words, deeds and general interface with your team of
employees — has created a positive or negative culture
in terms of employee attitudes and opinions about
the importance of maintaining satisfied customers. If
negative, you simply need to acknowledge it. Making
changes for the better will also take time.

"To a psychologist, you’ll be creating a paradigm
shift. Defined, a paradigm shift is a “radical change in a
person’s basic assumptions about something,” like the
importance of creating and maintaining customer satis-
faction. Most companies will acknowledge the need to change
but find the process overwhelming. Still, it has been done and,
as a long-term business strategy aimed at ultimately greater
profits, is being done today.

Building satisfaction

"To build customer satisfaction, look at the following areas:
1.What is your customer satisfaction level today? Focus
groups and surveys can help you find out. Talking to individ-
ual customers when there are no problems is also useful.

[}
Ea GROWTH GOALS 1. Spend time initiating
the customer satisfaction change process.
2. Monitor small changes to ensure progress vs. goals.
3. Keep talking to front-line people. Input is important.
4. Step up communications with customers. Look
for positives. 5. Meet frequently to relay and build on
positives. 6. Measure results continually, and react.

2. Get staff input. Blind input taken from your staff can be
unbelievably revealing.

3. Look at cancellations and referral trends. Then, sit down
and consider what changing your customer satisfaction strat-
egy will be like.

Know that your team members will resist. Change often
requires people do more. If the value of change to the indi-
vidual is not pre-sold and backed up by action, it won’t work.

Prepare to spend extra time and money initiating the

continued on page §3
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“We Build the Best and Repair All the Rest”
30 Years of Manufacturing Experience
50+ Production Models
180 Custom Sprayer Options
Over 1500 Commercial Sprayers in the Field
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Eric Larson, Green Systems Turf Management
Site: Astor's Mansion
Newport, Rhode Island

With contracts for many of the world’s most famous mansions, Eric Larson faces customer expectations
that are as high as the real estate prices. So when ground ivy, clover and other tough weeds started showing
up, he turned to 4-Speed XT. Its comhination of four active ingredients makes weeds ‘Deader. Faster.”
For more on 4-Speed herbicide brands, and more of Eric Larson’s story, go to www.nufarm.com/us.

Better Choices. Better Business.

A

>

www.nufarm.com/us




A LOYALTY BOOST

Here a few innovative ways to improve
customer loyalty:

Establish a customer focus group. Invite
some customers to a periodic meeting
and provide incentives.

Host an off-site meeting for key custom-
ers. Find out how you are meeting
their needs; build relationships.

Talk to your front-line people. Most of
the time they know the problems and
the solutions.

Collect e-mail addresses. People are
more likely to read and respond to
e-mail. Periodically send updates, tips,
facts and stories to your client list.

Make your direct mail stand out. No
mailing labels; use colorful stamps.

Discover your competition. Talk to your
competitors and your competitor's
customers. Pizza Hut didn't begin
delivering pizzas until Domino's arrived
on the scene.

Steal ideas. Look for new business or
marketing ideas from other companies.
Don't only look at similar businesses.

Be different. Stand out from the

continued from page §1
change process. Provide ongoing, vis-
ible support for change.

Then lay it all out on paper and
communicate. Start with managers. Be
sure you have 100% buy-in. Next, enlist
support from veteran employees.

Once you initiate your strategy, take
it one step at a time, using this guide:

1. Monitor small changes to ensure
progress vs. goals.

2. Keep talking to front-line people.
Input is important.

3. Step up communications with
customers. Look for positives.

4. Meet frequently to relay and build
on positives.

5. When one change has become part
of the process, move on.

crowd. Some ideas: Send complimen-
tary movie tickets to best customers
on opening weekends with a thank-
you note, send gifts to customers on
the anniversary date they started doing
business with you, send disposable
cameras with your logos to custom-
ers including a photo of you so they
have a thank you message when they
develop the film, and send customers
poinsettias during the holidays.

Survey customers. Ritz-Carlton hotels
and Pizza Hut survey up to 40% of
their customers each month to find
out what they did and didn't like.

Wirite a column. Hire a ghost writer
or write a weekly or monthly column
for a newspaper or trade journal.

Hire a key customer representative.
Appoint a special employee to keep in
touch with your special customers.

Treat your employees the way you want
your customers treated. The front-line
people are the most important people in
your organization. If they feel manage-
ment cares about them, they will reflect
the same respect to your customers.

