and a good 
safety record. We are fortunate to have all 
these things and to be profitable.” 

It’s no coincidence that people hold the 
top spot on his list. This contractor says he 
has undying respect for all his employees. Al-
though laying claim to no special expertise in 
the human relations area, he has done plenty 
of reading on the subject and notes that the 
company is doing something right. “Many of 
our employees have been here for more than 
25 years and many more are on terrific career 
paths. They’re hard workers, too. This is a 
hard company to outperform.

“How do we gain employee loyalty?” Frank 
asks rhetorically. “First, we strive to be clear 
about our expectations, and then we make 
people accountable. We’re also very high on 
training. During the slower winter months, the 
company sponsors a 13-week, in-house train-
ing session where employees can gain  tech-
nical and business management knowledge 
while getting paid. Positive reinforcement in 
lieu of criticism is always more effective, too.”

It doesn’t hurt that Frank is sensitive to em-
ployee needs. As he points out, he’s been there 
and knows what it takes to finish a job at 7 
p.m. and still have another couple of hours to 
go to complete another project. The company 
has learned to celebrate its successes. Twice a 
year, it completely closes for a day to recog-
nize employee achievements and to give out 
awards. DJFLCI also has a comprehensive 
benefits package and would offer even more 
if  there were enough money in the bank to do 
so, adds the owner.   

To borrow a cliché, good things take time. 
Frank says he has worked for the better part 
of 20 years developing an effective manage-
ment program and establishing systems to 
help get the work done. Each division oper-
ates with a thorough manual that details stan-
dards and proven ways to approach different 
jobs. The company also practices “Open Book 
Management” and is a stickler on communi-
cation. Employees receive a weekly internal 

newsletter, attend biweekly meetings, and read  
important messages posted daily on a company  
bulletin board. “I could talk all day about why 
people work here,” Frank emphasizes. “Team 
members want to work on neat projects. They 
want to work for a company that is successful. 
They want to work in a friendly environment 
where they enjoy their coworkers and manag-
ers. If  you don’t like your boss, chances are 
you won’t be around long.” 

Industry perspective
Despite his company’s size and success, 

the DJFLCI’s owner continues to be actively  
involved and helps manage 100 or so accounts. 
“One of the things I enjoy doing most is work-
ing with property owners and other clients,” he 
relates, “and I get just as much pleasure as ever 
driving around Milwaukee pointing out proj-
ects we completed 20 or 30 years ago. That’s 
what I like about the industry, tangible results.”

He points out that not only is landscap-
ing tangible, but it is also important. “Our 
work is in tune with a culture that has become  
increasingly environmentally conscious, and 
it is highly valued by the public,” says Frank. 
“Our design/build crews are installing green 
roofs and bioswales, and we’re installing 
stormwater systems. Because of the economy, 
though, our residential design/build business 
has slowed considerably, and we’re doing more 
renovation work and targeting more govern-
ment projects than normal.

“The truth is economic recovery will be 
slow. Money is still hard to come by and  
clients are cautious about spending the money 
they have. In the meantime, we will continue 
to manage our costs, put an emphasis on mar-
keting, and enhance our productivity. Our 
routes are more efficient today, and we’re com-
bining some services to reduce visits. We have 
several LEAN management teams working on 
separate projects, and our staff  is empowered 
to find better ways to get the job done. There’s 
no question, as a company we’re pushing 
hard to meet our goals, but I believe that our  
efforts will put us in a better position when the  
economy rebounds.”

Frank says he’s not a pessimist about the 
economy, just a realist. When it comes to the 
green industry, he’s an optimist through and 
through. From his perspective, one couldn’t 
work in a better industry. As an 11 year old, he 
gardened to make money. Now, he gardens be-
cause he loves it. As he puts it, “Beautiful land-
scapes are a wonderful statement of nature.” 

“our work is in tune with a culture that 
has become increasingly environmen-
tally conscious, and it is highly valued 
by the public,” says David frank. 
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CONSULTANT CORNER

our phone doesn’t ring as much any-
more. Does that mean there’s no de-
mand and that customers are not spend-

ing? No, of course not. But it does demonstrate 
that the days of answering the phone, putting 
together an uncontested bid, and getting the job 
are over. For the foreseeable future, order tak-
ing is being replaced by focused selling. Focused 
selling is new to most contractors, and it is an 
investment that’s essential to your business plan.  

