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continued from page 10
target pest while meeting the needs of key customers,” says
Bob York, senior marketing manager for BASF Professional
Turf & Ornamentals, Research Triangle Park, NC. “This is
just good business.”
There are many factors driving this trend:
Regulation requirements. “The regulatory environment,
1 as well the economy, has most manufacturers looking
at ways to maximize the value proposition for the end-
user — while making the most efficient use of the active
ingredients,” explains Roger Storey, vice president, turf
and ornamental business, SePRO Corp., Carmel, IN.
Environmental concerns. This is often the root cause
behind the deregistration of high-use, low-cost com-
pounds that LCOs have used for decades, points out Adam
Manwarren, turf and ornamental product manager for
FMC Professional Solutions, Philadelphia. This is driving
replacement products that embrace lower use rates.
Improved technologies. Manufacturers better under-
3 stand the synergistic affects of various active ingredients
today. While LCOs have historically tank-mixed products
on their own, manufacturers are now combining just the
right amounts of various combinations and selling these
continued on page 14

4MN%

More marketing
dollars

WANTS AND NEEDS

If you could convince the powers that be to
support your team with just one of these,
which would it be?

41%

More sales
representatives

Between wanting the additional marketing dollars r\ q
to promote existing and new products and the ‘ ‘
extra sales reps to sell them, pesticide and fertilizer
manufacturers were torn. An equal number (41%)

chose each as the one thing they'd request more of

if they could pick one. — NW/
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~—__ ~Systems

Outdoor Insect Control

We are actively seeking
Landscaping Professionals
to sell, install and

service our innovative
outdoor misting systems
that effectively control
mosquitoes and other
annoying insects.

Great margins and recurring revenues!

1-866-485-7255
WWW.MISTAWAY.COM
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SO IFYOU TAKE AWAY ALL OF THE TOOLS THAT LAWN
CARE PROFESSIONALS CAN USE, | BELIEVE THERE'S GOING TO BE

UPROAR AMONG THEIR CUSTOMERS.”

How long does a
Corona last?

We’l!let you
know when
we find out.

You shouldn’t have to buy a tool twice.
Get it right the first time with a Corona,
built tougher than any on the market.

CORONRN

coronaclipper.com 800-847-7863
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continued from page 12 s )
new products at a cheaper rate than
buying the two products on their own.
“Sure, anyone can read two labels,
put them in a tank together and go,”
Manwarren says. “But it’s quite another
thing to come up with a combina-
tion of two existing actives in just the
right ratio that reduces the total active
ingredient and takes care of multiple
problems at the same time. If it’s one
plus one equals two, that isn’t so special.
But if we can make one plus one equal
three, then we’re creating something
different and innovative.”

More IPM. Manwarren points out

the use of integrated pest manage-
ment (IPM), the practice of avoiding
blanket applications in favor of scouting
for problem pests and then treating
only those areas, is also teaching LCOs
they can cut back their product use rates
and get similar results in the landscape.

The ultimate goal is efficiency and

efficacy. As Jose Milan, head of strategy
for Syngenta Lawn & Garden, Greens-
boro, NC, explains, “it’s about provid-
ing value-driven solutions.”

Under pressure

During the eight years under President
George W. Bush’s watch, the pesticide
industry didn’t see much drama on the
regulation and legislation fronts.

But the situation “is going to get
worse: The Obama administration has
all but said so,” says Mike Bandy, tech-
nical/regulatory manager, turf products,
The Andersons, Maumee, OH. “Their
strategy seems to be focused on making
it harder and harder for people to use
our products. There’s not a lot of recog-
nition of the values we provide.”

continued on page 17



The Chemical Company

Always read and follow label directions.
© 2010 BASF Corporation. All rights reserved.
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DUPONT" ACELEPRYN"@.;? e S
+ANDERSONS FERTILIZATION

A Single Application Feeds Turf While Controlling
Grubs AND Surface Feeding Insects

Acelepryn Insecticide has been receiving performance
validation from independent university researchers since
2003. Acelepryn is a proven, innovative performer:

e Highly effective — all season long — against every major turf damaging white grub
species...even at the lowest application rate (0.1 Ib ai/acre) ever utilized.

e |t's gentle on the environment and has low impact to bees and wildlife at labeled rates.

e Controls key surface feeding ornamental and turf insects.