— Gregory Smith, a business motivation,
training, development and leadership expert

Continuing satisfaction

Another important part of improv-

ing customer satisfaction is measuring
results continually and then reacting

to the information you gather. An
example is responding to customers
who answered negatively on satisfaction
surveys with a goal of converting all
negatives to positives over time.

Review all marketing materials.
Evaluate your message and don’t make
claims you cannot live up to.

Next is sales. What are your people
actually saying to prospective custom-
ers? Are they overpromising?

Continue to train your crews on
communicating the real benefits of
your services as well as handling cus-
tomers contacts in the field and on the

BETTER RESULTS

4-Speed™ XT
Saves Contracts

APPLICATION RATE:

1.3 0z/1,000 sf of 4-Speed XT plus
spreader-sticker (1 0z/gallon finished spray)
APPLICATION EQUIPMENT:

LT Rich Z-Sprayer, 1/3 gal spray tips
TIMING:

July 13, 2009

SUMMARY:

“This was not ideal herbicide application
timing for ground ivy control, but we still had
great results on it and all the other weeds on
the 4-Speed XT label. As a result, we saved
several contracts. We'll be using a lot more
4-Speed XT and other Nufarm products in
the future.”

Y-SPEEDXT~

Better Choices.
Better Business.

"

www.nufarm.com/us

Nufarm Turf & Ornamentals: 800-345-3330
© 2009 Nufarm. Important: Always read and follow label
instructions. 4-Speed™ is a trademark of Nufarm.
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For no

specific

reason
68%

BUSINESS PLAN

phone. Benefits equal value, and value
is what people pay for, not features.

Follow up to confirm each new sale
is treated like a new baby in the family.
Build the relationship based on early,
positive “touch points.”

Review the process for handling cus-
tomer questions and complaints. Who
is on the phones? How are incoming

DEFECT Why do customers defect?

Because the
company did not
respond to their
complaints

Because of the
competition 9%

Because they
moved

Source: Rockefeller Study

contacts handled? Monitor all customer
service contacts. Who did what and
when? Was each question handled as it
should have been?

Then, assign increased individual
responsibility as staff members show
positive results.

Establishing a customer satisfaction
culture may seem like an insurmount-
able project. It can be. But it can — and
is — being done.

The payoff? Everyone wins: a hap-
pier staff and more satisfied customers.
For ownership and senior management:
greater profits in good times and bad.
Isn’t it worth another look? Lm

HOOPES is owner of Grass Roots Training/
Consulting. He can be reached at hoopes@
columbus.rr.com, 614-531-4000 or via
www.trainandkeeppeople.com.

| CAN'T GET NO ...
SATISFACTION

Here are some eye-opening
facts about customer behavior and
satisfaction:

Forum Corporation showed that up
t0 40% of the customers in its study
who claimed they were satisfied
switched suppliers without hesitation.

A Harvard Business Review study
reported that 65% to 85% of custom-
ers who switched suppliers said
they were satisfied or very satisfied
with their former supplier.

An average American company
loses 15% to 20% of its customers
each year.

“Businesses can boost profits
25% to 85% by increasing customer
retention by as little as 5%.”

— Jill Griffin, author of Customer Loyalty:
How to Earn It, How to Keep It

ILLUSTRATION BY: ISTOCK INTERNATIONAL INC.
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Outdoor Insect Control

We are actively seeking

Landscaping Professionals

to sell, install and
service our innovative
outdoor misting systems
that effectively control
mosquitoes and other

annoying insects.

Great margins and recurring re es!

l‘;&'\

1-866-485-7255
WWW.MISTAWAY.COM
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ESS PLANNER 2011

Marketing through

d recessmn

Every business looking to thrive today
needs solid strategies for finding new

CUSIOMETS. &v JoE sHOONER

HE CURRENT ECONOMIC
downturn has had marketers
and business owners scratch-
ing their heads looking for

new ways to motivate buyers. Every

company looking to thrive in a reces-
sion needs a strategy for finding new
customers and creating interest and
revenue in spite of economic uncer-
tainty. Though no single approach is

a guaranteed winner for every busi-

ness, some basic steps will guide you to

greater success.

Call in the experts

A common thread running through

the history of most successtul green
industry companies is the use of outside
consultants. Since we tend to seck the
path of least resistance to getting our
production complete on a day-to-day
basis, we’re apt to develop operational
blinders as a result.

