Toro creates the ultimate
low pressure, large radius Pop-Up.

“Matched Precipitation” The nozzle pops up a full 2”
/“‘ get above tall grasses.
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nozzlesat 1.3, 2.5 or 5.0 gpm.

Adjustable arc: 45°-315°
and full circle.

MG

Riserseal helps keep out
sand and debris.

Strong, stainless steel spring
for positive, dependable
retraction.

Ouar new Toro Super 600
.- certainly lives up to its name:
it’s versatile, reliable and
economical. And it's specially-
designed to pass sand and silt
right through it.

The Super 600 is also so
remarkably compact, it’s a
. breeze to install.

The New Toro
Super 600
30"

*Manufactuter’s suggested list price subject to local dealer option.
We’ve re-invented irrigation,
- from the ground up.

Gear-driven rotary with
adjustable radius up to 50"

Ustilizes proven Toro gear
drive for reliability. And it’s
rmanently sealed and
ubricated to help assure
smooth performance.

Works at pressures
as low as 25 psi.

*

Irrigation Division
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== There’s usually
more than
one reason why a

company is the

leader in its field.

Fifty-four ProTurf Tech Reps provide invaluable
advice and support to golf course superintendents
throughout North America. .




1-54
Experienced personnel

Key to the leadership status of ProTurf
are the dedicated experts who work
with golf course superintendents to
achieve vigorous, high quality turf . ..
the 54 ProTurf Tech Reps. Each is thor-
oughly trained in agronomy; turf man-
agement; grass, weed, insect and dis-
ease identification and the features

and benefits of Scotts= professional
products and services. Because of this
background, the Tech Reps can help a
superintendent develop a turf program
that not only meets his course’s needs,
but also gives the most return for every
maintenance dollar spent.

Full product line

More than 5,000 golf courses depend on
ProTurf products specifically designed

and research-tested for golf course usage:

fertilizers, including specialty nutri-
ent and regional products: fungicides;
combinations of fertilizers and pesti-
cides; seed, and application equipment.

Every ProTurf product is backed by
more than 55 years of Scotts turfgrass
experience. And, that knowledge is
constantly being expanded by more
than 120 full-time research specialists at
the headquarters research center and
five research stations across the coun-
try. They use more than 300 acres of
test plots and 40 golf courses to study
everything from plant pathology to
equipment design and application. All,
s0 you can have the most economical,
convenient and effective turf products.

o7

Seminars & tours
Each year, approximately 2,200 golf
course superintendents take advantage

of the 38 seminars conducted by the
ProTurf Technical Institute. Attendees
receive the latest information on a vari-
ety of subjects to aid the professional
turf manager in solving problems fast.
Special attention focuses on under-
standing fertilizers and new products,
plus the identification, prevention and
control of insects and disease. When
seminars are conducted in Marysville,
the groups also tour Scotts research
labs and test plots.

58

Technical communications

Although the Tech Rep is the key com-
munication channel, ProTurf keeps its
clients up to date by other means, too.
ProTurf publishes two free magazines to
circulate information to the industry:
“*Prolurf,” directed to improving golf
course turf management: ““Turf &
Grounds Manager,’” directed to turf
managers of companies, apartments,
athletic fields, parks and lawn service
firms. Additional data are included in
technical bulletins, product guides and
general materials.

3,

Special services

ProTurf maintains one of the most com-

prehensive soil testing programs in the
Circle No. 141 on Reader Inquiry Card

industry. Each soil analysis includes re-
sults and recommendations on the soil’s
physical characteristics (soil profile,
water-and air movement and thatch
depth) and chemical characteristics
(nutrient availability, nutrient deficien-
cies and chemical toxicities) in an easy-
to-understand manner. During a year,
more than 16,500 samples are

received and tested.

Because irrigation water can have
strong impact on turf growth and vigor,
ProTurf also offers water quality testing.
Each water analysis measures electrical
conductivity, pH levels, sodium absorp-
tion and the amounts of chlorides,
boron or bicarbonates.

No matter which test is done, your
ProTurf Tech Rep will help you under-
stand the results and proposed recom-
mendations.

