LAWN CARE

INDUSTRY

Emergency relief!

Mid-season rescues of
dying lawns are grounds
for good customer
relations, to say nothing
of new customers!

® [t's rounding June, heading for July.
You think you've got control of the
summer schedule, when you get a frantic
call from some guy who says his lawn is a
mess. The reason his name doesn’t ring a
bell is that you've never worked on his
lawn. He was always one of those
expensive-and-I-enjoy-doing-it-myself”

it's-too-

guys.
But what a summer. Too much rain.
Disease. Insects. It was all too much for

the average do-it-yourselfer. If only he had
hired you in the fall to rejuvenate his tired
old turf and put him on a preventive pro-
gram, it wouldn’t look so bad now.

But you agree to help, in the interest of

human relations.

Like new—"That's the nature of our
business,” says Jim Anderson, All-Seasons
Service, Itasca, Ill., when asked about mid-
season lawn rescues. But the results aren’t
always the same. The amount of life a crew
can breathe back into a damaged lawn,
says Anderson, “depends on the time of
year they get the call.”

“Every year is a little bit different,”
Kathy Juntgen of Emerald Green, Fort
Wayne, Ind.

“IHomeowners] call when the dande-
lions get out of hand, and they panic; or
else they had another company that mis-
treated the lawn, or they themselves made
a mistake,” says Juntgen, who's in busi-
ness with her husband, Steve. “There have
also been times when chinch bugs were a
serious problem.”

The usual plan of action for a lawn res-
cue involves slit seeding, fertilizing, and
plenty of water, which is the biggest mis-
take homeowners make. When high utility
bills threaten, people just don’t water

says

) 1O
18. Office ©
\’t\“\\e

nt We orth their fme

Jt was
[ J pelieve ed €O

@ T\\L\'

di e}
o They

dn't kno

) S mpath\
3) AVO\d )
‘“ Ask q\les ac u
ona
5) A % 4 im

g) Infor™
1‘) Monitor the PO

enough in hot, dry

weather. For weed or insect problems,
standard practice is to use the appropriate
control product.

“Within 60 to 90 days, we can have it
back in shape,” says Anderson. “Some
lawns are totally gone, but that doesn’t
mean we can't do anything to revive
them.”

“Lawn care has come a long way,
you don't see lawns in that bad of condi-
tion in this day and age,” explains Juntgen.
“People will call for advice, we tell them
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what to do and they they go out and do
what they wanted to all along. "

Winning them over—Anderson has
had great success in keeping these mid-
season converts as long term customers.
He says every one whose lawn he saves
remains a customer “for years afterwards.”

Emerald Green also has a good conver-
sion rate. “We're a smaller company,” says
Kathy, “that goes more on service than
volume.” So it can easily find room on its
roster for new acquisitions.

—Terry Mclver
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