jolm Tschohl has a passion for his
yard. He resides in a tiny suburb of
Minneapolis where the outdoor season
is compacted into a short window of
time. That’s why he was particularly
furious when he needed a new instal-
lation last summer and found the ma-
jority of landscapers on his list never
returned his calls, and when they did,
failed to follow through on scheduled
appointments.

These landscapers picked the wrong
guy to reckon with. Tschohl is no or-
dinary consumer. In fact, he’s known
as the guru of customer service
and president and founder of
Global Quality Institute,
which coaches leading
companies worldwide
on customer service

issues.

Tschohl’s per-
sonal experience
with landscap-
ers, coupled

nandlandscape.com

STRATEGIES /// Tactics for managing day-to-day operations

Servicev(heck

Experts have a thing or two to say about the landscape industry’s practices when it comes
to customer service ... and you're not going to like it. But, hopefully, you'll learn fromiit.
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with his own compelling research,
makes him think the landscape industry
is for the most part “clueless” when it
comes to customer service standards.
Tschohl can only rant, and certainly
not rave, about this industry. “I am
convinced most landscapers don’t want
more business,” he says. “Why? Because
they are not customer-driven. That’s
precisely why they don’t get the volume
of business they want.”

Tschohl believes landscapers haven’t
quite yet made the paradigm shift from
the heady times when customers were
falling out of the trees to the current
economy where customers are hiding
in the trees. He also believes most
landscapers are still taking care of
themselves rather than their customers.
“Until landscapers understand they are
first a customer service company and
second a landscaping company, they
don’t stand a chance,” he says.

Tschohl is not alone in his thinking.
And landscape contractors are feeling

it — according to Lawn & Landscape
research, 58 percent of contractors
say their customers are more critical
of their service in this recession. Some
customers and customer service experts
think landscape businesses have along
way to go in securing and hanging on
to customers during this extreme eco-
nomic downturn.

THE CUTBACK CHALLENGE. “To make
matters worse, customers are also in
a “nitty” mood,” according to Laurie
Brown, a Detroit-based speaker, author
and trainer on improving sales, cus-
tomer service and presentation skills.
It’s so easy in this economy for custom-
ers to say: “I don't have to go with your
published list of services. If you don’t
accommodate me with exactly what I
want, I'll just go somewhere else.”
Sixty-three percent of landscape con-
tractors report their customers are feel-
ing more apprehensive and concerned
about spending money on landscape
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