Where should I be investing?
The most effective sales channel for con-

tractors is what marketing people refer to as 
the direct channel. The primary marketing 
tool and expense in the direct channel is the 
sales rep. As any marketer knows, the sales 
rep is expensive and too often can be ineffi-
cient in developing and closing leads.

The goal in the direct channel then is to in-
crease efficiency and velocity, thereby reduc-
ing the cost per sale. Efficiency is measured as 
a ratio of dollars sold per dollars bid; velocity 
as the total dollar volume of sales bid per time 
period (week, month, year). Focused selling 
employs three primary strategies to increase 
both velocity and efficiency. The first is pipe-
line management. Focused selling requires 
weekly management of a pipeline report. The 
pipeline report must monitor and manage 
sales activity, starting from the appointment 
through the bidding/design process to final 
close and decision. Pipeline management ad-
dresses the problem that plagues many sales 
people — ineffective prioritization and use of 
time. Too many sales reps simply spend too 
much time on low-return activities.

The second element of focused selling is 
process streamlining. Examples of low-return 
activities for a sales rep may include site mea-
surement, design drawing, take-offs, estimat-
ing input, and proposal writing. It is far more 
efficient to off  load 70 to 80 percent of these 
activities to administrative and production 
functions to free up time for more valuable 
activities, like lead generation and closing. By 
off-loading these activities, you can increase 
velocity by 50 percent or more.

The third element of focused selling is rep 
training. Many companies have experienced 
solid results fixing the most basic problems 
that cause many sales people to be less effec-
tive than they should be. These problems are 
(1) asking the wrong questions to determine 
needs and wants, (2) talking too much about 
features and too little about benefits, and (3) 
unwillingness to ask for the business and get a 
signed contract. Addressing these typical sales 
rep problems increases efficiency significantly.  

All these efforts in the direct sales channel 
must be supported by an investment in what 
marketers refer to as the indirect sale chan-
nel. The purpose of the indirect channel is 
to develop new leads and warm-up prospects 
for the direct channel sales rep. In the indirect 
channel, frequency is what matters — multiple 
contacts through multiple means. Consider 
the fact that more than 75 percent of new cus-
tomers come from some kind of referral, in-
cluding customers, vendors, general contrac-
tors, landscape architects, some associations, 
and sub-contractors. Maintaining a consistent 
message and a consistent level of contact is 
the function of your investment in this chan-
nel. There are several elements essential to this 
channel. Your Web site is one of these but that 
requires an entire article to address it. So, look 
at the other three elements here.

The first is call center operations. We have 
several clients, particularly in the commer-
cial grounds maintenance segment, that are 
having success generating leads and appoint-
ments with property mangers and decision 
makers. There are two ways you can make 
this investment: if  you are large enough, hire a 
caller to set appointments for sales reps as well 
as manage the pipeline report; or engage the 
services of a call center. The cost is typically 
based on a fixed dollar price per confirmed ap-
pointment (usually $75 to $100). Even if  your 
close rate is 10 percent or less, you have gained 
10 new names and e-mails for use in the next 
element of this channel.

The second is vertical e-mail response. Ver-
tical response is an e-mail-based strategy that 
transmits a monthly “news item” to your refer-

ral and prospect list. The news item must be 
brief  and provide a valuable or money-saving 
idea. It must consist of no more than 50 words, 
fit within the vertical space of an Outlook e-
mail screen, and provide a link to your e-mail 
address, or better yet, to your Web site. A typi-
cal vertical e-mail blast might look like this:  

Wet and cool weather causes fungus that 
can destroy your lawn. Make certain that 
your turf program is the right one so you 
don’t incur expensive replacement costs 
later. For more information click here 
(goes to your Web site), or click here to 
e-mail us. Of course, you can always call 
us at this number…

An e-mail address may be the single most 
important piece of customer information 
you own. You can use Outlook group mass 
mailing, or you can sign up for a service like  
verticalresponse.com or constantcontact.com 
to manage this effort at a very reasonable cost.  