Now, The Andersons offers Acelepryn in combination with four different premium fertilizer

formulations:  22.0-8 50% NS-54 SGN 215 0-0-8 MOP SGN 215
22-0-8 50% NS-54 SGN 150 0-0-8 MOP SGN 150

The Andersons Acelepryn + Fertilizer Combination Products offer the newest class of
technically advanced insecticide with premier nutrient formulations.

For more information, contact your distributor or your Andersons Territory Manager at 800-253-5296.

N The <<z

Andersons §

©2010 All rights reserved.
®The Andersons is a registered trademark of The Andersons, Inc.
DuPont™ and ACELEPRYN® are trademarks or registered trademarks of DuPont or its affiliates and are used under license to The Andersons, Inc.
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53%
The economy 12%
Lowball/competitors

COVER STORY

BUSINESS
BARRIERS
AND
BREAKS

What is your biggest business obstacle?

23%

Legislators

and
regulators

6%
None of
6% the above

All of the above

What's your top
business opportunity?

6%
None of
the above

82%

Innovating
and
expanding
into new
120/0 chemic_al
Cutting categories
costs

More than half of lawn care pesticide and fertilizer manufacturers pointed to the
economy as their largest business obstacle this year.

One of the key reasons is price. Product price competition has been driven
by economic challenges, points out Jason Kuhlemeier, manager, insecticides,
Bayer Environmental Science, Research Triangle Park, NC.

Manufacturers are competing in this challenging environment through
continued product advancements. An overwhelming majority (82 %) point to in-
novating and expanding into new chemical categories as their biggest business

opportunity this year. — NW

continued from page 14

The trend troubles pesticide manu-
facturers, who listed it as their second-
biggest business obstacle after the
economy in a recent Landscape Manage-
ment survey.

“People have become accustomed
to living in a pristine, clean, healthy
environment,” Milan says. “They don’t
realize that to maintain these environ-
ments, they need the products and
services Green Industry companies
provide. They get misinformation on
the issues, and they vote based on their
emotions versus knowledge or science.”

Increased concerns about protecting
water from runoff and leaching have
prompted government officials to pay
closer attention to the Green Industry,
Novak explains.

Q“ £

~

“Most of the scrutiny is not founded
on science, but lawn care professionals
face new regulations that restrict the
type, application timing and amount of
chemicals that can be used to maintain
green, healthy turf and plants,” he says.

What will solve the problem? Many
suppliers, like Mark Urbanowski, senior
marketing specialist, turf, ornamental
and technical products, Dow AgroSci-
ences, Indianapolis, point to “sound
regulations based on sound science.”

“Certainly, there will continue to be
pressure on all segments of the indus-
try,” says Brian Rund, director, brand-
ing and marketing services, Nufarm
Americas, Burr Ridge, IL, “but we’re
confident that good science — often
generated by several parties working
together — will prevail.”

View an interactive demo at | &
www.rainbird.com/WR2

Changing your fortune
by changing your
wireless rain sensor.

That’s intelligent.

The NEW Rain Bird®
WR2 Wireless Rain
Sensor: fast, one-person
installation. You don't

have to be a wizard to save
time and labor costs. The
Rain Bird® WR2 Wireless
Rain Sensor has a versatile
mounting bracket, signal
strength indicators on

both sensor and controller
interface and intuitive
programming. Cutting
installation time in half with
a wireless rain sensor that
stacks the deck in your favor.
That's The Intelligent Use
of Water™

RaN I BIRD.
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Give your customers the lush color and durability they're looking for—without applying synthetic chemicals, manures,
chicken waste or bio-solids. Available in bulk, our granular Converted Organics™ 8-1-4 formula is proven to be more
effective than other organic and synthetic fertilizers, yet it's 100% safe for children, pets and wildlife. And because
our manufacturing process is eco-friendly, