
can’t effectively 
measure customer  

acquisition costs

31%

ROI BLIND SPOTS

NEARLY 
ONE-THIRD

MARKETING AUTOMATION  
& DATA INTELLIGENCE:

WHERE DO YOU STAND?

HERE’S WHAT WE’RE SEEING

When it comes to automation and AI-powered data intelligence, how does your company 
measure up? Marketing technology is evolving fast, and so is the lawn care industry’s 
response to it. Companies are juggling data challenges, measurement headaches and 
decisions about which tech to adopt. There’s plenty of room to grow as teams try to find 
the right mix of traditional and digital approaches. 

THE TECHNOLOGY 
DIVIDE

PROCESS 
INEFFICIENCY

AI ADOPTION GAP

of marketers use automation 
or AI-driven insights, the 
majority (52%) haven’t 

yet made the leap

48%
WHILE

of marketers don’t even 
know how long their data 
collection takes, showing 

a transparency issue

29%

VISIBILITY 
PROBLEM

GROWTH STRATEGY  
BALANCING ACT

prioritize acquiring new 
customers as their 

main growth strategy

38%
NEW CUSTOMER 

FOCUS

REVENUE 
MAXIMIZATION

balance their efforts 
across existing 

customer relationships

62%
THE MAJORITY

THE MEASUREMENT 
STRUGGLE

19%
struggle to 

understand customer 
lifetime value, 

hampering  
long-term planning

face challenges 
tracking lead sources 

accurately

25%

are still bogged down 
by time-consuming 
manual processes

15%

VALUE 
UNCERTAINTY

DATA QUALITY 
ISSUES

MANUAL 
BOTTLENECKS

VS
DIGITAL

TRADITIONAL 
CHANNELS

A SIGNIFICANT

39%
 primarily focus on digital 

(less than 25% budget to print),
still invest heavily in print

 61%
WHILE

CHANNEL MIX:

TRACKING SOPHISTICATION

Print measurement varies widely:

•	 78% rely on basic tracking 
(QR codes, call tracking, 
promo codes)

•	 Only 10% use sophisticated 
integrated analytics

•	 12% don’t track print 
effectiveness at all

KEY TAKEAWAYS

•	 With the majority of companies not yet relying 
on automation, there’s a significant opportunity 
to improve efficiency through AI adoption

•	 Time-consuming data collection processes 
and visibility issues slow growth

•	 Most companies have a balanced growth strategy, 
pursuing multiple avenues simultaneously

•	 Challenges with measurement and ROI tracking 
remain significant hurdles for many 

•	 Print marketing remains important but with varying 
levels of tracking sophistication

36%
4+ days collecting and 

analyzing data, with 18% 
taking over a week

This tech gap is costing time —


