Industry harmony comes when
competitors exchange
problems and solutions.

How We Can Do
a Better Job of

Selling

the

Tree Maintenance

Program
By HORACE P. BRYAN

Bryan Tree Service, Dallas, Texas

Veteran tree man Bryan recounts in this article his views on
the need for improving the public's image of the tree main-
tenance industry in Dallas, Texas. His observations may well
be equally applicable to other areas of the country where
training, cooperation, and public acceptance could be

improved.

TREE maintenance program

is sold, like everything else

is sold, on the basis of confi-
dence. The customer must trust
the tree contractor’s competency
and know he’s capable. And the
customer must know that the
contractor is reliable, that he
will fulfill his contract, and re-
spect the customer’s property.
To promote the customer’s
confidence and sell him services,
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a tree service contractor needs
the following assets.

First, he must have a good im-
age, operate from a permanent
location, be identified by a busi-
ness sign, and be located prefer-
ably on a thoroughfare. He
should have a permanent tele-
phone number, yellow page list-
ings, and listings in the business
directory of local newspapers. A
good image consists, also, of good
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trucks and equipment, marked
by company signs, and neat cour-
teous workmen. Uniforms bear-
ing company insignia are also
useful. '

Needs Trade Association

Second, a tree service contrac-
tor needs contact and coopera-
tion with other tree service firms
through a trade organization to
sell “tree care” and confidence in
the tree maintenance industry.
The organization should adver-
tise through various media
(newspapers, radio, TV) and
work to make its officers the
community spokesmen and con-
tact men for inquiries about the
tree care profession.

Organized tree service con-
tractors should participate in
programs for community im-
provement sponsored by busi-
ness, fraternal, church, and other
organizations. Tree men are es-
pecially well equipped to partici-
pate in programs relating to wa-
ter pollution, parks, street and
roadside beautification, and con-
servation.

Tree servicemen, in their daily
work, serve in one of the most
important phases of conserva-
tion. They should know what
conservation is, generally, and
ally themselves with the conser-
vation movement. This is a pow-
erful movement, serving the
country well, and it can be of
great aid to tree service con-
tractors who promote it because
of natural sympathies and un-
derstanding.

The American Forestry Asso-
ciation can be very useful to tree
men. Programs sponsored by the
area chapters of the National
Audubon Society are enjoyable,
inspiring and most informative,
And the friends you make in the
Audubon Society, and other con-
servation organizations, will
back tree men to the end, once
they understand their problems,

This may be called “playing
politics,” and that it is; but in
this case it is not a “dirty” word.
There’s an old adage: Birds of a
feather flock together. Birds are
smarter than tree men who stand
apart.

One tree man’s misery is every
tree man’s misery. And very few
tree contractors are going to
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solve their biggest misery—sales,
until the industry is generally
uplifted. It will be lifted when
tree men learn to “flock togeth-
er,” and do enough “politiking”
to gather unto their “flock” all
those of like mind.

Third, to promote the sale of
his services the tree contractor
must have something to sell and
somebody who knows how to
sell it. Tree men sell service,
and they must give service. This
means that each firm must de-
velop an adequate program, pro-
vide the necessary materials and
equipment, and train themselves
and their men to carry it
through.

Experienced
salesmen
needed

At this stage of development,
only a few large firms employ
professional salesmen. Things
are changing fast, but today the
number of professional salesmen
who are qualified to analyze and
price a tree job is scarce. Most
tree service contractors do their
own selling, and they have about
as much natural sales ability as
any other type of contractor. But
contractors in practically every
other field are organized. This
gives their salesmen a great ad-
vantage over tree men, mainly
because they do not have to bat-
tle that old demon, suspicion.
Through their organizations,
most contractors have estab-
lished standards of practice and
brought about favorable laws by
city, county, and state govern-
ments. These laws protect both
the contractor and the customer,
providing a basis of confidence,

before the sales talk starts. This
makes sales much easier.

Updated crews sell, service better

Two Schools Needed

As a preliminary to the en-
actment of laws which would
give tree service contractors a
common ground of confidence
with their customers, a trade
organization would bring them
together to compare experiences
in trade practices and sales work.
This is one essential step toward
maturity. As a second step to-
ward maturity, the trade organ-
ization should sponsor two
schools or institutes.

First, a school for the training
of tree care servicemen in prac-
tical work. This is important in
the South and even more so in
the Southwest where there is
probably less training than any-
where in the country.

The second school, or institute,
would be for tree service con-
tractors and their more advanced
men. Experts on soils, insects,
plant diseases, and tree mainte-
nance practices are available
through the U.S. Dept. of Agri-
culture Extension Service that
cooperates with universities in
all the states, and from private
companies which manufacture
and supply materials for the in-
dustry.

The cost of such schooling is
practically nothing to the tree
service contractors, except for
the time involved. The Agricul-
tural Extension Service, and
most universities are tax sup-
ported. Private companies know
also that the materials and sup-
plies which they have to sell
cannot be effective except when

WEEDS TREES AND TURF, June, 1966

they are correctly used. There-
fore they provide, as part of
their promotion program, a
group of superbly trained men
who are looking for a chance —
free of charge — to help train
men in the field of their opera-
tions.

In many areas, where tree con-
tractors are organized, such
schools, or institutes, are con-
ducted. And in such areas, the
tree business has overcome many
of the problems of services and
sales they formerly faced. It is
a simple 3-point matter: (1) im-
prove what the tree servicemen
have to sell and their services,
(2) improve their selling meth-
ods, and (3) improve their rela-
tions with the general public.