Consultants have a wealth of
experience with budgeting, operational
systems and defining roles within an
organization, but they’re free of the
baggage that can keep you tied to your
status quo. Florida’s Nanak’s Landscap-
ing, for example, has made extensive use
of outside consultants over the last 20
years. President Sampuran Khalsa finds
the assistance instrumental in building
his company’ financial structure. “For a
smaller landscape company that cannot
afford an in-house CFO, the right out-
side consultant can bring a high level

of analysis that can be instrumental
in establishing healthy financial
practices,” Khalsa says.

There are plenty of consultants
available to help guide your business
through periods of growth and orga-
nizational challenges, but be sure to
do your homework to determine what
type of company they have the greatest
success with. The needs of a commercial
landscaper and that of a design/build
contractor will vary greatly, and you
should find a consultant who focuses on
your type of business. Khalsa also warns
about taking the short view with consul-
tant relationships. “It is important for
landscape company owners to realize an
outside consultant is not a quick fix,” he
says. “Itis best to establish a relationship
and work together over the years.”

\ QXn

Invest in your current customers
Any politician will tell you, “You don’t
win an election without securing the
base.” Likewise in business, it is more
profitable to keep a current customer
happy than itis to find a new one.
Satisfied customers are the most valu-
able marketing assets you have. They
provide a stable foundation of business
on which to grow, they provide oppor-
tunities for recurring and expanding
revenue streams, and they represent a
tremendous potential for referrals.
According to a recent Accenture
Study of Customer Service, 73% of

Ea GROWTH GOALS 1. Put someone in charge of your

marketing and have a plan. 2. Improve visibility and public image.
3. Invest in your current customers.
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consumers who changed service provid-
ers did so due to poor service vs. 47%
who left due to price. Keeping custom-
ers happy keeps their business.
According to Marty Grunder,
owner of Grunder Landscaping Co.

DIRECT

Turfco is committed to engineering “easy” into
each of our products, helping you get more done

without having to work harder. Choose from a full
line of innovative renovation equipment, including:

in Dayton, OH, “you can’t give a cli-
ent any reason to go looking else-
where these days. When our clients
say jump,’ our teams jump. A lot of
companies in all sectors are providing
bad customer service because they’re

making it

» Why walk when you can ride with the optional Chariot
o Aerate while you turn—less lifting at turns, less back

strain on operators

o New front-traction drive makes transporting and
loading easier than ever

e The most maneuverable, easy-to-use sod cutter
on the market

* Revolutionary lightweight design — cuts as much

as heavy, 300 Lb. units
o (ptional 9-inch blade available for curbing

* Seeds over 30,000 square feet per hour

* Cutting blades are 1%,-inches apart for close seed

spacing and maximum germination

o All new controls located on the handle —blade
clutch, lift bail and positive seed flow control
are within easy reach

See Our Entire Lineup and | {
Order Direct: 800-679-8201 >
or www.turfcodirect.com

LS-22" Lawn Overseeder
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too worried about the future to pay
attention to current clients. If you do
good things for your customers, you
can really stand out.”

Ask for feedback

Consumers are bombarded with mar-
keting messages every day and can be
distracted by your competition. Good
communication from your organization

Plansea Vi s o DA

Expaeriaencs AV EALAY \);‘ &
Exce\aent .
T b

Chood
Pog ey Rae
i|

reinforces their buying decisions by
reminding them you provide the easiest
and best solution to their needs. In a
larger company, you need to create a
communication plan that utilizes print
or electronic newsletters, follow-up
phone calls and personal contactin a
way that reinforces your client relation-
ships. Ask about problems. If you solicit
complaints, you diffuse potential anger
and work toward a productive solution.

Ask for the referral

Satisfied customers are a tremendous
source of potential business, but you
have to ask for it. There is no shame

in looking for work, and if you aren’t
willing to ask a happy customer for
help growing your business, who will
you ask? Simple systems can aid in the
process. For example, consider printing
a self-addressed, postage-paid postcard
with areas for your customer and their
referral to fill in and mail back. Satisfied
customers want to send you work, but
you have to tell them you want it, and
you have to make it easy for them to
send it.

Put your product into words
What are you selling? What are people
buying? Do you say you're selling com-

PHOTO BY: ISTOCK INTERNATIONAL INC.