60

Budget planning

As a golf course superintendent, you
face the challenge of maintaining your
course within a given budget. Your
Tech Rep will be happy to discuss your
course’s needs and make sound recom-
mendations based upon your soil and
water analysis results. He'll also help
you decide what to do about drainage
problems, nutrient and pesticide re-
quirements and other turf-related sub-
jects. Then, together, you can set up a
maintenance program that exactly
meets both your turf and budget needs.

A reputation of quality
ProTurf is the professional division of
the O.M. Scott & Sons Company, the
turfgrass industry leader.

Prolurf



landscape equipment.

A second important reason for
Hydro-Scape branching out into
landscape products is the dual
roles of the Southern Californian
landscape contractor. Many of the
company’s customers do both land-
scape contracting and irrigation
contracting. “Prior to us no other
distributor carried both,” said
Larsen. In a typical transaction, a
landscape contractor might first
purchase his irrigation materials,
then soil amendments, fertilizer,
trees, edging and sod.

Even while Hydro-Scape strives
to be a full-service distributor, it
keeps an eye on business manage-
ment at all times. A case in point
was the decision not to carry
turfgrass maintenance equipment,
such as mowers and aerators.
(Their landscape equipment line
consists mostly of hand tools and
spreaders.) “We don't have a ser-
vice facility, so we carry very little
maintenance equipment,” said
Larsen. “We have no inventory, but
we will order items on special re-
quest. Basically, those items take up
a lot of space and turn slowly.”

With margins being squeezed
slimmer and slimmer, Hydro-
Scape turned to computers to fatten
profits. They hit paydirt with their
Nixdorf system. Their 3000 regu-
lar business accounts were pro-
grammed according to their
method of buying, method of pay-
ment, volume and other categories.
This simplified the pricing struc-
ture and enabled the customer to
get the best discount possible. In-
ventory management was also
made more cost-effective. “The
system enabled us to buy faster and
we found that the cost of our inven-

Hydro-Scape carries 16 lines of irrigation equipment, sod, chemicals, but no large

tory dropped,” said Larsen, “espe-
cially the price of plastics.” Larsen
stressed that they don't pick up the
computer print-out and then order
accordingly. “We still like the per-
sonal feel for inventory. We do a
rough count on what we have, what
we're ordering, and what we
need.”

Hydro-Scape opted for a Nixdorf
system because they felt that the
smaller computer firm was more
responsive to their needs than the
bigger companies they had con-
tacted. The system they initially
purchased was supposed to be
sufficient for five years. After two
years a bigger system was needed
due to Hydro-Scape's speedy
growth. “We're extremely satis-
fied,” said Larsen. “With the help
of some good programmers and a
little patience, the performance has
been terrific.”

Though Hydro-Scape has diver-
sified into landscape products, over
60% of its business is in irrigation.
Their coverage of the market is im-
pressive; in sprinkler equipment
alone they carry no less than 16
lines, including Rain-Bird, Royal
Coach/Buckner, Toro and Safe-T-
Lawn. Some manufacturers were
wary of having Hydro-Scape also
carrying their competitor's prod-
ucts. (Rain-Bird only recently
tapped them as a Southern Califor-
nia distributor.) Yet Hydro-Scape
has a firm policy on which products
they will recommend to a customer.
“If the specs are set, we will not
change them,” said Larsen. “Oth-
erwise we put together the best
package for the job, even if that en-
tails using components from differ-
ent manufacturers.”

With drought conditions becom-
ing more prevalent in Southern
California, irrigation sales might
not be viewed as a growth industry.
Yet in its typical fashion Hydro-
Scape views the drought as another
opportunity to do business. “The
drought woke a lot of people up to
improving their irrigation systems,”
said Larsen. “Customers are opting
for drip irrigation systems and a
more controlled spray. With to-
day’'s solid state technology the
spray at each valve can be moni-
tored.”

California's Proposition 13
caused some initial cutbacks in or-
ders but business is back close to
normal. Larsen told Weeds Trees &
Turfthat the government has found
some alternative sources of reve-
nue. “The tourist industry is very
big here and there is a high priority
on appearance,” he said. “The gov-
ernment has a big investment in
landscaping.”