The third element is customer events. 
Whether it is a “lunch and learn,” hosting 
an association event, or staging a customer 
and vendor appreciation barbeque, getting 
together face-to-face with food and beverage 
is a great way to build relationships and gen-
erate additional referrals. Some of the wisest 
promotional money you spend is what I re-
fer to as “on the golf  course” money. Several 
of our clients host a monthly “lunch” for the 
staff  of a GC company or an architecture firm 
(at their offices) in exchange for a 10-minute 
presentation on a how the contractor can help 
them (“and learns”). These events always pay 
off  in future referrals and build velocity into 
the direct channel.

The key to any marketing program is to 
focus your investment spending instead of 
spreading it everywhere. This has the intend-
ed effect of simplifying your approach to the 
market as well as showing which activities are 
having the most impact in your market, driving 
velocity and efficiency. Has the customer gone 
away and stopped spending? No. They have 
just stopped calling. This means that you have 
to initiate the call and remind them that you 
are still here and that they need you.

focuseD seLLing
 How the economy is changing the way contractors go to market

By Kevin Kehoe

Y



Tough, efficient and powerful, the 
STIHL Magnum™ BR 600 is up to 28% 
more fuel efficient than competitive 
models tested, and delivers an impres-
sive power-to-weight ratio – all backed 
with a new 2-year limited commercial 
warranty!

The STIHL Magnum™ BR 600 boasts 
a host of engine features designed to 

deliver superior engine durability and 
operational life. It also features an 
enhanced, adjustable-length tube and 
nozzle with extended wear area for 
longer life, and new nylon harness 
for wear resistance and comfort. And 
this backpack blower is 69% cleaner 
than current Environmental Protection 
Agency (EPA) requirements, making it 

one of the cleanest running backpack 
blowers in its class.

Combining power, low emissions, 
fuel efficiency and durability, the STIHL 
Magnum™ BR 600 is a great choice to 
tackle professional landscaping needs 
from heavy duty leaf blowing to debris 
cleanup – all while making it easier on 
your wallet and the environment.

New STIHL Magnum™ Backpack Blower
Fuel efficient, powerful, with product durability enhancements

Proven fuel efficiency, impressive power-to-weight ratio and a host of enhancements to deliver 
superior product durability–all backed with a new 2-year limited commercial warranty!

STIHL Magnum™ BR 600
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Up to 28% more fuel efficient! 
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Up to 20% lighter!
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Provides up to 12% more power!
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Tough. Efficient. Powerful.
New exhaust valve design and •	
cylinder valve seat for increased 
engine durability

Enhanced nozzle with extended •	
wear area for a longer life

New nylon harness material •	
for wear resistance–now, with 
STIHL logo!

Easily adjustable blower tubes •	
for versatility

Up to 28% more fuel efficient •	
than competitive models tested

One of the cleanest backpack •	
blowers in its class, 69% cleaner 
than EPA requirements

0.000 0.100 0.200 0.300 0.400 0.500 0.600

0 5 10 15 20

POUNDS

GASOLINE USED (gal/hr)

FUEL SAVINGS
Up to 28% more fuel efficient! 

LIGHTER WEIGHT
Up to 20% lighter!

MORE POWERFUL
Provides up to 12% more power!

25 30 35 40

0 100 200 300 400

CUBIC FEET PER MINUTE

500 600 700 800

0.000 0.100 0.200 0.300 0.400 0.500 0.600

0 5 10 15 20

POUNDS

GASOLINE USED (gal/hr)

FUEL SAVINGS
Up to 28% more fuel efficient! 

LIGHTER WEIGHT
Up to 20% lighter!

MORE POWERFUL
Provides up to 12% more power!

25 30 35 40

0 100 200 300 400

CUBIC FEET PER MINUTE

500 600 700 800

Fuel consumption data provided by a third-party, independent laboratory: Porsche Engineering Group GmbH. 1240 hours of run time (equal to 2 seasons). Information based 
on EPA Web site as of March 2009. For more information, please visit www.epa.org or www.stihlusa.com/BR600. All claims are based on competitive models tested. 
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Tough, efficient and powerful, the 
STIHL Magnum™ BR 600 is up to 28% 
more fuel efficient than competitive 
models tested, and delivers an impres-
sive power-to-weight ratio – all backed 
with a new 2-year limited commercial 
warranty!

