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About us Our audience
The Landscaper is the UK’s leading bi-monthly magazine for professional 
landscapers. Spanning the entire Landscape industry, readers are responsible 
for the design, construction, installation and maintenance of:

The readership of The Landscaper Magazine is diverse, 
encompassing professionals and organisations across various 
sectors within the landscaping industry. Key audience groups 
include:

• �Landscape Contractors – A significant portion of our readership consists of 
contractors involved in residential and commercial projects.

• �Garden Designers – Creative professionals who rely on our magazine for industry 
insights and inspiration.

• �Grounds Maintenance Teams – Specialists responsible for the upkeep of public and 
private spaces.

• �Landscape Architects – Professionals engaged in designing outdoor environments, 
from parks to urban spaces.

• �Local Authorities – Public sector organisations with a focus on landscaping and 
grounds care.

 
Key Decision Makers
Our publication reaches a broad range of decision-makers within these sectors, including:

• Owners and Partners – Individuals leading small to medium-sized enterprises.

• Directors – Senior leaders steering larger organisations.

• �Managers – Operational leaders overseeing projects and procurement.

This reach ensures that The Landscaper Magazine connects directly with the 
professionals shaping the industry and making key purchasing decisions.

• Urban gardens and patios
• Parks and leisure areas
• Fencing and decking
• �Golf courses & sports pitches 
• Public contracts
• Street furniture

• Lawns and borders
• Lighting
• Playgrounds
• Water features
• Irrigation
• Ponds & Pools

The Landscaper is read by proprietors of large, medium and small 
landscaping firms, landscape contractors, greenkeepers, groundsmen, 
local council specifiers, landscape designers and architects, arborists 
and horticulturists.

www.landscapermagazine.com has 52,717 visits per annum and 
865,975 hits per annum

The e-newsletter has 3,502 subscribers and 28.6% open rate.

For editorial  enquiries 
contact Greg Rhodes on 07711 604295 or email greg@speedmediaone.co.uk 
 
For sales enquiries 
contact Helena Hughes on 020 4539 3009 or email landscaper@sheengate.co.uk
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Each copy of The Landscaper is read by nearly four landscaping professionals, meaning 
advertisers can potentially reach over 22,000** industry professionals every issue.

Key industry sectors which receive print and digital copies of the magazine:
Registered members of BALI (British Association of Landscape Industries): A trade association 
for all landscape professionals, supporting over 900 Registered members in the UK and overseas.

Registered members of APL (Association of Professional Landscapers) comprises over 300 
members of accredited landscape companies who design, build and maintain gardens throughout 
the UK.

Head Professional Grounds Personnel in the Sports World: Those who are responsible for 
landscape and ground maintenance of sporting facilities including premiership clubs, major 
stadiums and head groundsmen and greenkeepers at golf, cricket, tennis and equestrian venues.

Key personnel managing and maintaining grounds within local authorities and other 
public sector services. Also decision makers Higher Education Establishments and Universities 
responsible for the landscape and ground maintenance of their properties. This includes those 
responsible for parks and other public open spaces.

Private schools: Head groundsmen at the UK’s top public schools responsible for the 
maintenance of sports pitches, gardens and other recreation areas

Key members of the National Trust, Woodland Trust, English Heritage, Royal Parks and other 
heritage groups responsible for landscaping projects and grounds care decisions.

Private estate managers of stately homes, country houses, conference centres, and private 
sector housing developments, hotels and residential centres.

Green-Tech Ltd.
We have been advertising in The Landscaper for well over a decade 
with great success. It’s a well-respected publication within the industry 
and always covers current trends and issues. It forms a big part of our 
media schedule each year.
Lesley Spence, Communications Manager

Groundsman Industries Ltd
I have advertised in many landscape and horticulture publications 
over the years but ‘The Landscaper’ is the only one I consistently 
advertise in because they have kept a focus on professional machinery. It is an excellent 
informative little publication not just pretty pictures. Well done, keep it up!
Billy Warke, Managing Director

