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® The nation’s lawn care and
landscape services are general-
ly pleasing their customers,
according to a mini-survey
commissioned by LANDSCAPE
MANAGE-MENT magazine.
Our telephone survey ques-
tioned 62 homeowners in selected
areas of Cleveland, Ohio.
Neighborhoods with higher per
capita earnings were chosen for
the survey, on the perception that
people living in those neighbor-
hoods are more likely to contract
a lawn or landscape service.
Twenty of the respondents
who subscribe to either a lawn
care or landscape service were
the basis for most of the in-
depth questions. And, though
the survey base was small and
not geographically diverse,
overall trends become immedi-
ately apparent.
Nine of the 20 subscribers
gave their services a grade of “A”
for excellent. An additional 10
gave grades of “B,” or good, for
overall service.
Finding a service—Referrals
have always been (and probably
always will be) an important
source of business for lawn/land-
scape service companies. Fifty-
five percent of those getting ser-
vices said the company they
used was recommended by
their neighbor.

Direct mail also had an
effect on our respondents:
35 percent contracted a ser-

vice after receiving a brochure
or coupon in the mail. Only
one respondent made the call

19 of 20 Cleveland, Ohio,
homeowners rate their lawn
or landscape service as

4

‘exceoZZeM !

after spotting a company’s truck
on the street.

About two-thirds of the home-
owners who subscribe to a
lawn/landscape service said that it
is because they do not have
enough time to do it themselves.
About one-fifth of the respon-
dents said they realized that pro-
fessionals can do a better job than
what they could do.

Grading out—The perception
among lawn care and landscape
businesses is that customers are
very demanding of timely service,
especially with the first signs of
spring. This creates a spring rush
that usually entails long hours on
the job. Yet, among the qualities
surveyed, timeliness is the most
admired by customers. A full 60
percent of those surveyed gave a
grade of “A” for excellent in the
“timely” category. An additional
35 percent gave a “B."”

Professional lawn/landscape
companies also rated fairly
high in:

® expertise,

® communicationwith
customers,

® problem-solving and

@ creating a lawn that is bet-
ter than before the customer
started the service.

Overall, lawn/landscape com-
panies did well in every category,
although 10 percent of the
respondents gave them Ds in
“personnel” and “value.”

Why, why not?—Six of the
20 respondents said they started
the service because the yard was
too difficult to take care of
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A . Excellent B. Good

PLEASE GRADE YOUR
LAWN/LANDSCAPE
COMPANY IN

THESE AREAS: ¢ D

Source:
LM mini-survey

themselves, though there was a wide
disparity on other reasons for starting
the service.

One respondent claimed his yard had
“no major problems—I just wanted to
make sure there were none (in the
future).” Another “wanted a professional
so [ would not ruin it.”

Of the 67.7 percent of the homes not
receiving professional lawn/landscape
care, 78.6 claimed to be “do-it-your-
selfers.” Just 4.8 percent—two of 42—
claimed that environmental concerns
were what kept them from starting such
a service.

The three responses in the "other”

One of the
respondents voiced
this complaint: ‘We
had it one year, and
spent money on
something we could
have done ourselves,
cheaper and with
fewer problems.’

category were: “My son does it like a
pro;” “We live in the country and do not
like a manicured lawn;” “We had it one
year, and spent money on something we
could have done ourselves, cheaper and
with fewer problems.”

—Jerry Roche, Terry Mclver

NOTE: This survey was not designed
to measure the market saturation of
lawn/landscape services in any particu-
lar area. It is based on random phone
calls within selected neighborhoods.—
Ed.

more on page 12
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® Ninety-one percent of homeowners sur-
veyed in Greenfield, Wis. would recom-
mend the city’s “Don’t-Bag-It"
program to others.

According to the survey, commissioned
by BFI Town & Country Waste Service, 57
percent of the respondents also said their
lawns improved since starting on the plan.
' In addition, 4

lawn care

42 percent reported saving a
combined
total of nine
hours each
mowing.

“This is
extremely
encourag-
ing,”

Mayor

J ames

Besson, who

strongly supported the experimental pro-

gram.

says

“I've received numerous calls from
other Wisconsin community leaders about
this program, and now I have instructive,

Homeowners like
recycling clippings

and positive information to provide them.”

Thirty-three respondents to the survey
said they have told more than 355 others
about the program. Of those 33, 32 report
ed passing on positive comments. The one
negative comment came from a homeown-
er who prefers to compost.

Other key responses to the survey:

@ 42Y% said they saved time each mow-
ing; 47% said mowing time is the same.

@ 14% mow less often;
the frequency as being the same.

® 55% who did not mulch at all before

0

63% reported

| now mulch all of their lawns.

@ 82% watered their lawns less often
or the same.

In exchange for recycling their grass
clippings and for meeting other guide-
lines, the survey participants received free
use of new Toro Recycler mowers through
distributor R.L. Ryerson;
supply of slow-release fertilizer manufac-
tured by Howard Johnson's Enterprises of
Milwaukee.

and a season's

We're Rootmg For Your Success!

PANTS PLANTS

July 27-29, 1993 August 18-19, 1993
Valley Forge Convention Center Pittshurgh ExpoMart
King of Prussia, PA Monroeville, PA
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Discount for early registration!

Circle No. 101 on Reader Inquiry Card

Discover what so many professionals have already learned. Pennsylvania’s Plant Shows are
your trade secret for success. Call (717) 238-1673 for more information

PENNSYLVANIA'S PLANT SHOWS

sponsored by the Pennsylvania Nurserymen’s Association