The STIHL Magnum™ BR 600 boasts 
a host of engine features designed to 

deliver superior engine durability and 
operational life. It also features an 
enhanced, adjustable-length tube and 
nozzle with extended wear area for 
longer life, and new nylon harness 
for wear resistance and comfort. And 
this backpack blower is 69% cleaner 
than current Environmental Protection 
Agency (EPA) requirements, making it 

one of the cleanest running backpack 
blowers in its class.

Combining power, low emissions, 
fuel efficiency and durability, the STIHL 
Magnum™ BR 600 is a great choice to 
tackle professional landscaping needs 
from heavy duty leaf blowing to debris 
cleanup – all while making it easier on 
your wallet and the environment.

New STIHL Magnum™ Backpack Blower
Fuel efficient, powerful, with product durability enhancements

Proven fuel efficiency, impressive power-to-weight ratio and a host of enhancements to deliver 
superior product durability–all backed with a new 2-year limited commercial warranty!
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he statistics are staggering:
From 2003 through 2007, the U.S. Bureau 
of Labor Statistics (BLS) reported 20,460 

injuries and illnesses resulting in days away from 
work among Hispanic workers in the landscape 
services industry. Preliminary data from the BLS 
also shows that 312 Hispanic workers in our  
industry died on the job from 2003 through 
2008. Landscape services industry workers per-
form such tasks as landscape and irrigation  
installation, lawn care, tree pruning and removal, 
landscape maintenance, and snow removal.

These injuries and deaths — which carry 
high costs for employers — are nearly always 
preventable. Yet, language, literacy level, and/or 
cultural barriers often inhibit effective commu-
nication with Hispanic workers.

“Hispanic workers, as part of their culture, 
want to ‘please’ (the boss). So they will follow 
directions, and safety winds up being second-
ary,” says Dave Snodgrass, CLP, president of 
Dennis’ Seven Dees Landscaping in Portland, 
Oregon, and PLANET president-elect. “They’ll 
climb that tree and cut that branch. They 
won’t stop to say that it’s not safe. They won’t 
challenge authority, even if  it means putting  
themselves at risk.”

The National Institute for Occupational 
Safety and Health (NIOSH), Centers for  
Disease Control and Prevention is in its third 
year of a project aimed at reducing traumatic  
injuries and fatalities within the landscape ser-
vices industry. According to the NIOSH Fact 
Sheet, Fatal Injuries Among Landscape Services 
Workers, transportation incidents are the 
leading cause of job-related fatalities within  
our industry. Landscape services workers are 
also more likely than workers in the United  
States overall to die from falls to lower levels,  

being struck by objects, and electrocutions. 
(See the accompanying “Free English-Spanish  
Resources” sidebar for information on linking 
to this fact sheet in English and Spanish.)

  
The barriers

Boley Tree & Landscape Care in Middleton, 
Wisconsin, relies on both verbal instructions 
and hands-on training with its Hispanic crew 
members. “When we have new equipment or 
new people, we have someone experienced with 
that equipment demonstrate it while the new 
person watches,” says Josh Boley, account man-
ager in the company’s landscape management 
division. “Then, after the new person demon-
strates that he knows how to use it, he will be 
certified by the more experienced person.”

Snodgrass says that training your workers 
verbally may not be the entire answer. “What 
some company owners miss is that they  
approach training as a ‘lecture.’ A better 
way is to let the trainer be Hispanic. Let the  
information come from someone in their 
own group so it’s put into their language and 
their way of communicating. Try to get your  
Hispanic workers to take a lead role in  
doing the interpretation or actually leading 
the safety discussion,” he suggests.

Limited English language skills combined 
with a desire to please the boss can also result in 
problems communicating with clients. “Some-
times a company’s clients will say: ‘We’ve had 
a hard time communicating with our service  
provider on site.’ We tell our crews to have  
clients please call the office and talk to their  
account manager,” Boley says. “Clients will get 
upset, for example, if  they say ‘string trim along 
the back,’ but then the crew member doesn’t do 
it even though he shook his head yes.”

Here are some additional barriers you may 
come across when communicating safety with 
foreign-born Hispanic workers:

lanGuaGe
•  Crew members may miss important safety  

instructions because they understand only a 
few English words and phrases.

•  Crew members may only speak a few words of 
English or none at all.