SCH (Supplies) Ltd
Working with The Landscaper Magazine has allowed us to grow our reach among Landscaping 
professionals, and placing our brand against this magazines high quality content helps us to 
achieve an excellent response rate.
Sam Elliss, Marketing Manager

Tony Hawkins Associates
With excellent editorial coverage and reach in the target market, we have used The Landscaper as 
part of our client schedules (including Echo-Tools, Ariens, Terrain Aeration Services Ltd & Weeding 
Technologies Ltd) for more than 16 years.
Tony Hawkins

The British Association of Landscape Industries (BALI)
We have been supporting The Landscaper for over 15 years, as an advertiser and contributor. 
The publication has a proud history of offering comprehensive editorial that focuses on amenity, 
machinery and grounds maintenance, as well as regular features on education, skills and the 
environment. We have always received a top rate service from The Landscaper team and have 
enjoyed working on a number of projects collaboratively, with many more to come.
Darren Taylor, Marketing and Communications Manager

Readership and Circulation Testimonials

Trusted by BALI and APL
The leading trade organisations – the 
British Association of Landscape 
Industries (BALI) and The Association of 
Professional Landscapers (APL) – request 
that the magazine is sent to their members, 
adding to our credibility and standing as a 
leading industry publication.
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Rates 
per insertion

One insertion Four insertions
(less 10%)

Six insertions
(less 15%)

Special Positions
Outside Back Cover: £1,502   |   Inside Front Cover: £1,444   |   Inside Back Cover: £1,386

Advertorials
Limited availability of premium R/H advertorial positions (+10%)

Media Agencies
A 10% commission for new business introduced to the publishing house is offered 
to agents on agreement

Loose Inserts
Cost per 1,000: £POA

Design & Production Charges
1/8 page: £80   |   1/4 page: £80   |   1/2 page: £100   |   1 page: £135

Classified Display Adverts
£22 + VAT per single column centimetre (minimum 2cm)

e-Marketing / e-Newsletter
£450 per month

Banner Advert - Appears on Home page
Size 728 x 90 pixels   |   £400 per month

MPU (Square) - Appears on ALL pages
Size 300x250   |   £350 per month.
(All artwork measurements are width X height)

Full Page Colour

Half Page Colour

Quarter Page Colour

Eighth Page Colour

£1,155

£660

£410

£230

£1,040

£594

£369

£207

£981

£561

£349

£196

Advertising Rates

Bundle packages are also available, which 
include both print and digital. Please contact 
Helena Hughes for further details 
landscaper@sheengate.co.uk

To be added to our unique subscribers list for print/
digital editions of the The Landscaper then please 
get in touch with landscaper@sheengate.co.uk

www.landscapermagazine.com
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ZERO TURN MOWERS

Remove contaminants, level 
the ground and create the 
perfect seedbed for the 
next stage of any 
project with our 
range of seeders, 
levellers, earth movers, 
rakes and cultivators.

Don’t compromise on preparations!

Lase
r G

rader

redexim.com
01428 661222 - sales@redeximuk.com

Cultipack Seeder

Blecavator

 
 

ZERO TURN MOWERS

Zero-turn mowers save time and are fast without the furious. They can turn on the proverbial sixpence and reduce the need for extra manoeuvring. You get to the end of the cutting row, make a quick 180-degree turn, align the deck edge with the row just cut and off you go again. There’s no need to stop or back up and you lose no time when you reach the end of each row. Here’s some to consider for the season ahead:

Cranmer Optimus Z 
Cramer  recently launched two Optimus Z zero turn battery powered mowers for professionals, designed for durability and longevity.The ride on model has individual rear wheel hub motors which integrate transmission for fast drive as well as park brake. It benefits from a large 18 or 24 kWh battery with a run time up to 8.5 hours per charge. Features include a water resistant storage unit to cope with our changeable weather together with cup holder and mobile phone charger. A new high level LED bar in white and amber, with flash function, make for high visibility and therefore improved safety.The Optimus Z stand on zero turn mower measures just 92cm in width to enable it to be driven through smaller gates and around tighter obstacles. It comes with a premium leg pad for driver comfort.

https://cramertools.com/gb/en

The Husqvarna Z242F 
This newly updated Husqvarna Z242F Zero Turn Mower has a cutting-edge design includes a variety of new innovative features. Its zero-turn hydraulic wheel-drive provides precise manoeuvring and allows the mower to rotate around its own axle, without any turning radius. Other key features include an automatic parking brake which engages and disengages as steering levers move in an out, a powerful yet quiet two-cylinder Kawaski engine, and a high-performance cutting deck engineered with ClearCut™ deck technology for superior cutting performance whether discharging, bagging or mulching. 

