
Table 11 

Selling price = purchase price + markup 
Selling price - markup = puchase price 
Markup may be expressed as selling price x markup as a 
percentage of the selling price 
Selling price - markup % x selling price = purchase price 
Selling price (1 - markup %) = purchase price 
Selling price = purchase price/(1 - markup percent) 

In our example: 
Markup percent = (Selling price - purchase price) /Selling price 

= (1.8951 -1.0000)/1.8951 
= .4723 

Then, = purchase price /(1 - .4723) 
Selling price = purchase price /.5277 

be lost, damaged and marked down, 
the initial asking price should be ad-
justed upward. Also, competition may 
make it difficult to get a full markup 
on some items so that other items 
must compensate. In some cases the 
exact calculated price may not fit con-
ventional pricing strategy. 

For example, almost no one would 
price a product at $10.51. So the calcu-
lated target price should merely be a 
starting place for arriving at the price 
finally used. 

Adjusting the bid 
How badly you want the job and the 
degree of competition influence the 
adjustment process. But how low and 
how high can you go? 

Typically, we would say that on 
the low side, the bid should not be 
below variable or out-of-pocket cost. 
In the language we have been using, 
this would be all direct costs plus most 
of variable overhead costs. After all, 
in the short run, we are going to incur 
fixed overhead regardless of business 
volume. 

At least two exceptions should be 
mentioned about the low price. In the 
case of contracting, for short periods 
of time it may pay to subsidize the 
labor cost in order to keep a valuable 
crew member. In merchandising we 
take whatever we can get for perisha-
ble merchandise such as Christmas 
trees at Christmas. 

The higher bid 
Consider at least two factors when 
bidding on the higher end of the spec-
trum: competition and the price/vol-
ume of business sales relationship. 

For some products and services, a 
relatively high price sells fewer units 
but total sales are higher than if a 
lower price were charged. 

On the other hand, when price is 
increased, the percentage decrease in 
quantity sold exceeds the percentage 
increase in price. In this case the price 
increase results in a decrease in total 

sales. 
If you have considerable competi-

tion and the services you offer are not 
particularly exclusive, the higher 
price may lead to lower total sales. In 
this case lower prices result in greater 
total sales. In this case knowing the 
price which meets your goal becomes 
especially important because you 
must, on average, meet your goal. 

Weaknesses of price systems 
All pricing systems have weaknesses, 
starting with the information put into 

the system. Even though you may not 
have started with the information 
from your income statement for the 
previous year, expenses and cost al-
locations are relatively arbitrary. De-
p r i c i a t ion may be used for the 
expected life of the item or may be 
based on the fast write-off system al-
lowed in recent years. 

The targeted ROI approach has 
much appeal because it provides a 
method of allocating overhead costs. 

At least three warnings should be 
sounded: 

1) Allocation of many costs among 
categories is somewhat arbi trary. 
Many cost items have some elements 
of more than one category. 

2) The method works only if real-
ized sales are in the vicinity of that 
amount projected. If you come up 
short, overhead costs not covered 
comes from profits. 

3) The method tends to place equal 
weight of overhead on each dollar of 
direct costs. Obviously, there are dif-
ferent demands on overhead for each 
job. Calculated bid priced may have to 

be adjusted in order to be competitive, 
but if downward adjus tments are 
made on some, upward adjustments 
must be made on others to be offset-
ting. 

A time of competition 
There is no magic formula for pricing 
landscape services. However, some 
methods which recognize that gen-
eral overhead must be recoverd do not 
necessarily tell you how to price a 
product or service to cover it. The tar-
geted ROI has the appeal of making 
the allocation, but caution is needed 
in applying the technique. 

Competition in providing land-
scape services is increasing as more 
firms enter the business. Those firms 
which price their services in accor-
dance with their costs are likely to be 
those which survive. LM 

(ED. NOTE: We hope this examination 
of pricing theories for landscape con-
tracting has been helpful. Let us know 
what you think. If you have a pricing 
system that works for you, drop us a 
line. We'll publish your ideas in a fu-
ture issue.) 

