
Great Expectations 
Survey shows dealer/distributors increasing 

inventories, upgrading advertising and promotion 
to meet expected new sales demands. 

What types of landscape supplies do you sell? i 
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I r r iga t ion Landscape Plant Farm 
Supp l ies Equ ipmen t Mater ia l E q u i p m e n t 

D e a l e r s and distr ibutors a r e ex-
pect ing s a l e s to i n c r e a s e in 1983 
with more than 60 percent of those 
polled in an informal W E E D S 
T R E E S & T U R F survey bolstering 
their i n v e n t o r i e s to meet the ex-
pected demand. 

An i n c r e a s e in promotion and 
advertising is also evident as dis-
tributors gear-up for what they ex-
pect will be an upturn in business. 
C o m p e t i t i o n , h o w e v e r , is keen, 
with 85 percent of those participat-
ing in the survey agreeing price-
cutting to get business and bids is 
becoming more prevalent. 

"It s e e m s that o ther d e a l e r / 
distributors are bidding now that 
didn't seem to be interested before, 
and f u r t h e r m o r e , a r e slashing 
p r i c e s to get this n e w business , " 
said one distributor. 

Most others concur. 
"In s e v e r a l of our g e o g r a p h i c 

areas, competition, primarily in-

volved in general agriculture, has 
c o m e into the turf and ornamental 
field with l o w e r - t h a n - n o r m a l 
pricing," said another distributor. 

Like it or not, s o m e d e a l e r / 
distributors have been forced into 
the price-cutting war. 

" O u r compet i t ion o v e r s t o c k e d 
and now they are quoting ridicu-
lously low pr ices . W e h a v e to 
r e a c t , " said o n e disgrunt led dis-
tributor. 

Changing Business Practices • 

1. Increasing Promot ion 

2. Exhibi t ing More at 
Regional Shows 

3. Adding Product Lines 

4. Increasing Sales Force 

5. Adding Educat ional 
Seminars for Customers 

Others refuse to cut prices. 
"It is common for our competi-

tion to do it, but o n e c a n n o t cut 
p r i c e s and stay in business , so 
we're hanging tough," replied one. 

Others said they are picking up 
n e w c u s t o m e r s a n d keeping the 
old ones without price cutting. 

Sixty-four percent are 
not interested in taking 
on new lines that 
compete with products 
they already carry. 

The majority of questionnaries 
w e r e a n s w e r e d by top m a n a g e -
ment people. Seventy percent of 
the respondents were involved in 
some form of chemicals distribu-
tion and 65 percent in landscape 
equipment. Only 7.5 percent dealt 
with farm e q u i p m e n t . T h e golf 
course superintendent and parks 
and schools maintenance manag-
ers a r e the s u r v e y r e s p o n d e n t s ' 
most important c u s t o m e r s . T h e 
l e a s t - s e r v i c e d c a t e g o r i e s w e r e 
airports, arborists, estate gardeners 
and sod growers. Only 23 percent 
were involved in the homeowner 
market. 

On the a v e r a g e , d e a l e r / d i s t r i -
butors collected $821,050 annually 
in gross r e c e i p t s from golf and 
landscape customers. 

EQUIPMENT 
Of the e q u i p m e n t dis tr ibutors 

polled, 83 percent have seen busi-
ness in their service departments 
pick up with an a v e r a g e turn-
around time of four days for equip-



The golf course superintendent and parks 
and schools maintenance managers are the survey 
respondents' most important customers. 

ment repairs. More than 70 percent 
offer on-location repair service for 
the equipment they sell. 

Sixty-four percent are not inter-
ested in taking on new lines that 
compete with products they al-
ready carry. 

"It just doesn't make sense to do 
it," explained one respondent. 

Survey results show 94 percent 
of the turf seed distributors are not 
o v e r s t o c k e d with a n y p a r t i c u l a r 
type of turfseed. Sixty-six percent 
offer a private label seed mixture 
or blend. Sixty-one percent of the 
turf seed distributor's customers 
a r e asking for n e w a n d / o r im-
proved varieties of turfseed. 

More than 50 percent of 
the respondents 
have increased their 
sales f o r c e . . . 

Less than 1 percent of the chemi-
cal distributors custom formulate 
their own line of chemicals for the 
landscape industry. The few who 
do are trying to "offer a unique 
product" or "to make money." 

CHANGING BUSINESS 
Everyone, to some extent, how-

ever, is changing his business to 
meet the growing demands on a 
growing market. The survey showed 
the highest increase was in the ad-
vertising and promotion areas. De-
cisions to exhibit at regional trade 
shows are on the increase as are 
adding product lines such as spe-
cialty items, seasonal supplies, 
more fertilizers and fungicides, 

Customers ranked 
by importance —m 

1. Golf Course 
Superintendents 

2. Parks and Schools 

3. Landscape Contractors 
and Lawn Care Companies 

4. General Public 

5. Irrigation Contractors 

6. Sod Growers and 
Hotels and Resorts 

7. Farmers 

8. Estate Gardeners 
and Condo/Apar tments 

9. Arborists 

10. Airports 

sweepers, chain saws, brush cut-
ters and m o w e r s . M o r e than 50 
percent of the respondents have 
increased their sales force and the 
same amount have added educa-
tional seminars for customers. 

Most dealer/distributors are 
asking for additional support from 
the manufacturer, especially in the 
advertising and service categories. 

More companies are adding 
computer systems and reducing in-
ventories of slow-moving items. 

"We're trying to upgrade our 
technical sales support, while cost-
cutting in other areas," said one re-
spondent. 

From all survey indications, the 
stage is set for an upswing in 
buying in equipment, seed and 
chemical areas. Dealer/distri-
butors are gearing-up with well-
stocked inventories and more ef-
fective advertising and promotion 
of their products. WTT 

TRIM 
YOUR 
LABOR 
COSTS... 
. . . with Atrinal? the spray that 
keeps your shrubs the way you 
tr immed them. 

Just trim once in the spring. 
Then spray once with Atrinal. 
(Where the growing season is 
longer, you may want to spray 
again in early fall.) Now hang up 
your pruning shears for the rest 
of the year. 

Atrinal systemic growth reg-
ulator inhibits apical bud growth, 
promoting lateral branching for 
lusher, fuller plants that keep 
their shape. Atrinal can also be 
used to suppress flowering and 
fruit set of ornamental olives and 
certain other species. And appli-
cation is safe and easy. 

For more information, write 
for the Atrinal Landscape Main-
tenance brochure. 

Atrinal 
Maag, Inc. 
P.O. Box 2408 
Tuscaloosa, Alabama 35403 
205/758-1186 

Atrinal can also be used for 
nursery and greenhouse crops. 