The mower has been designed with the user 
experience at the heart, with features such as an ergonomic control panel that places everything conveniently at your fingertips, a bumper with integrated LED headlights to provide visibility in dark conditions, an anti-slip footrest and a removeable foot plate for easy maintenance and cleaning. Other design features include a thick padded seat and soft outer cover for added ventilation, rubber bellows that prevent debris and moisture from entering the control system, and a convenient deck lift that is easy to use and spring-assisted for reduced effort.

https://www.husqvarna.com

Kubota’s zero-turn range
Kubota offer a range of zero turn mowers deliver manoeuvrability and cutting performance for domestic, amenity and landscape applications. Its Z122R features a 107cm cutting width and side discharge of clippings. Its 19hp petrol engine provides responsiveness and unique hydrostatic transmission system provides driving flexibility for quick and comfortable operation. Two height-adjustable steering levers provide smooth and 

precise control for working around trees, flower beds and other obstacles. 
The ZD1211, Kubota’s all-new diesel zero-turn mower has bee re-engineered to deliver quality, comfort, durability and cut performance. Equipped with an improved 3-blade, 140 mm deep mower deck, this latest generation of commercial flat deck delivers a faster and more precise cut, with even discharge of clippings. Powered by a highly-efficient 26hp diesel engine and HST transmission, rear or side discharge options are available, along with an optional mulch kit to produce and disperse even finer clippings back into the turf for a uniform, clean finish. 

The comfort that has become synonymous with the Kubota brand is delivered as standard with the ZD1211 – with new suspension seat, large LCD instrument panel and ergonomically-designed mower controls contributing to outstanding operability. Cost effective and loaded with the features, the ZD1211 makes commercial operations a breeze.
www.kubota-eu.com

Turning on a sixpence

The Landscaper | Issue 275 | March/April 2024 19

The Landscaper | Issue 277 | July/August 2024 41
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GROUNDCARE & TURF

The Grounds Management Association (GMA) represents 

professional and volunteer grounds staff and partners 

with four sports governing bodies, for rugby union, rugby 

league, cricket and football through the GMA’s Pitch 

advisory service (PAS).
Each of the four dedicated 

teams work with community 
clubs, organisations, and 
local authorities to improve 
the quality of their playing 
surfaces. Tom Rowley heads 
the seven-strong contingent 
for football which, like the 
other three, works to key 
performance indicators 
(KPIs), set by each governing 
body and the GMA.
Each of the NGBs have 

adopted the GMA’s Grounds Management Framework 

(GMF) in order to set tangible and measurable KPIs. 

The GMF sets out in an easy-to-digest way the national 

standards for grass surfaces across football, cricket and 

both codes of rugby. It explains what skills and knowledge 

level grounds staff need to achieve these standards. 

With the NGBs investing heavily in supporting clubs, 

along with advice available through the GMA, “there's 

never been a better time for grassroots sport to access 

support for grounds machinery, works and expertise”, 

Tom states.
Using the Football Foundation’s PitchPower app, clubs 

input data on machinery, maintenance performance 

quality standards, grass and weed cover and root depth 

to allow Tom and his team to grade pitches and provide 

relevant advice and guidance in order to improve pitch 

quality. Ten thousand such assessments have been 

completed since 2020, Tom reveals, with another 1,000 

plus face-to-face visits.
Football pitches in England alone number some 40,000, 

three in four of those grassroots ones, and are mostly 

maintained by volunteers.
“Any club eligible for a Football Foundation grant is 

expected to put two personnel through the GMA online 

Level 1 football grounds maintenance course, which 

lasts four to six hours,” Tom explains – “part of the PAS 

programme is to upskill groundspeople.”
By the end of May, elite clubs are well into their 

