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Listen. Before an effective message can be
delivered, listen to what the other person is
saying. "Instead of assuming we knew what
people thought, assuming we knew what their
misconceptions were, we took the time to really
listen to what they had to say," Johnson says.
"Listen to their concerns, listen to their
questions, and then create a response that
aligns with those needs."

Don't be defensive. Even if there is a reason to be defensive, it's not the best
approach, Johnson says. The research found many people don't know what
pesticides are and how they're used nor do they really think about them being
used. Taking a factual and positive approach to the conversation will have a
better outcome. Consumers aren't going to be technical experts on these topics,
so don't make the conversation too science based. Be armed with facts if
needed, Johnson says, but use terminology that is relatable.

Connect with people. It's important to share a message that people will
embrace and want to hear. "We had to figure out how we can connect what we
want to say with what they want to hear," Johnson says. "Really there were three
very important areas that came out as top-line focus groups."

Those three focus points are balance, choice and priorities. People want to
choose how they take care of their lawn. People value a balanced approach and
not extremes like all out bans or no regulations at all. "The other way to talk about
balance is (consumers) understand the value of having a full toolbox," Johnson
says. "They understood the importance of having access to products that were
effective, that were proven and highly regulated, therefore deemed safe to use."

In conducting the research, it was found people wanted their city and state
governments to focus more on the economy and what they deemed bigger
problems — not pesticide use, Johnson says. Because people are worried about
the economy and home values, a priority in the conversation can be how a well-
maintained lawn can add to property value.

Create messages. There are four specific
message points that can be tailored to reach
consumers and legislators — think economics,
control, environment and safety. Cite for
consumers one of the numerous studies that
suggest a well-maintained lawn and landscape
can boost property value.

The control of pests, insects and weeds are

important to a family's health inside and outside the home, Johnson says. As far
as the environment, she says, one of the messages that tested positive was the
effect healthy turf has on water quality. From a safety standpoint, it's important to
talk about how lawn care products are rigorously tested for their environmental
effect before they are registered for use. "People want to know that someone is
looking at these products," Johnson says. "This is not something that you or | can
(create) in our garage and spray on the lawn. They are reassured by the fact that
there's a process, there's a very in depth process and they love the word
rigorous."

The author is an association editor at Lawn & Landscape. She can be reached at
clawell@aie.net.
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li Anti-Pesticide Activists are Lunatic Lawn-Haters, who particularly DESPISE the golf
industry.

RISE can perform all the studies it wants, for all the good it will do.

And forget about connecting with people ... LITIGATE.

Sue the BASTERS' BRAINS OUT !

There is NO RECOURSE but LITIGATION against Anti-Pesticide BASTERDS.

Another RECOURSE is to SEEK the CANCELLATION of GOVERNMENT GRANTS
and REVOCATION of the TAX EXEMPT STATUS of their organizations.

Anti-Pesticide Activits should Get OFF Our grASS, and they should Roast In Hell.
NORAHG manages the Library Force Of Nature Reports and References, which is a
VAST ARCHIVE of DOCUMENTS, AUDIO CLIPS, and VIDEOS on ALL Anti

Pesticide Terrorist Acts of Subversion.

The purpose of this ARCHIVE is to provide information that will lead to a
SUCCESSFUL LITIGATION AGAINST Anti-Pesticide Organizations.

All names, statements, activities, and affiliations have been ARCHIVED for the
intention of eventual CRIMINAL CHARGES.

When CRIMINAL CHARGES for FRAUD and CONSPIRACY are laid, legal experts
say that the ARCHIVE is sufficient to lead to a SUCCESSFUL PROSECUTION !

For The Pesticide Truths Web-Site that contains History, Links, Audios, Videos, and
Media News Reports right off the press, go to the following link ...

http://pesticidetruths.com/

For The Complete Library of Force Of Nature and A Look At Reports & References,
as well as Litigation Information, go to the following link ...

http://pesticidetruths.com/toc/
WILLIAM H.GATHERCOLE AND NORAH G

NORAHG is the National Organization Responding Against HUJE that seek to harm
the Green space industry.

NORAHG is a NATIONAL NON PROFIT NON PARTISAN organization that does
not accept money from corporations or governments or trade associations, and
represents NO VESTED INTERESTS WHATSOEVER.

NORAHG is dedicated to reporting the work of RESPECTED and HIGHLY RATED
EXPERTS who promote ENVIRONMENTAL REALISM and PESTICIDE TRUTHS.

Reply

- AMERICA'S #1
‘%" LOW CAB FORWARD TRUCK

SINCE "1 986.

Lawn & Landscape Account Create an Account: About:

* My Profile ¢ Subscribe to Lawn & Landscape Magazine * Media Kit

* Update Account Information * Register for www.lawnandlandscape.com * About GIE Media, Inc.
* Sign up for print and website accounts * Privacy Policy

http://www.lawnandlandscape.com/110112-discuss-pesticides-fertilizers.aspx

Page 3 of 4

=

HORTICULTURE
GROUP

Golf Course Industry
Garden Center
Nursery Management

Greenhouse Management

14/02/2012



Pestering details - Lawn & Landscape Page 4 of 4

Contact Us

Lawn & Landscape Magazine
GIE Media

4020 Kinross Lakes Pkwy
Richfield, OH 44286
800/456-0707

http://www.lawnandlandscape.com/110112-discuss-pesticides-fertilizers.aspx 14/02/2012