•  Crew members may speak different dialects 
of Spanish — or dialects different from their 
crew leader — depending on their country of 
origin and whether they come from an urban 
or a rural area.

liteRacY leVels
•  Your workers may have difficulty compre-

hending instructions because they have little 
formal education.

•  Your workers may only be able to read a 
little English and may only be able to write  
their names. 

cultuRal issues
•  Risk-taking. This is perhaps one of the most 

difficult cultural barriers to overcome. In some 
countries such as Mexico, risk-taking is con-
sidered the “norm” — especially among young 
male workers. But risk-taking is incompat-
ible with safety. In one case in California, a 
19-year-old landscape worker and native of 
Mexico decided that landscaping work wasn’t 
“daring” enough and that he wanted to climb 
trees. One day while he was pulling dead fronds 
from halfway up a 50-foot palm tree, he pulled 
on the wrong frond and the entire weave came 
loose. The 19 year old was pinned to the safety  
belt that held him to the tree and died of  
asphyxiation. Following his death, his friends 
said that he liked to climb trees to show how 
“brave” he was — particularly to his girlfriend.

•  fear of institutions. This includes a fear of gov-
ernment officials, doctors, police, and other  
emergency personnel. In a case in Wisconsin,  
a canoe capsized in an eight-foot to 15-foot 
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Reducing Injuries 
and Deaths 

among Your Hispanic Workers

By Barbara Mulhern

Hispanic Workers
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deep golf  course pond. A grounds crew  
member mowing nearby jumped in to help his 
coworker but both Hispanic workers disap-
peared under the water. Emergency medical 
service personnel arrived a few minutes later, 
but crew members on shore sent them to the 
wrong side of the pond. Investigators say that 
the two workers who drowned might not have 
if  their Hispanic coworkers hadn’t been so 
afraid of talking with uniformed officers and 
rescue personnel.

•  eye contact. Direct eye contact with super-
visors or others “in authority” is considered 
disrespectful within some Hispanic cultures. 
So, a supervisor or other manager leading a 
safety session may not know if  the trainees 
truly understood what was said. If  the super-
visor asks, the trainees — who want to please 
the boss at all costs — are likely to nod their 
heads “yes” regardless of whether they did or 
didn’t understand.

Steps you can take 
•  learn about the differences in cultures. “We 

have come a long way in our industry. Five 
to 10 years ago, we really didn’t have a clue 
about the differences in cultures,” Snodgrass 
says. “But there are a lot of resources available 
now. If  you understand this, you can get your  
message across a lot more effectively.”

•  use cultural values. “Family,” for example, is 
extremely important within Hispanic cultures. 
Taking a few minutes each morning to greet 
your Hispanic workers by name and asking  
them how their spouses and children are  
doing will go a long way in letting your workers  
know you care about them and their family 
members. Also, approach your safety training 
in terms of “family.” For example, instead of 
saying, “Wear your safety glasses to protect 
your eyes,” say, “Wear your safety glasses so 
you will be able to see your children grow up.”

•  appoint safety mentors. When a new foreign-
born Hispanic worker with limited English  
language skills comes on board, ask a  
coworker from his country of origin and culture  
to look out for him so he isn’t injured and 
can continue to provide for his family. Give 
your safety mentors baseball caps that state: 
“Hablo Español.” 

•  speak some spanish to your spanish-speaking 
crew members. Even if  your Spanish is poor, 
making the effort is what counts. At the same 
time, encourage your Hispanic workers to 

learn English. Offer English-speaking classes 
or contact local community organizations 
serving Hispanic persons for assistance.

•  use visual examples in your safety training. And 
be sure to conduct your training verbally.

•  Have a bilingual supervisor accompany injured 
workers to the doctor. This will help ensure that 
your workers get appropriate treatment and 
understand instructions from the physicians 
and other health care providers.

•  Work to promote qualified Hispanic workers. 
“Hispanic workers value different things. They 
want to work alongside their family members 
and friends. They may not want to supervise 
their coworkers. But they need to know that 
part of moving up in your company is managing  
their peers while still maintaining relation-
ships,” Snodgrass says. At Dennis’ Seven Dees, 
it has taken years and has been by design, but 
the company now has Hispanic employees in 
key estimating positions, administrative posi-
tions, and on the company’s safety commit-
tee. These employees are role models for other  

Hispanic workers, in terms of safety and overall.
What else can be done to reduce the number 

of injuries and fatalities among Hispanic work-
ers in our industry? Snodgrass believes that it 
“all starts with awareness.”