BIicDoc

MOWERS

mercial maintenance services or do you say you're providing =
an attractive environment for commercial tenants? Do you @
say you build patios or do you say you create living spaces -k

to serve as a backdrop for countless good times with friends
and families?

Successful communication requires identifying with the
listener, and good marketing relies on the ability of the mar-
keter to clearly promote the benefits of their services. Write
down the services you offer. Then write down the benefits of
each of those services. People buy benefits.

Put someone in charge of your marketing
The best person for your marketing position may already be
working for you. Look for an employee who seems to “get it”
| and understands why people are buying from your company
to begin with. An ideal marketing coordinator will be able to
think like your clients in order to plan creatively for future
marketing efforts. The owner generally has the clearest
vision of the company’s unique selling proposition and should
be involved in the marketing plan. However, green industry
business owners often have significant operational respon-
sibilities and need to delegate marketing responsibilities to
other individuals.

Develop marketing channels

Look at each segment of your client base as an individual
channel to target. If you offer a diverse group of services, this
segmentation can be done in terms of which services certain
clients buy, leading you to develop mini marketing plans for
individual types of consumers.

If you offer a narrower set of services, you’ll need to
develop a clear picture of who your buyers are. For example,
Gary Donovan’s TurfMasters has grown to one of the largest
independent lawn care companies in Connecticut in just six
years by avoiding diversification in favor of specialization.
“We've developed a strong sense of who we are and, more
importantly, who we aren’t, which has allowed us to focus all
our energy on our best prospects,” Donovan says.

Go on the offensive
At the outset of the current economic downturn, many
companies made a hasty decision to cut marketing expenses.

If you look at marketing competition as a battle, this is '
equivalent to retreating. Every company needs to watch J 0 I " o u R T E AM To D Av LS
costs, but if other companies are reducing their marketing

efforts, you have an immediate advantage by maintaining or F i n d yo u r d i S t r i b u t or a t

increase yours.

Polish your public image www.bigdogmowers.com

Ideally, your employees and vehicles will add to your compa-

ny’s professional image. Practically speaking, landscaping is a
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dirty job. Ask a friend or family member
to drive by a couple of job sites and give
you an outside perspective on the image
your employees are portraying. Based
on what you learn, develop a written
policy for appearance on the job site.

It’s a small part of successful marketing
that’s consistently overlooked.

Become more visible
Opportunities abound for landscape
companies to provide community ser-

Marketing for Landscape and
Lawn Care Professionals

GET NEW CUSTOMERS
with Direct Mail

CLOSE MORE SALES
with Professional Brochures
and Presentation Folders

RETAIN AND UPSELL YOUR CUSTOMERS
with Newsletters, -
E-newsletters and Sales Tools

" LOOK MORE PROFESSIONAL
with a new Website

We work with Focal Point at Grunder Landscaping Co.,
and Marty Grunder! Inc. and | am extremely pleased
with the results. We consider them an important part
of our success and | recommend them highly to all my
clients. Work with them and you too will become a fan.

FocalPoint

COMMUNICATIONS

800.525.6999 | www.growpro.com
GIE Booth #266
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Thanksg;

vice. Schools, churches and community
groups of all sorts can use your help. If
your locale has a community vegetable
garden program, volunteer to prep beds
in return for posting a sign with your
company name and logo. Or, visit Pro-
jectEvergreen.com/geft and become a Gre-
enCare for Troops volunteer. Through
GreenCare for Troops, you can donate
services to a family with a loved one on
active duty in the military.

Use job site signs

Job site signs are a simple and effec-
tive means of communication. Posting
signs enables neighbors to see a new
landscape installation and immediately
get a visual referral to your company.
You can also post a sign to mark a job in
progress, which is a good idea if you’re
on the property for more than a week.

Say thanks

"Thanking your customers is one of the
easiest things you can do to improve
your image. It’s also the right thing to
do. Our businesses only operate because
of our clients, so show your appreciation.
I prefer to pick up the phone, though
handwritten notes and e-mails do the
job as well. The key is to be sincere.

Act like success matters

“More than anything else — more than
tactics, more than money — marketing
is a matter of will,” Donovan says. “It’s
creating a will and a desire in your orga-
nization to succeed, and then using that
attitude to outthink and outwork your
competition.” The culture of a company
is created by its leadership. As an owner,
you need to lead your army into the
competitive marketplace by example.
Create a marketing plan and champion
it to your staff. Then work harder and
smarter than your competition.