renovation programmes, although they want to sweat 

the asset by staging events at stadium sites. “The weather 

always presents a challenge – perfect conditions are 

warm, dry with a bit of moisture. A humid atmosphere 

creates potential for disease.”
Although tempting, grassroots clubs with no access to 

irrigation should consider holding off major renovation 

work until September, avoiding the heat of summer 

potentially, Tom advises.
“Scarifying removes as much thatch and organic 

material as possible but should only be considered if 

adequate means of irrigation are available. This should 

then be followed by applying sand or topdressing – 

ensuring compatibility with indigenous soil. 
“Grassroots clubs with limited budget should apply 

one to two tonnes of top dressing to low lying or heavily 

worn areas – this should provide best value,” he adds. 

Although supply chains have proven challenging, rising 

prices are making this element of maintenance one of the 

costliest, even for elite clubs.
“Compaction of playing surfaces is the number one 

issue at grassroots level and we often witness poorly 

draining pitches, partly due to the use of heavy rollers, 

which deprive the grass plant of oxygen and water, 

aggravated by extensive use. Weeds such as plantains can 

then populate thinly covered areas or bald patches.

“Deep aeration with solid tines helps decompact 

pitches by fracturing and fissuring the ground to 

encourage air pockets – ideally reaching down 200mm 

and to 100mm spacing. Linear aeration, using horizontal 

continuous slit vibration is an alternative but can cause 

cracking in heavy clay soils. Aerating two or three times 

a year is needed. The majority of grassroots pitches tend 

to be clay based rather than constructed for football.

“We recommend a dwarf perennial ryegrass mix for 

overseeding, usually containing at least three different 

cultivars for wear and disease tolerance, cold weather 

germination and drought resistance.
“Applying around 35g of seed per square metre is 

about right for overseeding by hand spreader, drill or 

tractor-pulled disk seeder – 2 to 3mm into the ground 

followed by brushing sand dressing into the pitch in three 

directions to ensure coverage.

“Mid-season renovation is undertaken more by elite 

clubs,” Tom says. “Our key aim is for pitches to keep 

good grass cover for longer.” That said, undertaking work 

“little and often” is a good idea, “and we recommend a 

mini renovation in September time, when there are still 

soil temperatures and a bit of moisture.
“Seeds should germinate after a week – irrigation is key 

at this time but is few and far between at grassroots level. 

Germination sheets can help retain moisture but if clubs 

do irrigate, it should be done early morning or in the 

evening, and ensure deep not shallow watering to access 

the soil profile adequately.”
Following a soil analysis, Tom advises, if budget allows, 

applying a pre-seeder fertiliser followed by a controlled 

or slow-release fertiliser under a phased approach over 

a three-to six-week cycle, reapplying two or three times 

a year.
“Irrigate within 48 hours of applying fertiliser. Planning 

is vital here. Reading the weather is key for grassroots 

clubs without a watering system. And start planning 

your renovation in January to ensure your contractor is 

available when you need them.”
Take care over weed control, Tom cautions. “Broad 

spectrum selective herbicides need to be applied by 

fully qualified operators, who are not usually on hand at 

grassroots level, in contrast to elite clubs. Avoid applying 

them six to eight weeks either side of seeding. Clover 

for example flowers in June so it’s prudent to wait until 

grass establishes, and no mowing three days either 

side of fertilising, which should always be done in calm 

conditions and not in drought.”
A former groundsperson at Leicester City FC, Tom 

is one of the GMA’s leading authorities on football pitch 

care, applying his in-depth knowledge of sports turf 

management by helping grounds teams improve football 

pitch standards nationwide. 
For free online groundcare toolkits visit: 

https://resources.thegma.org.uk
To learn about the GMF visit: 

https://thegma.org.uk/GMF
And to level up your skills this summer, check out the 

GMA’s grounds management courses, available online and 

designed for all levels:  
https://portal.thegma.org.uk/education/courses/search

Ready for the new season?