An interesting point made by
Larsen is that sod sales are still
strong in Southern California.
Hydro-Scape is the largest distrib-
utor of Pacific Green/Nunes sod
and there has been an increase in
the sale of drought-tolerant sod.
Selling sod and plant materials is
one area where the company's ties
with their landscape contractor
customers has been an asset. “A lot
of growers are wary of selling to
contractors they are not familiar
with,” said Larsen. “With us as the
intermediary, the growers is as-
sured his money and the contractor
gets his materials.”

The company carries
16 different lines of
irrigation equipment
without favoritism.

Hydro-Scape maintains WATS
lines in Los Angeles, San Diego and
Orange county in order expedite
transactions with the vast number
of growers they do business. In that
manner they can also avoid inven-
torying plant materials. The com-
pany views plant materials as a po-
tential liability. With the Wats
phone lines they can contact vari-
ous growers and have them ship di-
rectly. WTT
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Looking for one source for
all your lawnmowerss;,

& small engine
replacement
paris?

1p®
ories of quality replacement parts for
nowers, small air-cooled engines, and
ement trimmer line.

SOR OUR FREE CATALOG TODAY!
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KWIK-FIX POWER PART -

POWER LAWNMOWER PARTS, INC.
1920 Lyell Avenue

P.O. Box 7837 - Lyell Station
Rochester, New York 14606
716/458-0800

Telex #97-8398



GARFIELD WILLIAMSON DOUBLES
PROFESSIONAL SALES IN FIVE YEARS
TONEW YORK METROPOLITAN AREA

The ability to respond promptly to
the needs of the consumer is the
most critical quality of a distributor
for John Zajac, the vice president
and general manager of Garfield
Williamson, a distributor of seed
and allied products in Jersey City,
NJ. “Flexibility is what gives us our
place in the market,” he stated in
a recent interview with Weeds,
Trees & Turf.

The key to maintaining flexibility
to Zajac is keeping the company a
manageable size. The larger the
company, the more layers of man-
agement a customer must wade
through to have a request fulfilled.
At Garfield Williamson, the cus-
tomer doesn’t have far to go for a
definite answer. “As opposed to a
large corporation, there is only one
step in our organizational chart be-
tween the salesman and a definite
yes or no,” Zajac pointed out.
Garfield Williamson's seven sales-
men, covering the New York, New
Jersey, Pennsylvania, and Con-
necticut territories report directly
to Zajac, who then contacts his staff
members in the office.

The company has been service
oriented since its inception one
hundred years ago. The founder,
Garfield Williamson, was among
the first to tap the industrial market,
approaching businesses and factor-
ies with the idea of beautifying
their grounds.

The company was purchased in
the 1930s by the Wagner family,
who still control it today. The mar-
ket remained more or less the same
until the mid-forties. The business
swung sharply toward retail after
World War II as New York City
dwellers spread out to the suburbs,
creating the sprawling bedroom
communities on Long Island, New
Jersey and Connecticut. Acres of
well kept lawn were being sup-
plied by a new specialized retailer,
the lawn and garden center, who
was in turn being supplied by
Garfield Williamson.

The retail market nearly had the
full attention of the company until,
with the increasing affluence of the
region, golf courses began sprout-
ing up and homeowners turned to
professional landscapers.

Service has become even more
essential as sales to professional
users grow in comparison to the re-
tail sales. “In the last five years
professional accounts have grown
from 20% of our business to at least
40%,” estimated Zajac. “With an
activity as weather dependent as
seeding, servicing the professional
sector is a demanding job. We are
able to prepare and deliver 700-1b
of a special mixture in two days.”

As part of this service, customers
are asking the distributor to take
their burden of inventory off their
shoulders. Because of uncertain
cash flow, they are letting the dis-
tributor act as their warehouse.
Business cycles have proved the
distributor can warel ;use more
cheaply because it has better in-
ventory control. This requires more
work from the distributor. A cus-
tomer’s initial order used to be the
biggest portion of his needs. Now
he requires frequent deliveries of
smaller orders.

Zajac feels that the high value
that the customer has placed upon
his time also benefits Garfield
Williamson. The increasing preva-
lence of a “time is money" attitude
has pushed professionals to invest
in the high grade proprietary
grasses he sells. Zajac claims,
Eclipse Kentucky bluegrass sells
equally as well as conventional
types of bluegrass although it costs
almost three times as much. The
contractor justifies the higher
priced specialty grasses as insig-
nificant monetarily when com-
pared to the overall cost of the job.

Even the retail consumer has
learned to appreciate special form-
ulations and varieties of both seed
and chemicals. A more informed
public is now approached in much

GW vice president and general man-
ager John Zajac (left), office manager
Bill Lind (center), and warehouse su-
perintendent Peter Matu.

the same manner as the profes-
sional. Advertising and packaging,
using the names of the specific seed
varieties, is being used for the first
time on the consumer level. Gar-
field Williamson now advertises its
Wonderlawn brand of consumer
products in local print, TV, and ra-
dio as well as providing retailers
with point-of-purchase aids.

Despite Garfield Williamson's
success in both professional and re-
tail markets, it is now competing
with a growing trend where profes-
sionals form groups to buy directly
from the manufacturers. Zajac dis-
misses this as a fad, although the
activity is growing in the New York
and New Jersey areas. ‘‘These
groups are big enough to buy from
the manufacturers, but not big
enough to demand the kind of ser-
vice they may need in the height of
the season. Distributors may be
able to help, but we are bound to
take care of our regular customers
first. This will probably cause a rip-
ple in the industry and then even
out.”

Zajac is sure the position of the
distributor is secure in the green in-
dustry as long as he doesn’t over-
extend himself. “If your area gets
too big, you can't effectively act
as a distributor. We prefer to culti-
vate the 250-mile radius around
New York city, our main market,
more intensely than go further
outward.” WTT
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'83 Manager's Guide
to Equipment, Chemicals
supplies
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1983 Manager’s Guide
to Equipment, Chemicals
Supplies and Distributors

1. Equipment
From aerators to vibratory plows, manufacturers of the tools and materials for
outdoor maintenance 40

2. Equipment Companies

Alphabetical listing by manufacturers’ names of who makes what, with
address and phone number 57

3. Chemicals

From adjuvants to wetting agents, a comprehensive list of liquids,
granulars, and organic compounds for turf and trees 75

4. Chemical Companies

Alphabetical listing by manufacturers’ names with addresses and phone
number 80

5. Seed Companies

A full line of growers and marketers 85
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For aTrencher and Backhoe
don't settle for less than
the Ditch Witch 2300.

Here’s a combination that’s hard to beat. So talk to your authorized Ditch Witch
A compact trencher with a backhoe that lets dealer. He can offer you more than the
one machine do the work of two. competition when it comes to maintenance,
The 2300 has a 30-HP-class engine, a rigid service in the shop or on the job or a full
frame for strength and stability and a 43,000- spare-parts inventory. So give him a call today.
pound-test digging chain. Power steering and Find out how much more the 2300, the A220
easy-to-reach controls mean easy operation. backhoe and your Ditch Witch dealer can
The 2300 digs to depths of 5 feet (5 inches mean in productivity and profitability for you.
wide), depending on boom and chain set up. Or call toll-free for literature: (800) 654-6481
A hydraulic backfill blade is standard. The The Charles Machine Works, Inc.
front-mounted A220 backhoe digs to depths ‘ﬂ P.O. Box 66, Perry, Oklahoma
of 5 feet. ’q& 73077 Phone: (405) 336-4402.
Ditch Witch.
Don’t settle for less!
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1. Equipment
Aerators, Aquatic