SHOONER 75 vice president of sales for Focal
Point Communications, Cincinnati, OH.
Contact him at joeshooner@growpro.com or
800-525-6999.



There's business out there.
Get more of it. Guaranteed!

Maximize your chances to
win that new landscape or
renovation project using the
most complete landscape design software
available. PRO Landscape will help you
communicate your designs with stunning
photorealistic 3D images, easily create
accurate 2D and 3D CAD drawings and
automatically generate professional
proposals. We guarantee you'll sell,

plan and bid better than ever before,

or we'll give you your money back.

“I've won every bid when I've
used PRO Landscape.”

Aron Hoffman, Groundskeepers Landscaping, Inc.

-
VISUAL DESIGNS THAT SELL PROFESSIONAL PROPOSALS ACCURATE SITE PLANS
Excite customers with photos of Show your professionalism Easy-to-use CAD lets you
their home with recommended with complete, polished quickly develop detailed,
landscaping in place. proposals prepared in seconds. accurate site plans.

drafix software, inc.
800-231-8574 or

PRO Landscape prolandscape @drafix.com

The Standard in Design Software for Landscape Professionals!

prolandscape.com SELL BETTER « PLAN BETTER ¢ BID BETTER
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ITH ALL OF the effort

you are putting forth

to excel in your career,

there’s nothing worse
than wasting a perfectly good referral
that was hand delivered to you by a
happy customer (associate, friend, fam-
ily member, and so on).

There are a few things you can do to
destroy a referral and any possibility for
a sale: poor follow up, poor service, a
comment you made to the referral that
you were better off keeping to yourself,
or a sales tactic that turned the warm
referral into a cold fish.

Think about what destroying that
referrals costs you. The most obvious
cost would be the loss of a perfectly
good selling opportunity. However,
there’s much more at stake that you
stand to lose.

Think about the person on your
referral team (a select group of indi-
viduals who provide you with a steady
stream of referrals). This person is
putting their neck on the line for you.
Once your referral source gets wind of
what happened, you can bet this will be
the last time that person ever sends you
another referral. It not only costs you
one possible sale but all of the potential
future sales that you have lost because
you compromised the relationship you
have with your referral source.

To take it one step further, what if
it was a customer who sent you this
referral? How does this customer now
perceive you? Demonstrating this less
than admirable trait to a customer may
change their once positive perception of
you and tarnish the trust and confidence
they had in you. Not only have you lost
the chance of getting any future refer-
rals from them but you now run the risk
of losing this customer’ future business
that you would have normally earned.
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Hnw_m nrotect and encourage
continued referrals and sales.

BY KEITH ROSEN

Just like your customers, referrals
are a privilege, nota right. You don’t
automatically deserve referrals, you
have to earn them regardless of how
long you’ve been in your position,
known someone or how much work
you've already done for a customer.

Keep in mind the players on your
referral team are doing you the favor,
so make sure you appreciate their
efforts in a measurably visible way.
They are the ones who are taking
time out of their busy schedule to
help you.

The biggest blunder people make
is, once they start getting referrals,
they forget to thank the person who
provided them. Thank each person on
your referral team when you:

Get the referral. Call with words of
thanks or send a thank you card let-
ting them know how much you appreci-

When good / |

referrals
turn bad

ate them thinking of you and taking the
time out of their busy day to send you

a referral. Reinforce the fact that each
referral will be taken care of and given
the exemplary service and attention that
every one of your customers deserve.

Meet with the referral. After you
2 connect with the referred prospect,
call or send a thank you card as well as
an update on where each referral stands
as it relates to your selling cycle.

Tum the referral into a customer.

Once the sale is made and the
referral becomes a customer, rather
than waiting until you have completed
this project, immediately call your
referral source and send a thank you
card. This way, you are the first person
to let them know their referral is now a
customer of yours, rather than having
your referral source hear it from the
person who they referred to you.

Before you know it, you may not
have to market or prospect as much as
you think due to the influx of referrals
you are generating.

ROSEN 75 & business author, trainer and
coach, and president of Profit Builders. He
can be reached at §88-262-2450 or info@
profithuilders.com.

ILLUSTRATION BY: ISTOCK INTERNATIONAL INC.

E‘i GROWTH GOALS 1. Ask for referrals. 2. Protect your

referral team, thanking them regularly. 3. Follow-through with referred
potential customers. 4.Turn referrals into customers.
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