Tom Rowley
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HEDGETRIMMERS 

& CHAINSAWS

Husqvarna T540  XP® Mark III tree-care chainsaw (RRP £809)
A firm favourite amongst professionals, Husqvarna T540  XP® Mark III with 14in bar length is a top-handle petrol chainsaw with an impressive power-to-weight ratio. Ideal for arborists and professional tree care teams who want a reliable, high-performance top-handle chainsaw, this piece of equipment is easy to manoeuvre and is guaranteed to always provide a quality cut. The chainsaw’s 40cc class petrol engine combined with the SP21G chain delivers superb cutting capacity with fast acceleration for safe and efficient tree work.

Featuring Husqvarna’s famous ergonomics, the T540 XP® Mark III is designed to have no protruding parts, with a smooth underside, rounded starter cover and well-protected controls to ensure that the chainsaw is easy and comfortable to handle. The X-Precision bar and chain combination provide efficient cutting with precise control, as well as excellent bore cutting properties and reduced risk of kickback.
Thanks to AutoTune 3.0, the engine settings are always optimised for maximum startability and performance in all conditions, keeping you going no matter the challenges and without the need for manual carburetor adjustment. The T540  XP® Mark III offers Air Injection which filters 98% of incoming dust, while the effective anti-vibration dampeners absorb vibration, sparing the user's arms and hands.

Makita UH006G 40VMax XGT 
Brushless Hedge Trimmer
Makita’s XGT range of 40VMax machines combine innovative tool design and high output batteries to provide a genuine solution for high-demand, industrial use. With XGT, professionals can enjoy increased cordless power to complete tasks quickly, efficiently and safely, without the need to regularly down tools to recharge the batteries. The cordless UH006G 40VMax XGT 60cm Brushless Hedge Trimmer is part of Makita’s XGT range, featuring a 

60cm sharp-edge, double sided blade designed for trimming and rough cutting overgrown hedges and thick branches up to 25mm. 
The hedge trimmer includes an electric brake that stops the blade on trigger release and a choice of three speed options to deliver up to 4,000 SPM and reverse function to release the blade if it jams in thick branches. Constant speed control increases power to the brushless motor dependant on workload. 
For increased comfort during operation, the machine has a multi-positional rear-handle, a comfortable rubberised soft grip, and dual handle safety switch. It is IPX4 rated for use in light showers and has been designed with low vibration and low noise for extended use, even in public areas. 
Makita’s XGT range currently comprises over 100 products including over 35 outdoor models which includes blowers, linetrimmers, lawnmowers, as well as tools for hard landscaping applications. 

STIHL HSA 100 hedge trimmer
STIHL has recently added a new cordless hedge trimmer to its popular AP System range, offering landscaping professionals excellent cutting performance, a rotating handle and enhanced torque. 

Replacing both the HSA 66 and HSA 86 models, the new HSA 100 boasts a 60 cm double-sided, double-edged cutting blade, which offers improved cutting performance due to the large cutter spacing of the blades, making the tool ideal for landscapers working on long, tall hedges with thicker branches. 
To combat potential jamming of the blades, especially when working on thick material, the HSA 100 features an innovative anti-blocking system that reverses the motors rotational direction to unblock the blades, minimising product downtime and enhancing efficiency. 
Alongside its impressive performance, the HSA 100 also offers optimum operator comfort. The new hedge trimmer is comfortable to hold and balance in operation, and features 

a rotating rear handle that locks into three positions across a 1800 range to allow the tool to be used for horizontal and vertical strokes whilst reducing strain on the wrist. Operator comfort features include quiet operation, meaning the hedge trimmer can be used without ear defenders, as well as an improved anti-vibration system that offers 65% less vibration compared to the HSA 86. The HSA 100 offers up to 120 minutes run time on a single charge when used with the recommended AP 200 battery.

Pellenc Helion 3 
Pellenc has recently launched the new Helion 3 hedge trimmer.Over recent years the Pellenc Helion hedge trimmer has been meeting and exceeding the needs of professionals in terms of power and trimming quality. Lightweight, quiet, and with odourless operation, it has allowed users to work comfortably when trimming hedges, ornamental trees or pruning. This innovative trimmer has now improved with the launch of the Helion 3.