Dr. Phillips is a professor/economist in the 
Department of Agricultural Economics at 
Mississippi State University. He has written 
numerous articles on the economics of crop 
and horticulture production, and has devel-
oped and presented marketing programs 
for Mississippi landscape management 
firms. 

For some products and services, a relatively high 
price sells fewer units, but total sales are higher 
than if a lower price were charged for the service. 



SURVIVING IN A 
TROUBLED ECONOMY III 
Maintaining company strength during lean times requires attention to all 

labor, material and equipment costs. 
by Ed Wandtke, AGMA, Inc. 

During any time of economic 
stress, most green indust ry 
companies are apprehensive. 

To be prepared to handle any volume 
of service increase or decline in 1991, a 
company owner needs to examine 
how the company can vary its opera-
tion in either direction. 

Likewise, a company must exam-
ine various financial issues which 
may effect it in 1991. Some financial 
planning will be necessary in antic-
ipation of changing economic condi-
tions. 

Operations check 
The three major costs a green industry 
company incurs are labor, materials 
and equipment. 

Labor and materials are variable, 
and dependent on volume; equip-
ment costs are fixed. 

With increased fringe benefits and 
expected higher wages for older em-
ployees, a company owner must pay 
careful attenion to the cost of adding, 
keeping or replacing employees. 

Payroll options 
This year offers many companies the 
opportunity to maintain last year's 
pay level since there will be more un-
employment in the marketplace. The 
problem with this approach is that 
most people who can be hired at last 
year's level will be no better than cur-
rent employees. 

A better option: increase wages to 
attract a higher level of employee than 
you have had in the past. This will 
allow you to hire people who can han-
dle more decision-making challenges 
on the spot in the field. This will give 
you time to improve customer reten-
tion or work on prospecting. 

If you do not have a system in your 
company to measure and track em-
ployee productivity, now is the time. 
Knowing production levels of each 
crew helps you determine which em-
ployees or crews are most effective. It 
may be surprising for you to learn that 
ind iv idua ls or c rews who always 
come back to the office late may not 
turn out to be the most efficient pro-

duction personnel. Knowing this data, 
you can determine what needs to be 
done to increase productivity or you 
may identify employees who have be-
come complacent or ineff ic ient in 
their work performance efforts. 

Posting production data daily or 
weekly often puts indirect pressure 
on individuals performing under the 
company average to increase their ef-
forts. It is amazing what peer pressure 
can do to help underachievers reach 
higher levels of performance, with 
minimal pressure from management. 

Quality service performance 
Tracking customer service calls, the 
reason for the call, and the technician 
or crew who serviced the property is 
another area which you need to be 
monitoring for 1991. This information 
will provide you with insight into ser-
vice effectiveness and quality. 

Quality control information needs 
to be tracked to increase customer sat-
isfaction and evaluate individual em-
ployee's effectiveness in delivering a 
quality service. Monitoring also iden-
tifies patterns of product or equip-
ment fa i lu re , w h e n and if those 
patterns start to appear. 

Inventory control 
Materials are generally the second-
highest expense category for com-
panies operating in the lawn/ land-
scaping or the design/build segments 
of the green industry. 

This means that paying close atten-
tion to and monitoring these costs 
may improve profitability. 

Unless you 've already done so, 
1991 is the year to pay close attention 
to materials usage. An inventory con-
trol system will increase profitability. 

Comparing the actual product used 
to treat an area against label specifica-
tions is important. In 1990, many com-
pan ies compla ined of ine f fec t ive 
products. Upon investigation, it was 
determined that a lower rate was used 
than that recommended by the manu-
facturer. 

Dump stale equipment 
Companies accumulate equipment. 
Look around your facility and identify 
what equipment has not been used in 
the past two years. If you don't use it, 
sell it now. Turn that dusty equip-
ment into cash. 