Clean-Flo Laboratories Inc
Kembro Inc
Otterbine-Barebo Inc

Aerators, Soil

American Trencher
Brinly-Hardy Co

Cushman Turf/OMC Lincoln
Dedoes Industries Inc
E-Z-Go Golf Car

Feldmann Engineering & Mfg Co
Fuerst Brothers Inc

Giant Vac Mfg Inc

Hahn Inc

Howard Rotovator Co
Jacobsen Div Textron Inc

F D Kees Mfg Co

Olathe Mfg Inc

Ryan Turf/OMC Lincoln
Turfco Mfg Inc

UTECO Inc

Young Industries

Agitators

Agrotec Inc

Hypro Div Lear Siegler Inc
Jaeco Pump Co

Kembro Inc

Master Sprayers Inc
Spraying Systems Co
Tuflex Mfg Co

Anchors, Earth
A B Chance Co

Foresight Industries Inc
Trees Inc

Aquatic Weed Eating Fish

Sea Ranch

Aquatic Weed Harvesters
Hockney Under Water Weed Cutters

Kembro Inc
Mud Cat National Car Rental System

Augers

Bartlett Mfg Co
Clark Equipment Co Melroe Div

Ground Hog Inc

Hoffco Inc

International Reforestation Suppliers Inc

Lakeshore Equipment & Supply Lesco
Prods

Massey-Ferguson

McMillen Div

Opdykes Truck Sales

Pitman Div

Safety Test & Equipment Co

Don Savage Co

Seymour Mfg Co

P E Skaling Soilmoisture Equipment
Corp

Stihl Inc

UTECO Inc

Backfillers

American Trencher
Roscoe Brown Corp
J | Case Drott Div
Guest Industries Inc
Seaman Co

Back Hoes

American Trencher

Ariens Co

Brillion Iron Works

J | Case

J | Case Drott Div

Caterpillar Tractor Co

Clark Equipment Co Melroe Div
Ditch Witch Div Charles Machine Works
Ford Motor Co Tractor Operations
K-D Manitou Inc

Kubota Tractor Corp

Long Mfg NC Inc

Seaman Co

Steiner Corp

Union Fork & Hoe Co

Vermeer Mfg Co

Yanmar Tractor (USA) Inc

Batteries, Turf Vehicles

Bunton Co

Eagle Vehicles Inc

Exide Corp

E-Z-Go Golf Car

Goodall Div Bunton Co
Gould

Professional Turf Specialties
Trojan Battery Co

Battery Chargers

Deere & Co

Eagle Vehicles Inc

Exide Corp

E-Z-Go Golf Car

Ford Motor Co Tractor Operations

Beach Cleaners

Glenmac Inc

Benches

Algoma Net Co-Div Gleason Corp
American Playground Device Co
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BigToys

Columbia Cascade Timber

Grand Rock Co

Kay Park Rec Corp

Landscape Forms Inc

Miracle Recreation Equipment Co
Playworld Systems

Rotocast Plastic Products Inc
Standard Golf Co

Trojan Playground Equipment Mfg Co

Blades, Mower

Ariens Co

Brouwer Turf Equipment Ltd

Bunton Co

FMC Corp Agricultural Mach Div

Goodall Div Bunton Co

Lakeshore Equipment & Supply Lesco
Prods

MTD Products Inc

Orbex Inc

Power Lawnmower Parts Inc

Sensation Corp

Steiner Corp

Toro Co Commercial Prods

UTECO Inc

Yanmar Tractor (USA) Inc

Blades, Dozer/Scraper

Ariens Co

Brillion Iron Works

Bush Hog Div Allied Prods Corp
Excel Industries Inc

FMC Corp Agricultural Mach Div
Ford Motor Co Tractor Operations
Haban Mfg Co

Kubota Tractor Corp

Long Mfg NC Inc

Ransomes Inc

Steiner Corp

UTECO Inc

Wheel Horse Products Inc
Yanmar Tractor (USA) Inc

York Rakes Div York Modern Corp

Bleachers

Kay Park Rec Corp
Miracle Recreation Equipment Co

Blowers

Atwater Strong Div

Billy Goat Industries Inc
Buffalo Turbine Agricultural Equip Co
Bunton Co

Central Quality Industry Inc
Finn Corp

Giant Vac Mfg Inc

Goodali Div Bunton Co
HMC/Green Machine
Homelite Div Textron Inc
Jacobsen Div Textron Inc
Lawn-Boy Product Group
Morbark Industries Inc
MTD Products Inc

Olathe Mfg Inc

Parker Sweeper Co
Poulan/Weed Eater
Ransomes Inc

Sensation Corp