Ultra-versatile with its three cutter blades which can be changed in under a minute, its exceptional cutting capacity allows operators to cut sections up to 3 cm in diameter in complete safety. It can also be used all day no matter the weather.Key features include an ultra-robust cutting blades boasting a blade guard, an aluminium stiffener, carbon steel blades and a stainless-steel anti-kickback guard. There is also an anti-locking blade system, which incorporates an exclusive device that reverses the direction of rotation if the cutting bar gets stuck in vegetation. In addition there are four cutting speeds that make it possible to adapt to the type 

of species to be trimmed or pruned. There is also a quick switch system for changing blades in under a minute.The new ergonomic design of the blade guard also provides additional safety for the user against the risk of cuts. And the Helion 3 allows quick connection and disconnection of the tool to the battery to get out of any risky situation fast.
Pellenc UK offers an industry leading four-year commercial warranty for all its batteries and a three-year warranty for all it tools.
Pellenc is distributed in the UK by Etesia UK.

EGO CSX3000 Professional-X cordless 30cm top-handled chainsaw
Experience ‘best in class’ power, performance, and design with the CSX3000 from EGO’s Professional-X range, specially designed for forestry and arborist professionals tackling the challenges of all-day professional use.

Powered by EGO’s industry-leading 56V ARC Lithium battery technology, this Top Handle chainsaw provides unrivalled power, torque and a chain speed of 20m/s, benefitting from long run times and fast recharge. 
As well as zero emissions, reduced noise and low vibrations, there is also no recoil start, no need to run the tool in idle, and no hot exhaust, ensuring for a much more comfortable and strain-free operation than one seen with petrol-powered equivalents. 
When working at height, it goes without saying that safety must be of the highest priority. EGO’s unique chain-brake system is a cutting-edge combination of both mechanical and electronic technology which reduces the risk of injury by stopping the saw’s motor in a fraction of a second if kickback occurs. 

Sightlines have also been added to the chainsaw to improve visibility, helping the operator to make more accurate cuts, whilst a helpful battery indicator light alerts the operator when there is only a 10% charge remaining. Another visible oil indicator comes on when the 200ml oil reservoir needs refilling. 
The Professional-X battery holster, cable, and arborists strop (ABH3000) have been designed to make working at height even easier. The holster acts as a belt to safely house the EGO battery whilst working so that no extra weight is added to the chainsaw. The safety-strop attachment then integrates with the battery cable and belt or harness to keep the operator safe at all times.

Cutting back
Fledgling birds will have flown the nest by late August, early September - so now is the time to get ready to cut through the jungle of hedges and trees that have shot up over the summer. Here are some of the latest power tools on the market to make light of the work
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• �The Landscaper prefers material to be supplied as a high resolution digital PDF file. 
Please send all artwork to landscaper@sheengate.co.uk

• �Please name your file as the company or product you are selling. All artwork will 
be printed in CMYK process colours. Please ensure that any images you use are 
converted to CMYK (and have a resolution of at least 300dpi) before exporting your 
PDF file.

• �We can also provide a design service for you. This may incurr an extra cost 
depending on the type of artwork that is required. This service would require you to 
provide us with images, logos and copy details. 
Contact landscaper@sheengate.co.uk for more details.

• �So that all required links on our digital 
version are live, please ensure PDFs 
supplied have URLs, social media 
addresses and email addresses set as 
“live” when saving the PDF for print. 
Please check the “include bookmarks and 
hyperlinks” button in the “General” panel 
as you create the PDF artwork.

Copy date
• �9 days prior to publication

Cancellations
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to print deadline. Please contact our sales 
department for full T&C.