Standardize on only one or two 
types of equipment to reduce parts 
needed to maintain equipment. This 
will also make training new employ-
ees easier since there is less equip-
ment to learn. 

Evaluate your equipment to deter-
mine the type of properties you are 
now servicing. Your customer mix 
may have changed over the past three 
or four years. Look for trade-in deals 
and change your equipment to better 
match the current property needs. 

Look at the books 
If you are unable to determine the 
profitability of any service, you risk 
losing money on an increase in vol-
ume. Perhaps you have missed busi-
ness in your pursuit of what turned 
out to be unprofitable services. 

Offering fewer services will prove 
more profitable if your total lawn ser-
vice volume comes under pressure. 

Don't let the competitive pricing 
and your quest for higher volume 
cause you to sacrifice profit margins. 

Advisory groups work 
If you have not operated a business 
dur ing tight economic conditions, 
now is the time to call on the experi-
ence of others. 

Most owners have a group of peo-
ple who advise them on the direction 

continued on page 80 



T H E P R O D U C T I O N M A C H I N E 
"HIGH CAPACITY, EXCEPTIONAL TRIMMING CAPABILITY" 

TURF BLAZER 1260 
That's how this machine has been designed! 
The mammoth 126 appetite affords you 75% 
higher capacity than a standard 72 unit. With a 
combination of a 60 mower out front and two 38 
hydraulically operated wings, you are assured 
of picture perfect floatation over berms and 
undulations. With wings strategically located in 
line with drive wheel pivot point, you can achieve 

Manufactured by 

maximum trimming capabilities far superior to a 
72' even under trees and bushes. 
Add to this a field tested, 4-cylinder water-cooled, 
40 HP diesel engine in conjunction with hydro-
static transmission and you have a machine which 
will maximize your return on cost of acre cut. 
Contact your local HOWARD PRICE distributor for 
a demonstration on your turf. 

18155 Edison Avenue 
Chesterfield, Mo. 63005 



QUICKIE-QUIZ 
Post-emergence weed control 
ED. NOTE: Answers to all questions can be/oundin this month's Post-emergence Weed Control Guides for 
Warm and Cool Season Grasses. 

1 . Unlike pre-emergence herbicides, post- 9 . Established dallisgrass can be controlled in 
emergence control products can be applied as bermudagrass or zoysiagrass with repeat 
"spot treatments" or on an "as needed" basis, applications of: 
directly to a weed infestation. a. 2,4-D 

a. true b. Sencor 
b. false c. MSMA or DSMA 

d. Image 
2 . Even low rates of most post-emergence 

1 0 . can be used in warm-season herbicides are harmful to newly-sprigged or 1 0 . can be used in warm-season 
sodded warm-season turfgrasses. turfgrasses for yellow and purple nutsedge 

a. true control. 
b. false a. DSMA 

b. Sencor 
3 . Which of the following have a good tolerance c. 2,4-D + diclorprop 

to MSMA and DSMA: d. Image 
a. carpetgrass 

1 1 . Roundup is classified as a: b. centipedegrass 1 1 . Roundup is classified as a: 
c. bermudagrass a. amine 
d. St. Augustinegrass b. ester 

c. non-selective 
4 . Mowing schedules need to be coordinated with d. surfactant 

post-emergence herbicide applications. A 
1 2 . Why are amines most effective when used in general recommendation is to delay mowing: 1 2 . Why are amines most effective when used in 

a. one day before or after application the spring? 
b. three to four days before or after a. the price is low during spring 

application b. the product is less volatile 
c. 48 hours before application c. the weed is most susceptible to control 

5 . Two applications of MSMA H- Sencor are 1 3 . According to research, Dimension's ability to 
necessary to control goosegrass. The best control crabgrass declines: 
interval is: a. when the temperature rises 

a. three to four days b. when tillers number four or more 
b. five to seven days c. under high humidity 
c. two to three weeks d. when spray volume is low 
d. seven to 10 days 

d. when spray volume is low 

6 . 
1 4 . Nyctinasty refers to: 