“If you’re not focused on the fact that this is 
a high-risk industry, you need to be. The injury 
numbers for Hispanic workers are off  the chart,” 
he says. “You then need to focus on what you can 
do to turn this around. All of our postings, such 
as our number of days without a lost-time inci-
dent, are posted in both English and Spanish. 
Safety is also on the agenda of every meeting we 
have. In addition, Hispanic workers at our com-
pany also lead the circle of stretching/warm-up 
exercises on a regular basis. They fully partici-
pate in showing and teaching,” he says.

 
Barbara Mulhern is a Belleville, Wisconsin-based  
writer who specializes in safety and health issues 
for green industry employers. 

Free english-spanish resources 
Editor’s notE: The following are among the many free Web-based English-Spanish resources to assist you 

in reducing injuries and fatalities among your Hispanic workers. Also ask your insurance company’s loss control 
representative for any additional available resources. 
•  NatioNal iNstitute for occupatioNal safety aNd HealtH (NiosH). Link to Fatal Injuries 

Among Landscape Services Workers (NIOSH Publication No. 2008-144) at cdc.gov/niosh/docs/2008-
144/pdfs/2008-144.pdf (English) or cdc.gov/spanish/niosh/topics/jardineria.html (Spanish). The NIOSH 
Spanish-language Web page is at cdc.gov/spanish/niosh. The NIOSH Fatality Assessment and Control 
Evaluation (FACE) Program, cdc.gov/niosh/face, includes in-depth investigations of fatalities involving 
Hispanic workers. Visit the NIOSH Web site, cdc.gov/niosh, for links to additional safety training materials 
and other documents in English and Spanish.

•  professioNal laNdcare Network (plaNet). PLANET (LandcareNetwork.org) has numerous 
training and other educational materials in both English and Spanish. Members of PLANET’s free 
STARS (Safety Training Achieves Remarkable Success) Safe Company Program receive a monthly 
bilingual e-newsletter, Safety $ense. English-Spanish Quick Cards and Safety Tips Sheets developed 
by the PLANET-OSHA (Occupational Safety and Health Administration) Alliance can be accessed at 
LandcareNetwork.org/cms/safety/general/alliance.html. The Safety and Health Topics: Landscape 
and Horticultural Services Web page developed by the PLANET-OSHA Alliance can be accessed at  
osha.gov/SLTC/landscaping/index.html. 

•  occupatioNal safety aNd HealtH admiNistratioN (osHa). Federal OSHA, osha.gov, has 
many additional English-Spanish training materials available. Link to the OSHA Spanish-language  
Web page at osha/gov/as/opa/spanish. OSHA English-Spanish Quick Cards can be downloaded from: 
osha.gov/OshDoc/quickcards.html.

•  NatioNal ag safety database. English-Spanish training materials and other 
documents are available at nasdonline.org/index.html. 

•  tHe oHio state uNiversity. Link to Tailgate Safety Training for Landscaping 
and Horticultural Services at ohioline-osu.edu/aex-fact/192/index.html. 

•  oregoN HealtH aNd scieNce uNiversity. Visit ohsu.edu/croetweb/index.
cfm, and then click on Landscaping for access to English and Spanish materials. 

Hablo Espanol~
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for 2010 Day of Service

COMMUNITY SERVICE

et out your calendars. April 22, 2010,  
is Earth Day and the second annual 
PLANET Day of Service event. This 

year, more than 2,000 landscape professionals 
from 43 states participated in 280 community  
service projects, and the event’s planning commit-
tee looks to more than double that effort. 

“We’re shooting for more than 5,000 partici-
pants next year,” relates Richard Heller, CLP, CLT, 
chair of PLANET’s Public Relations Committee 
and event champion. “This year’s totals don’t be-
gin to tell the entire story. Smaller projects mush-
roomed into larger projects and literally hundreds 
of non-landscape professionals who participated 
in the program were not included in the final tally.

“By all accounts, the PLANET Day of Service 
was tremendously successful. In fact, 98 percent 
of the people we surveyed after the event indi-
cated they would participate again. In addition 
to helping out their communities and charitable 
organization, they noted that the Day of Service 
enhanced bonding and team building within their 
organizations and helped grow stronger relation-
ships within their communities.” 

