WHlking through a local garden

show, most consumers have no
idea what effort goes into the exhibits
by various landscape contractors.
They say to themselves, “I paid four
bucks to get into this commercial
advertisement, so it better be good!”
Little do they realize the display
set-up alone can come close to 250
hours. And, the cost of a display can
range from $1,000 to $35,000.
Takinginto consideration the time,
money and hard work put into it, one
might wonder if being in a garden
show is worth it. Although the rea-
sons for being in shows vary from
landscape contractor to landscape
contractor, most agree the event is a
worthwhile one.
“The incentive for being in a
garden show is just very simply the

hope of achieving some leadsin a very
off-time of year,” Bob Kinney, vice
president in charge of landscaping
and nursery division, Wilmore Gar-
dens, Denver, CO, remarked. “Any
time you can encourage any type of
current or potential customer con-
tact, it's very critical.”

“Because it's very cold and wet
here, it gets the customers thinking
about spring,” Lambth Marshall, pres-
ident, Associated Landscape, Inc.,
Hoyt Court, NC, explained. “All you
need is one really good customer.
That one customer can turn around
and give you 25 customers in the next
year.”

Being in a show often represents
credibility and is a sign of prestige,
according to Greg Ash, co-owner and
architect, Barker-Ash Landscape

Design, Indianapolis, IN.

“I think it lends more credibility
to you. The promoters of an estab-
lished show will only let companies
exhibit they know can do the job and
present something that’s going to
look nice.”

Russell Jones, president, |. Frank-
lin Styer Nurseries, Concordville, PA,
agrees. "‘People recognize imme-
diately you're a good contractor. The
show itself has a lot of stimulus and is
pretty prestigious.”

However, Rick Solo, owner of Solo
Design Group, Charlotte, NC, believes
the prestige of a garden show is ques-
tionable.

“l used to think the show was pres-
tigious, but I don't anymore. What I
have noticed over the years is the
quality of the garden displays really

Putting it on the line for customers,
architects, and suppliers.

arden Shows

by Nedra Stalter, HBJ Publications, editorial assistant

»

Hard work and long hours go into setting up a display for garde
looking display can vield year-long benefits.




CONTROLS NUMEROUS
PESTS OF TURF AND
ORNAMENTAL PLANTS.

LEBANON CHEMICAL is it
offering two high quality, ."“'f“"'
economical and tested s
insect control formulations

containing DURSBAN®.

GREENSKEEPER INSECT and GRUB CONTROL - A
granular product, impregnated on corn cobs, designed
to kill both surface and subsurface insects on turf.
GREENSKEEPER INSECT and GRUB CONTROL'S
granular formulation spreads fast, easy, and accurate
with any spreader, eliminating the drugery of sprayers.

COUNTRY CLUB INSECT CONTROL 19-4-4 - A full
weight, high density product designed to do two jobs

in one easy application - fertilize the turf and control
insects, thus saving you time and money. This granular
product is a premium balanced 19-4-4 with 3.0 units

of W.1.N. to reduce chances of turf burn and for
extended feeding.

Both GREENSKEEPER INSECT and GRUB CONTROL
and COUNTRY CLUB INSECT CONTROL 19-4-4 will
control sod webworms, chinch bugs, ants, ticks,
mole crickets, cut worms, brown dog ticks, earwigs,
hyperodes weevils, japanese beetle grubs, and
european chafers.

DURSBAN® - is a registered trademark of Dow Chemical U.S.A.

THIS SEASON DEPEND ON COUNTRY CLUB AND GREENSKEEPER
FERTILIZERS!!
Call Today for more complete information.
Distributor inquiries invited.

East 800-233-0628 New Jersey
Pennsylvania 717-273-1687 Midwest
New York/ 516-722-4500 lllinois

LEBANON CHEMICAL CORPORATION
P.0. Box 180, Lebanon, PA 17042
P.0. Box 647, Danville, IL 61832

201-329-4011
800-637-2101
217-446-0983

Circle No. 122 on Reader Inquiry Card
70 WEEDS TREES & TURF/NOVEMBER 1984

Barnes Nursery & Garden Center, Inc., Huron, OH, won
Best of Show at the 1984 Home and Flower Show in
Cleveland.

seems to have gone downhill. It seems to me a lot of the
stronger companies are not participating like they used to.
I think it may have something to do with whether you get
work out of the show. Generally, if you get work out of the
show, it is residential and some companies are beginning
to move away from the residential market,”” Solo
explained.