6 . The tolerance of warm-season turfgrasses to a. A leaf's reaction to light 
post-emergence herbicides decreases at air b. The ability of a plant to absorb chemicals 
temperatures greater than: c. The chemical similarity between esters 

a. 75 degrees and amines 
b. 85 degrees 

1 5 . The LD50 of Roundup is: c. 90 degrees 1 5 . The LD50 of Roundup is: 
a. 5600 mg/kg 

7 . Single applications at high rates generally b. 7200 mg/kg 
cause more turfgrass injury than repeat c. 1500 mg/kg 
applications at low rates, 

a. true 
d. 4700 mg/kg 

b. false 1 6 . The more lipophilic the leaf surface: 

8 . 
a. The prettier it looks 

8 . The effectiveness of most post-emergence b. the easier it is to apply chemicals 
herbicides is better when rainfall or irrigation c. the more difficult it is to retain water 
does not occur for hours after droplets 
application. d. the more resistant it is to disease 

a. eight to 10 
b. 10 to 12 
c. six to 24 • *9i iq sx te n iq ei -O'Zl 'o i l 
d. 48 îp'Ol -O'Q ÎB Z Jo g :p g iq-fr i3 £ iq'Z 1*1 :SH3MSNV 



Subscription 
Fax 

Complete this form 
today and fax it to: 

218-723-9433 

I wish to receive (continue receiving) LANDSCAPE MANAGEMENT free of charge: 
YES • no • 

Signature 
Name (please print) 
Title 

Date 

Phone No. (. 
Your Firm's Name -
Business Address 
City State. Zip 
Do you wish to receive promotional materials? YESD NOD 

1. BUSINESS & INDUSTRY 
My primary business at this location is: (Check only one in either A, B, or C) 
A. LANDSCAPE/GROUND CARE AT ONE OF THE FOLLOWING TYPES OF FACILITIES: 

0005 • Golf courses 
0010 • Sports complexes 
0015 • Parks 
0020 • Rights-of-way maintenance for 

highways, railroads & utilities 
0025 • Schools, colleges & universities 
0030 • Industrial & office parks/plants 
0045 • Condominiums/apartments/housing 

developments/hotels/resorts 

0050 • Cemeteries/memorial gardens 
0060 • Military installations & prisons 
0065 • Airports 
0070 • Multiple government municipal 

facilities 
• Other type of facility (specify) 

B. CONTRACTORS/SERVICE COMPANIES/CONSULTANTS: 
0105 • Landscape contractors (Installation 0135 • Extension agents/consultants for 

& maintenance) 
0110 • Lawn care service companies 
0112 • Custom chemical applicators 
0125 • Landscape architects 

horticulture 
• Other contractor or service 

(specify) 

C. SUPPLIERS 
0205 • Sod growers 
0210 • Dealers, distributors 

• Other supplier (specify) 

2. WHICH OF THE FOLLOWING BEST DESCRIBES YOUR TITLE? (Check only one) 
10 • EXECUTIVE/ADMINISTRATOR—President, owner, partner, director, general manager, 

chairman of the board, purchasing agent, director of physical plant 
20 • MANAGER/SUPERINTENDENT—Landscape/ground manager, superintendent, foreman, 

supervisor 
30 • GOVERNMENT OFFICIAL—Government commissioner, agent, other government official 
40 • SPECIALIST—Arborist, forester, architect, consultant, agronomist, pilot, instructor, 

researcher, horticulturalist, certified specialist 
50 • OTHER TITLED AND NON-TITLED PERSONNEL (specify) 



JOBTALK 
Best-made tees: well-drained and roomy 

Tees with lots of elbow room make it easier to control wear and tear from 
side to side and front to back. 