Keeping Customers Important

The first act of selling is to get
new customers. But, keeping
customers is the most important
part of a successful selling pro-
gram for the tree service con-
tractor. And keeping customers
is more than doing a good job
and giving satisfaction. A good
job only provides the basis for
keeping customers. There is
more work to be done if custom-
ers are to be kept, year after
year. And a stable tree business
is built upon repeat business.
This means creating a program
to keep old customers.

Don't forget

those old customers

Stay Put So
Customers Can Find You

0Old customers must know
where you are and how to con-
tact you at all times. This is an-
other place where a permanent
location and a continuous tele-
phone number help. These are
important not only to keep old
customers but to get the custom-
ers that old customers recom-
mend. Sales to people whose
friends have recommended you
are the easiest. Many of us
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would have starved to death long
ago if it had not been for the
business resulting from the rec-
ommendations of old customers.
Many treemen have never
been able to establish and main-
tain a permanent location or a
continuous telephone number. It
became a laughing matter in
several areas, where we had es-
tablished many customers who
were relatives. Where can you
find Mr. Bryan? We laughed
with them, but it made us a little
sick. Not only did we lose old
customers every time we moved,
but we also lost the recommen-
dations all these old customers
would have made, because they
did not know just where to find
us. We have never moved, when
we had even a fair location, of
our own decision. But we were
the victim of our own indecision.
We came to Dallas in 1950 with
a climbing rope and saddle, plus
a few pruning saws and some
know-how. We should have
bought our own place, long ago,
when we knew we needed it.

Keep Card File
And Sell With It

We keep a card filed on all of
our old customers and mail out
cards to them from time-to-time.

A typical one says, simply:
“It’s time for Dormant Oil
Spray.” The card carries our
name and address and telephone
number. We also try to visit our
old customers, from time to time,
not to make a direct effort to
sell, but to recheck our work and
see how their trees are doing.
This is not pretense or hypocrisy;
every tree is something to us,
and sales often develop from
these visits. Even though sales
do not come immediately, we
learn later that the customer has
not forgotten us.

Mails Free Bulletin

But our most important link
with old customers is a mimeo-
graphed bulletin which we call
“Trees.” It deals with trees and
the various aspects of tree care
and interesting things about
trees.

The biggest obstacle to over-
come in establishing a profitable
business in the tree maintenance
field is lack of confidence in tree
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servicemen. In Dallas, for ex-
ample, the potentially available
business is unlimited. Literally,
thousands would call a tree serv-
ice contractor tomorrow if they
could call with confidence. But
the image of the tree man in
Dallas could be improved. And
the same is true, we believe, in
many, many other areas.

This poor impression is only
partially the fault of established
tree service firms. This fault lies
more in what they have not
done, than in what they have
done.

Fly-by-nighters are headache.

Three Causes
For Bad Image

The “bogey-man” image of the
local tree man has been created
over a long period by a combina-
tion of circumstances.

First, standards of work are
very low; competent men are
scarce; and the struggle for sur-
vival has led to many undesir-
able practices.

Secondly, we are plagued by
fly-by-nighters, year after year,
who are interested only in the
immediate dollar. The fly-by-
nighters are a breed unto them-
selves, plaguing large growing
areas or flitting from town-to-
town and from business-to-busi-
ness. After one of our big hail-
storms, we have hundreds of
roofing contractors posing as
tree men; following a windstorm
or ice storm, causing widespread
tree damage, many of the same
crowd show up.

Actually, they are painters and
house levelers or other tempo-
rary workers. Following such a
diverse range of business prac-
tices, they have to be very fast
talkers to survive.

Thirdly, we have other perma-
nent liabilities who have worked
a growing Dallas for years. One
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oldtimer drills holes and inserts

his “magic water” into many of

the finest trees on some of the

largest estates in Dallas. This
man has little or no formal edu-

cation, but his magic water is

good for all tree ailments, and he
has the most wonderful guaran-

tee! He picks his tree, a magnifi-

cent specimen or one of crucial

importance, before he makes his

bid. If he gets an audience he is
likely to come up with a sale.
Another thing contributing to
the bad image of the tree man,
and quite unintentionally, are
daily newspapers in our area.
Periodically, usually at the
height of the season, they run a
well-meaning article warning

the populace against the tree ex-

pert and “tree quacks” working
in the neighborhood. These ar-
ticles invariably warn readers
against the “tree quack” and ad-
vise people to call their old
reliable nurseryman. Nursery-
men do more tree work in Dallas
than tree maintenance contrac-
tors. Except for a couple of no-
table exceptions where inde-
pendent tree firms are associ-
ated with large nurseries, the
nurseries do not hire tree sur-
geons. Tree surgeons will not
climb for what nurseries pay

their working foremen. It would

upset their wage schedules. So
the nurseries do their own tree
surgery with yard maintenance
and landscaping crews.

In Dallas, tree service con-
tractors have inherited this situ-
ation and consequently a bad
image. Also, they have done
nothing, collectively, to improve
it.

We are not condemning local
newspapers and nurserymen;
neither is at fault. It is more
the fault of the tree surgeons for
what they have not done. When
tree surgery becomes a business
with recognizable standards, the
nurserymen will be happy. Most
of them will cooperate with in-
dependent tree men and estab-

lish these standards. Local news-
papers have never intentionally
“knocked” the tree men. They

have no reason to do so. When
the tree men take the steps to
create a favorable image, it will

be reflected in our newspapers

. .. and by the buying public.
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