
Weed Man technician monitors for any further pest 
problems on this lawn, such as chinch bug feeding. 

methods best control lawn diseases. 

Customers help—Perhaps the most 

important aspect of our program is our 

partnership with the homeowner. We do 

our best to educate each homeowner 

about watering appropriately and at the 

right time of the day, as 

well as mowing correct-

ly and at an appropriate 

height. We've found 

that if customers mow 

high (2J4 to 3 inches), 

most disease and weed 

problems are less likely 

to occur. 

Since it's not possi-

ble for us to be on a 

customer's lawn daily, 

we ask that each cus-

tomer keep a sharp eye 

out for any developing 

problems, and notify us 

immediately so that we 

can adequate control 

the problem. The coop-

eration of homeowners promotes a healthy 

lawn and contributes greatly to our inte-

grated approach to lawn care. 

When it becomes absolutely necessary 

to control insects in a lawn, we use such 

things as day/degrees and indicator plants 

to determine the best time for control. 

Day/degree computations reveal the 

stage of a lifecycle of a particular insect. 

They allow us to determine the best time 

to apply control measures. Indicator 

plants, such as the horse chestnut and the 

vanhoutte (spirea), help us identify lifecy-

cle stages of insects such as the European 

chafer. 

Along with routine inspections, which 

take place each time one of our techni-

cians is on a lawn, a thorough inspection 

is performed each year in July. It includes 

a complete examination of the lawn for 

signs of insects, weeds or disease as well as 

a detailed observation of the homeowner's 

effort to maintain the lawn through ade-

quate cultural practices. 

All information from the inspection, 

including maps and pest level predictions, 

help us build a valuable and on-going his-

tory of each lawn. 

—The author is a technical representative 

of The Weed Man, a company founded in 

1970 by entrepreneur Des Rice. 

Retaining a lawn when the customer moves 
Why it's better to develop a strategy to keep a 
client, or property, from season to season 

• Successful lawn care business owners 

strive to retain multi-season customers. 

These are usually their most profitable 

customers. 

But what happens when these cus-

tomers move away? This is a problem that 

Robert Andrews regularly faces in the 

growing communities surrounding 

Indianapolis. 

Andrews is co-owner along with his 

wife, Jennifer, of The Greenskeeper, 

Carmel, Ind., and a past president of the 

Professional Lawn Care Association of 

America (PLCAA). Andrews also heads 

Andrews and Associates, a small business 

consulting firm. It was in this capacity 

that he addressed a group of LCOs in 

Orlando recently. 

Andrews told the LCOs that relocations 

because of job transfers are common 

enough in his market area to have caused 

him to develop a strategy to retain these 

lawns. And that's the key in these special 

instances—keeping the property when the 

customer leaves. 

The Greenskeeper delivers a complete 

history of the lawn to the real estate per-

son to give to the next own-

ers. The professionally 

designed lawn history 

becomes another selling 

tool for the seller "because 

it demonstrates the care 

that's been given to this 

property," says Andrews. 

Lawn care business own-

ers, said Andrews, know 

that it's less expensive, and 

more profitable, to retain 

customers (or their lawns) 

than to find new ones. 

Here are some reasons 

why: 

u* Retained properties 

are, comparatively, weed-

free, and less expensive to treat than start-

ups. 

They usually result in fewer service 

calls. 

They're already part of a route. 

Credit and collections improve. 

Long-term clients are more apt to 

buy add-on services. 

Often, through referrals, they result 
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LCO/consultant Bob Andrews: Why not reward a 
customer for getting you another customer? 

in new business. 

Andrews also said he's not hesitant to 

reward any customer for referring another 

customer to The Greenskeeper. This 

reward, for instance, may be $20 off the 

next application. 

"Who wouldn't pay $20 for a new cus-

tomer?" he asked. 

—Ron Hall 