Sand below the playing surface eliminates compaction, provides adequate 
tee drainage. Thicker soil on the slopes directs moisture towards the drain 
tile. Better drainage means easier mowing. 

There are two ways to "tee off" golf-
ers: provide them with lush, spacious 
well-drained tees, or subject them to 
matchbook-sized tee surfaces with 
compacted soil. 

Jim L a t h a m s o r t a ' t h i n k s t h e 
former is the better way to go. 

An agronomist with the USGA 
Green Section, Latham has seen the 
best and the worst the industry has to 
offer, and says the worst tees are 
brought about by a combination of 
poor cultural practices. 

Start with drainage 
Latham says that the best tees are 
well-drained, with a sand subsurface 
across the entire tee. "This way," he 

Broken ball tees 
are a sure sign of 
rock-hard, compacted 
soil. Add water, ASAP. 

explains , "as the tee is watered , 
moisture goes into the sand and off in 
all directions. The shoulders, made of 
heavier soil, direct water toward the 
drain tile. 

"The better the drainage off the 
s lopes , " con t i nues Latham, " t h e 
easier the slopes are to maintain" with 
heavy mowers or aerators. 

Be on the lookout for more broken 
ball tees than usual; they're a sure 
sign of thirsty, rock hard soil. 

Shift the wear around 
When bui lding tees, remember : the 
wider the tee, the easier it is to shift 
wear and tear from side to side as 
well as f rom f ront to back. Th is 
might be harder to do on No. 1, since 
that ' s usually the smallest tee on 
the course. 

Latham quotes the USGA specs 
for tees: "for p a r 4 o r 5 holes, we like 
to see abou t 100 s q u a r e fee t for 
every 1000 rounds played; with par 
threes , about 200 square feet per 
1000 rounds . It t akes tha t m u c h 
space to keep up with the t raff ic 
over the long hau l . " 

No trees on tees 
Tees are for people. Large trees, when 
too close to tees, might just as well be 
weeds. 

Especially, says Latham, with the 
cool-season grasses. They can't han-
dle shade, traffic and competition for 

nutrients simultaneously. 
If you suspect a root is robbing the 

turf of nutrients, but do not want to 
remove it, Latham recommends root 
pruning. 

Let the poa alone 
Latham takes a pos i t ive ou t look 
when it comes to Poa annua on tees. 
If a tee has some poa established, 
says Latham, " w h y not capitalize on 
it, and give it hell. Over-water it, 
over-fert i l ize it, aerify it, do some-
thing with i t ." 

Shrubbery surrounding a tee might 
look good, but it's not considered a 
wise practice as it impedes air flow. 
"And without that air movement," 

says Latham, "we don't get evapora-
tion. It's not giving the tee the neces-
sary cooling effect," so important dur-
ing warm weather. 

Rye is recommended 
Latham believes perennial ryegrass is 
"terrific" for cool-season tees. 

"It comes up fast, produces well, can 
be cut at any height and looks pretty 
good if you seed them heavily enough." 

When seeding new tees, Latham also 
recommends rolling the seed after it's 
put down to guarantee soil contact. 

"It 's such a simple thing," says 
Latham, "but so many times, a super-
intendent forgets to do it." 

And don't forget to aerify. LM 



FREE LITERATURE 
Mail in the coupon below for further information 

or call 414-225-2222. 

I Please send me further information LM-M 
' • Milorganite's Specialty Fertilizer Program 

• Milorganite's Iron — Technical Bulletin 

ADDRESS 

I 
I CITY STATT TT? 

; i 2 
| THOSE» 
I Mail to: Milorganite • P.O. Box 3049 Milwaukee. W7 53201-3049 

NATURAL ORGANIC 

Milorganite 
FERTILIZER 

America's 
Number One 

Natural 
Organic 

Fertilizer 
• Many of the finest parks and grounds 
in America are fertilized with Milorganite. 

m Non-buming, cost-effective, turf fertilizer. 