* Allow a 20mm gutter in the centre of the ad
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For sales enquiries 
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or email landscaper@sheengate.co.uk

Full page			   170mm wide x 240mm deep

				    Bleed: 3mm

				    Type area: 150 x 220mm

Double page spread		  340mm wide x 240mm deep

				    Bleed: 3mm

				    Type area: 320 x 220mm*

Half page landscape		  150mm wide x 108mm deep

Half page portrait		  73mm wide x 219mm deep

Quarter page			   73mm wide x 108mm deep

Classified ad			   1 column width: 35mm

				    2 column width: 73mm

Advertising Specifications Artwork files

Ad sizes

Media Pack 2025

https://twitter.com/@landscaper_ed
https://www.instagram.com/thelandscapermagazine/
http://www.facebook.com/TheLandscaperMagazine


Media Pack 2025/TheLandscaperMagazine thelandscapermagazine@landscaper_ed

Jan/Feb 2025
Publication date: 15th January 2025  
Ad copy deadline: 6th January 2025

Mar/Apr 2025 
Publication date: 12th March 2025 
Ad copy deadline: 5th March 2025

May/Jun 2025 
Publication date: 14th May 2025 
Ad copy deadline: 7th May 2025

Jul/Aug 2025 
Publication date 16th July 2025 
Ad copy deadline 9th July 2025

Sep/Oct 2025 
Publication date 17th September 2025 
Ad copy deadline 3rd September 2025

Nov/Dec 2025 
Publication date: 12th November 2025 
Ad copy deadline: 29th October 2025

Publication dates 2025 Features 2025

JANUARY/FEBRUARY
Compact tractors
Managing outdoor space
Hedge trimmers and cutters
Innovation 
Tech

MARCH/APRIL
Sprayers and spraying/Weed and pest control
Mowers
Spring renovation/Seeds, topdressings, scarifiers 
Tech – drones
Innovation

MAY/JUNE
Hand tools
Machinery and vehicle hire
Health and safety/ppe
Chelsea preview/
Award-winning gardens
Innovation

JULY/AUGUST
Vans
Robotic mowers
Sustainable landscape projects
Brushcutters and strimmers
Cleaning and maintenance
Innovation

SEPTEMBER/OCTOBER
Show Time: GroundsFest, Saltex, FutureScape
Batteries
Dealerships
Blowers
Marshalls landscape awards

NOVEMBER/DECEMBER
Paving and aggregates/ hardscaping
Winter management and clearance
Fencing and balustrading
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CUSTOMER DISPUTES

How to handle complaints

With any service trade you will always run the risk of 

receiving complaints. Unfortunately these have risen over the 

last few years – not necessarily because of shoddy work but 

because the consumer has become more savvy and in some 

respects more willing to look for faults, I believe. 

Why? Partially because more information's out there and 

with the increase in social media highlighting questionable 

workmanship, the consumer is encouraged to look at 

things more critically. So, we establish that consumers may 

complain but that’s not really the issue but how you deal 

with it that is important.
For many, receiving a complaint is like a smack in the 

teeth. You may have spent many weeks on the project, faced 

several challenges only to get the phone call, email or, more 

popular nowadays, a Whats App message.

However this makes you feel, do not ignore it. Complaints 

escalate quickly if you put your head in the sand. I would also 

advise that you don’t respond immediately. Give yourself 

some time to process the complaint, calm down (if you need 

to) and then construct your response at the end of the day 

or first thing next morning. This will let the emotion come 

out of the response and help things remain professional.

The initial response could simply be a holding response. 

For example: “I am sorry to hear that you feel xxx is 

incorrect. We have noted the complaint and will be back in 

touch very soon to arrange a visit.” This first response is 

crucial, as it proves engagement. 

I would also encourage everyone to have a complaints 

log. This not only preserves the information if ever called 

upon, but also may highlight an issue with a product or 

team member if complaints become regular.

In preparation of the visit, gather as much information 

you can. Ensure that your specification was sound and that 

you have signed a contract (terms and conditions). These 

documents can protect you, especially if the complaint 

was regarding choice of material or a joint width for 

example. If it was agreed in writing and signed, the client 

has nowhere to go.
On that site visit, remain calm and professional. 

Remember, it is an awkward thing for most consumers too. 