Wide range of projects
The first PLANET Day of Service represented  

a wide range of projects and locations. Zoos,  
elementary schools, public parks, Boy Scout 
camps, churches, war memorials, and social ser-
vice, medical, and public housing facilities were 
just a few of the places and organizations that 
benefited. In Oklahoma City, Matt Doerr, CLT, 
of Turf Appeal, Inc., organized a project to help a 
military family that had a member serving in Iraq. 
In Carroll, Ohio, volunteers at MirrorScapes spent 
a day sprucing up a historic park. In Oregon, the 
Oregon Landscape Contractors Association rallied 
100 volunteers to landscape a Bend, Oregon park. 

The list goes on and on. PLANET member  
Paul Dykstra, president of Iowa City Landscaping,  
put his company to work repairing environmen-
tal damage caused by flooding. Buck & Sons  
Landscape Service, Inc., in Hilliard, Ohio, was 
one of several companies doing projects with lo-

cal elementary schools. Volunteers installed an 
educational planting display about regional ecol-
ogy. Heller’s company, Greener By Design in 
Pelham, New York, did something along the same 
lines, replanting a garden at the local art center and  
inviting local school children to participate in  
eco-art projects. “Healthy and beautiful green 
spaces are a vital part of our parks, schools, and 
public spaces,” says Heller. “One of the benefits of 
the PLANET Day of Service is that it unites lawn 
and landscape companies from around the country 
to highlight the key role they play as stewards of 
the nation’s green spaces.” 

Building your own event
It’s not too early to start planning for next year’s 

event, Heller emphasizes. “A good place to start is 
right on PLANET’s Web site, LandcareNetwork.
org, where a planning guide with a Day of 
Service link will offer project ideas, help  
participants plan and run a successful event, con-
nect with partners, and promote their projects to 
the media and the public. “The planning guide 
is especially valuable for people who are unsure 
about how to organize an event,” says Heller. “It 
will have a lot of information about how to get 
media recognition as well as organize the event 
itself. In addition to being ‘a win’ for your com-
pany in several different ways,” he continues, 
“participating in the PLANET Day of Service 
will offer much needed help to communities and 
organizations and provide a wealth of goodwill.”  
Heller advises 2010 participants to take advan-
tage of new media, too, by videotaping events and 
posting them on YouTube and their Web sites.  

“Any size project, any size company can par-
ticipate in PLANET Day of Service,” he adds.  
“Already, hundreds of PLANET members and 
other green industry professionals support their 
local communities by volunteering time and  
resources throughout the year. Participating in 
the PLANET Day of Service allows the industry 
to gain even more recognition for its efforts and, 
again, highlight the important role we all play in 
preserving our natural environment.”

Start planning now 

Photo credit: David Puffenberger
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CENTRAL

Central

For more inFormation about  
any oF PLanet’s services:

Phone: (800) 395-2522 | fax: (703) 736-9668
web site: LandcareNetwork.org
e-mail: info@landcarenetwork.org

NEWS & EVENTS

PLanet Winter PubLications saLe
Save 20 percent off  your entire online purchase from January 1 to January 31, 
2010. Shop the PLANET Bookstore at LandcareNewtork.org and enter 
promotion code WS10 at checkout.

PLanet Day oF service
Do you already conduct a green service project in your local community?  
Would you like to get involved but aren’t sure how? The PLANET Day of  Service, 
scheduled for Earth Day, April 22, 2010, is designed to unite the green industry 
for a day to help improve the country’s green spaces while raising awareness of  the 
green industry in your own community. Visit planetdayofservice.org for full details 
and to register your project.