• Rich in organic iron — 4% minimum 
guaranteed. 

• 90% Water Insoluble Nitrogen (W.I.N.), slow 
release nitrogen promotes vigorous growth. 

• Supplies humus and improves water holding 
capacity of soils. 

• The golf course choice. 

Circle No. 117 on Reader Inquiry Card 



PRODUCTS 
New mid-size rider full 
of finer features 
From the Grasshopper Co. comes a 
new mid-size rider mower with 44- or 
48-inch cutting decks and a variety of 
features. 

Model 614 runs via a direct drive 
dual-hydrostatic system and dual le-
vers for easy control. The model also 
boasts of zero-turning radius. 

Among optional attachments are 
i n c l u d e d an e i g h t - c u b i c - f o o t 
grasscatching system, a 48- inch 

multi-purpose dozer blade and a 48-
inch snow thrower. 
Circle No. 191 on Reader Inquiry Card 

State-of-art spray 
truck now available 
Neelco Industries, Inc. introduces its 
premier lawn spray truck line with its 
Premier model. 

The truck, featured at the National 
Pest Control Convention in 1990, a 
500- gallon baffled fiberglass holding 
tank and eight hp Wanna Hydra Cell 
pump. 

The vehicle is designed for easy 
access to all valves including sight 
gauge for the drop tank, pressure 
gauge and the remote starter switch 
for the pump engine. 

The vehicle comes equipped with 

300 feet of half-inch hose spray mounted 
on the side and spooled on a Hannay 
electric reel. Neelco can custom build 
spray equipment to specifications. 
Circle No. 192 on Reader Inquiry Card 

Two irrigation system 
controllers proving popular 
Weather-Matic Co. says its two new 
LawnMate Controllers are being well 
received by irrigation specialists. Don 
Thompson, director of Weather-
Matic's marketing and sales depart-
ment says operation ease is one reason 
for the good reception. 

LawnMate Controllers feature a 
nine volt standard alkaline battery 

which automatically turns on in the 
event of power failure. Programs and 
clock time are uninterrupted for a 
week with the back-up system. 

Thompson says LawnMate instal-
lation time is lessened because a 
lower panel is removable allowing ac-

cess to the field wiring terminal block. 
The unit is equipped with keyhole 
mounting. 

LCS information display includes 
time, date, watering days, program 
values and days of the week. Rocker 
switches are used for all program-
ming. 

Two models are designed for seven 
and 12 stations. 
Circle No. 193 on Reader Inquiry Card 

Complete diesel engine 
line available in U.S. 
From L o m b a r d i n i U . S . A . , Inc. 
comes a complete l ine of diesel 
motors including both air-cooled 

and liquid-cooled models. 
Liquid-cooled engines range from 

10 to 48 hp; air-cooled models from 
four to 110 hp. 

Lombardini says the engines, en-
gineers for the construction indus-
try, are backed by a nationwide 
distributor, dealer and service sys-
tem. 
Circle No. 194 on Reader Inquiry Card 

continued on page 70 

Tree Projector < 
DEVELOPED AND USED BY PROFESSIONALS. 

Protect trees from permanent damage and possible death caused by string trimmers 
and lawn mowers. • One-of-a-kind cushioning shape. • Available in two colors to blend 

with nearly any landscaping. • Ultraviolet protected to prolong product life. 
• Expandable by linking two or more together for larger trees. Seconds to install. Reusablel 

Call now for the name of your local representative or retailer. 
1-800-628-7689 

SUMtmLANDSCAPING INC. • 3259 Terminal Drive • Eagan, M N 55121 • 612-454-9511 



Now, after years of exacting test reports, 
pre-commercial "225" comes to you as 

the elite, Category 1 Kentucky bluegrass 

YEAR 'ROUND QUALITY 
Classic demonstrates high 

quality texture from early spring 
to winter throughout tne 
traditional bluegrass belt. 