Some landscape contractors see the show as a place to
invite customers they will be working with in the upcom-
ing season.

“A lot of work that comes out of the shows is getting
ready for spring. We arrange to meet clients at the show
and take them around as our guests. so, the show is also a
sales tool,” Jones said.

Forothers, the show is a way to get together with former
customers and talk about updating gardens.

“We use it to see old clients because they are con-
tinously updating their gardens. It's been over a 26 year
span because Mr. Loonsten (the owner) has done 26 con-
secutive shows,” Jeannie Loonsten, office manager and
vice president, Frits Loonsten Inc., Indianapolis, IN, said.
Of course, you have to make a point to keep track of your
old customers.

“Itis also an educational tool to show people our style,”
Loonsten said. Style goes beyond the simple how-to of do-
it-yourselfers.

Professional exposure is also received at a garden show,
according to Mike Spena, president, Spena Landscaping,
Highland Heights, OH.

“The incentive of the show is exposure; the people see
the garden and it reinforces their idea of us. But, it also
gives us professional exposure. It promotes the image
within the industry. You get to know a lot of people and, if
you're not there, I think you miss some of the association.”
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Solo also finds professional exposure
a reason to attend the show. “One of
the things I have found most bene-
ficial about the show in terms of con-
tacts and exposure is not so much the
general public as with other people in
the trade. It’s almost like a reunion of
sorts where you reestablish a lot of
business contacts with suppliers,
architects and designers, or con-
tractors. I find this to be particularly
worthwhile,” Solo remarked.

Does the garden show really pro-
vide many leads? Rich Baron, presi-
dent of Suburbun Landscaping, Inc.,
Berea, OH, thinks so.

“I was in a position years ago that I
was bidding against people at the
show and wasn't getting anything, I
wondered why the builders knew so
much about the other contractors. I
looked into it more and found out they
knew more about the contractors
because they stopped into the Home
and Garden show and talked to
them,” Baron explained.

“These guys in business don’t want
to have you come to their office, and
try to sell your product. But, if they
can talk to you on a Friday night for 20
minutes in a relaxed atmosphere and
get an idea what you're about and
what you can offer, they tend to
remember that more so than some-
body pounding them with all kinds of
mail,” Baron said.

Loonsten has also seen an increase
in the number of leads from the show,
especially in the last few years.

“We find that we are getting more
and more direct leads from the show.
Originally, we didn't. People kind of

“The incentive for
being in a garden
show is just very
simply the hope of
achieving some leads
in a very off-time

of the year.”

putitinthe back of their minds. It was
kind of a goal. They'd always
say,'When I can afford to do this, I'm
going to have Frits Loonsten do it.
Now, it's more direct from the show,”
Loonsten said.

However, Solo says it depends on
the year where he is concerned. “It
really varies from year to year. There
are some years we get a tremendous
volume and there are some we get



Wilmore Nurseries’ exhibit at the 1984 Colorado Garden & Home Show.

none at all. It’s really difficult to say
what the controlling factor is. The
thing about the local garden show
here is the percentage of people who
are realistically potential clients is
very small because you're talking
about a cross section of the general

public whereas our clientele is not
such a broad cross section,” Solo
explained.

Getting leads from the show isn’t
the reason to display, according to
Spena. “If you look at it as leads, it's
like saying ‘how many dollars can I

make?’ That's not the reason to be in
the show. I worry if the garden looks
good."”

Is a local garden show really worth
all of the time and hard work?

Loonsten, whose business may
spend up to $35,000 at the show each
year, thinks so. “We lost very little
from our show. We couldn't afford to

“The incentive of the
show is exposure ...”

lose a lot.”

But, Jim Grabo, president of High-
lands Hardware & Nursery, Denver,
CO, disagrees.

Solo takes it year by year and has
started to diversify his gardens.

“One of the attitudes we've taken
with our local garden show is that it'san
opportunity to do something unique.

We don't want to do traditional
things anymore. It might not be widely
accepted, but if nothing else, it would
show that we have diversity. That'a
probably a little riskier approach, but
we figured the garden show was a safe

place to take the gamble.” WT&T
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Compare the overall beauty of turfgrass
cut by a National reel mower with the
brownish appearance left by a rotary.
The reason is clear...

National’s reels slice grass cleanly,
leaving a uniform, crisp cut and a beau-
tiful appearance...and less energy is
required to do it!

The rotary’s blade doesn't cut at all. It
chops and tears the blade ends, leaving
tip burn and an unappealing look along
with unsightly clumps of grass.
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