
2PRIDE, QUALITY & BRAND HAVE LOST THEIR EDGE

THE IDEAS ISSUE

Residential and commercial custom-
ers alike have always craved a neatly 
manicured landscape that makes the 
neighbors and offi ce parks next door 
envious. And they would do almost 
anything for it.

Not anymore. 
Over the past two years, “pride 

has certainly become second to price,” 
says Terry Delany, president of Fayette-
ville, AR-based GroundServ. 

As a result of the recession 
combined with high drought periods, 
John Gibson, Swingle Lawn, Tree 
& Landscape’s president, has even 
noticed that customers’ acceptance of 
the standard of care on their proper-
ties has declined. “It became a badge 
of honor to have brown spots in their 
yards because it meant they weren’t 
watering as much,” he explains.

Quality has also faded. 
“Contractors are lowering 
their service levels and 
quality, as well as their pric-
ing, further diminishing the traditional 
fair market,” says Donnie Garritano, 
president of Las Vegas-based D&K 
Landscape. 

And if pride and quality have slipped 
a few rungs down the ladder, Delany 
says brand has gone with it. “Custom-
ers used to look at a company like 
mine and it used to matter — we have 
trained employees who can be counted 
on to show up every Tuesday; we 
have systems and clean, recognizable 
trucks,” he says. “But that doesn’t mat-
ter anymore. We still tout our attributes, 
but the client just fl ips to the back page 
of our proposal to see the price.”

Customer association with brand 

has declined across industries, fed by 
consumers’ confi dence in their buying 
power and need to spend less, con-
fi rms eBoost Consulting’s Johnny Chan. 

But don’t stop entirely touting your 
brand, throw quality out the window or 
wallow in consumers’ dwindling prop-
erty pride just yet. Ever the optimist, 
Gibson believes there’s some pride left. 
“There’s less of it,” he qualifi es. “There’s 
societal pressure now to spend less, 
but I don’t believe personal pride of 
property will ever completely go away. 
The pendulum will swing back.” LM

*Freight free from Pro-Tech to dealer destination.

See pricing and more at: www.snopusher.com      Call: (888) PUSH-SNO or (888) 787-4766

QUALITY > Best Pushers in Design, 
  Strength and Ease of Use

AVAILABILITY  >  Always available and delivered 
to you when promised

PRICE >  NEW, AGGRESSIVE pricing
(with FREE FREIGHT*) can’t be beat

Proven Value
Now Featuring FREE FREIGHT & LOWER Sale Pricing for 2010 on the Entire Sno Pusher Product Line