EARLY STAND 
STRENGTH 

Classic produces strong plants 
that withstand early growth 

abuse, demonstrates 
developmental strength in both 

irrigated and drylandconditions. 

HIGH DENSITY 
Test reports indicate Classic's 

ability to produce a highly deni 
stand and excellent percent of 

living ground cover all year Ion: 

PEST RESISTANT 
Classic demonstrates good 

resistance to leaf spot, crown rot 
and rust. Classic demonstrates 
resistance to stripe smut, snow 
mold, stem rust and Fusarium 

blight. Classic is tough. 

UNIFORM & STABLE 
Classic offers the genetic 

capability to remain true to the 
variety. Aberrant growth is 

extremely low. When vou plant 
Classic, you get Classic. 

BRIGHT, DEEP GREEN 
COLOR 

Texture and color of Classic 
provide a handsome pleasing 
growth. Color is brignt, deep 
green. Classic proves highly 

compatible in turf-seed blencls. 
Classic is a sward of beauty. 

EARLY GREEN-UP 
Classic comes on strong in the 

spring with early green-up, 
retains its color well into the 

winter season. 

Call or write your seed supplier. 
Ryj^ Ask for Classic facts. 

PETERSON SEED 
COMPANY, INC. 
P.O. BOX 346 SAVAGE, MN 55378 

Reactor Inquiry Card 



PRODUCTS from page 68 

Turf colorant now 
comes in tablet form 
Becker-Underwood, Inc. now manu-
f a c t u r e s i ts p o p u l a r Turf Mark 
colorant in tablet form. 

The tablet is designed for use with 
most common backpack sprayers. 
Each tablet treats one to two gallons of 
spray solution. The tablets dissolve 
without agitation. Pond and fountain 
water may also be colored with the 
product. 

The Turf Mark colorant mixes 

w e l l w i t h a l l w a t e r s o l u b l e 
pesticides and fertilizers. 
Circle No. 195 on Reader Inquiry Card 

New waterproof splicer 
simplifies electric joints 
King Irrigation Products now offers a 
"one step" waterproof splicer which 
may be used on all low voltage sys-
tems where such a joint is desired. 

Filled with a waterproof gel, the 
one-step wire connector can accom-
modate most common wire sizes from 

three No. 22s to 4 No. 12s. King says 
use of the wire connector eliminates 
need for red, yellow, orange and blue 
or gray connectors. Once wires are 
passed through the cap, they are 
coated with a sealant. The connector 
is twisted for final sealing. 

King says typical uses include resi-
dential and commercial outdoor light-
ing, fountains, waterfalls and marine 
and dock uses. 
Circle No. 196 on Reader Inquiry Card. 

Adustable nozzle 
provides flexibility 
The popu la r Toro St ream Rotor 
nozzle now comes in a more adjust-
able version, the company says. 

The first adjustable Stream Rotor is 

adjustable in the 16- to 30- foot range 
without changing nozzles. The new 
nozzle fits all bodies. 
Circle No. 197 on Reader Inquiry Card 

Clear bottle eases 
absorbent product use 
From the Finn Corporation comes clear 
plastic bottle packaging of Hydro-Gel A 
1000C; granules which soak up to 400 
times their weight in water. 

Finn says the plastic bottle also is 
equipped with a special shaker and pour-
ing onto an affected area is an easy task. 

continued on page 72 

Have them both! Rich, green Turf Type Tall Fescue gives you the 
beauty you want with a minimum of care. 
Excellent for lawns, play areas, parks, airfields, roadways, golf 
courses and industrial sites. 
Proven disease resistant, Oregon Grown Tall Fescue seed 
produces an adaptable, weed free turf that not only persists 
through summers and winters, but maintains its beauty. 
Insist on Tbrf Type Tall Fescue seed grown in Oregon 

.. For more information contact your seed dealer, or write to: 

OREGON TALL FESCUE COMMISSION 
'J ! 866iaincaster Or. Salem, Oregon 97301 - ; \ 