GoinG Green
Find out what “sustainability” means for the green industry in the new Crystal 
Ball Report #29 — Green Industry ECOnomics: Innovating Toward a 
Sustainable and Profitable Future by PLANET (Item # MR-0029). The report 
is a must-read for forward-thinking green industry companies. Visit the PLANET 
Bookstore at LandcareNetwork.org or call (800) 293-5542.

executive Forum anD  
LeaDershiP meetinG merGe
Forward-thinking owners and managers from diverse companies will come 
together, February 17–21, 2010, to share activities, facilitated learning, and have 
fun in the brand new ARIA Resort & Casino in Las Vegas, Nevada. To reduce time 
commitments and expenses, PLANET’s leadership meetings will also take place in 
conjunction with this event. For more information, visit LandcareNetwork.org.

recertiFication anD rebranDinG
PLANET will be launching its new certification brand, “Landscape Industry 
Certified,”  January 2010. Get the scoop at landscapeindustrycertified.org. In 
2009, PLANET switched to a recertification system of  CEUs. Certificants with 
a renewal date of  December 31, 2010, must report 24 CEUs to PLANET. For 
details, visit http://www.landcarenetwork.org/cms/certification/recert/faq.html.

attention Franchisors!
Just in time for the holidays, PLANET is offering franchisors the option of  
purchasing one-year PLANET memberships for their franchisees at a significant 
discount — $150/year (minimum investment: 10 franchisee members). Give the 
gift of  endless networking and educational events, business resources, timely 
industry news, free access to industry consultants, legislative support, affinity and 
supplier partnerships, and MORE! Call Shaine Anderson at (800) 395-2522 for 
more details. 

traiLbLazer ProGram
JOIN PLANET and be eligible to apply for the Trailblazer Program, touted 
by some as  “probably the most valuable experience encountered in their time in  
the industry.”  The deadline to apply for this FREE full-day consultation from 
one of  PLANET’s industry giants is December 31, 2009. Coming soon … 
PLANET’s Remote Trailblazer Program! For more information, contact 
Gail Rogers at (800) 395-2522.

PLanet aWarD ProGrams
As a PLANET member, you have the opportunity to showcase your excellent 
work and dedication to a culture of  safety in your company by entering the 
Environmental Improvement Awards Program and Safety Recognition Awards 
Program. PLANET recently honored our 2008/2009 award winners on October 30, 
2009, at PLANET’s Green Industry Conference. A list of  these distinguished award 
winners can be found by visiting LandcareNetwork.org and clicking on Programs.

Free saFety ProGram For  
Green inDustry comPanies
PLANET’s STARS Safe Company Program is a FREE safety program developed 
to assist all green industry companies in their efforts to lower risk costs by reduc-
ing hazards and injuries. Join PLANET for additional safety resources such as: 
• Access to Safety Specialist Sam Steel  
• Discounts on safety education and resources 
• Safety $ense e-publication for safety training sessions
Visit LandcareNetwork.org or call Cheryl Claborn at (800) 395-2522 to find out more.

PLanet anD meDcarD  
soLutions team uP
MedCard Solutions, LLC, is partnering with PLANET to provide employee  
benefits in the form of  health care discount plans. While the plans are not  
insurance, they are a valuable and affordable alternative. Participants pay a  
low monthly rate and a onetime enrollment fee of  $20. Prepayment for the year 
saves them another 16 percent on membership fees. Interested? Contact Cheryl 
Claborn at (800) 395-2522 or visit LandcareNetwork.org.

PracticaL iDeas to save money & Lives
Would you like to reduce your out-of-pocket injury/incident costs by $20,000 
or decrease your safety-related expenses by 70 percent in a year? On the $afety 
$aves: Practical Ideas to Save Money and Lives CD, which includes the Spanish-
language version, companies share their practical strategies for preventing serious 
injuries and reducing costs. To order your copy, visit the PLANET Bookstore at 
LandcareNetwork.org or call (800) 293-5542.



STIHL Magnum™. When jobs call for power that goes above 
and beyond, you need the professional backpack blower 
with Magnum force. You need the STIHL Magnum™. Tough, 
efficient and powerful are no mere buzzwords for this brute 
that offers the same proven fuel efficiency – 28% greater 
compared to competitive models tested – and an impressive 
power-to-weight ratio. Additional enhancements include an 
improved engine that increases durability and extends engine 

life, a new nozzle with extended wear area and a new nylon 
harness with high wear-resistance. This is also one of the 
cleanest backpack blowers in its class, with emissions 69% 
cleaner than current EPA requirements. For heavy-duty 
cleanup, put a STIHL Magnum™ in your arsenal.

To find a dealer: stihlusa.com, stihlusa.mobi, 
1 800 GO STIHL, or text your zip code to STIHL (78445)

The name says it all.
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