Try not to get embroiled in irrelevant conversation. Stick 

to the facts. Write everything down. It is a good idea not to 

make any promises there and then. Say you will respond in 

writing. This gives you time to ensure you have covered all 

bases. Obviously if it’s a really simple thing, the process can 

be less formal.
The procedure you have just read would be considered 

the starting point in any ADR (Alternative Dispute 

Resolution). If the complaint went down a more formal 

legal route, quite often judges will ask if this has been 

done. At the Association we have a formal complaints 

process for members. The part you have read is Stage 

1. Stage 2 starts where no agreement between the two 

parties has been met.
It may then be necessary to bring in an independent 

expert witness. They are completely impartial and will 

assess what they see. They will use factors such as 

the specification and any relevant British Standards or 

manufacturers’ guidelines to establish best practice. So it is 

important you always build by the specifications provided.

If requested, they will compile a report called a CPR 

(Part 35) - admissible as evidence in a court and the judge 

will most likely be guided by its findings. Both parties 

will have site of that report. You would then have the 

None of us relish receiving a complaint about our work but knowing how 

to deal professionally with one is critical, says Phil Tremayne

option (based on its findings) to agree or disagree. If you 

disagree, mediation or arbitration could be a next step or 

court proceedings.
Sometimes, this is the only avenue left, but remember 

it does cost a lot of money. Being part of an association 

can help prevent this. At the APL we act as facilitators 

throughout the process, and in many (not all) cases this 

can help the business and the client come to an agreement. 

Professional behaviour and open dialogue is the key. 

Phil Tremayne is general manager of APL, the Association of 

Professional Landscapers.

Is the customer always right?

Kicking off a new series on contractor:client disputes 

and how to deal with them, Lynne Taylor of  

The Landscape Academy invites your questions

Along each stage of our careers or businesses no matter 

what sector you’re in or skills you have, we have all taken 

on the role of customers and have provided services of 

some sort to customers. 
We each have our own expectations of what it takes to 

provide good service for our own needs, but do we ensure 

we are providing the same level of services when we have 

customers to please? 
More and more, we find ourselves living in a culture 

of blame, altered realities, conflicting advice and 

information overload. Today’s market in landscaping can 

be a tricky one to navigate, with increasing numbers of 

customers seeking to pursue contractors if projects 

don’t meet their expectations. 

As the training and development manager at The Landscape 

Academy and an RICS registered expert witness for 

landscaping disputes, I have been involved in all manner of 

issues related to landscape projects, and have seen a dramatic 

increase in domestic homeowners looking to recoup costs for 

landscaping works carried out to what they believe is of poor 

quality. From postage sized gardens to multi-million pound 

projects, the landscape dispute world is vast and varied. 

Why disputes arise
So, what causes a landscape dispute and is the customer 

always right? Not always but a lot of them are, and there’s 

more joining the bandwagon! 

Landscape issues and disputes can stem from a number 

aspects; customers going with the cheapest quotes 

usually provided by a rogue tradesmen, installation and 

construction faults, product defects, lack of understanding 

of the site’s environment, lack of knowledge and skill, 

client relations breakdowns, ‘gentlemen’s agreements’, 

desperation and much, much more. And then we have the 

practised non-paying customers. 

As a professional in the landscape industry, there 

are a variety of ways to protect yourself, your staff and 

reputation while providing excellent customer service 

and high-quality workmanship. 

To start, simple tasks such as reviewing past concerns 

or issues on previous landscape projects, or looking at 

services you’ve been unhappy with are a good place to 

begin. Reviewing projects may highlight areas that show 

your strengths and weaknesses, and will help to give you 

the information to plan, develop and hopefully avoid the 

pitfalls and costs of disputes and courts. 

We’ll be running a series of articles exploring 

topics and going into detail on what causes disputes, 

landscaping practice and landscape construction over 

the next few months on the Why’s and Why Nots of 

landscaping. 
If there’s a topic you’d like to see covered, a question 

you’d like to ask or need some advice, please contact 

me, while bearing in mind an expert witness cannot 

answer legal questions and no gory details on cases can 

be shared. Our duties lie with the courts to provide 

unbiased reports based on facts and evidence, with client 

confidentiality a priority.  

 
lynne@landscapeacademy.co.uk
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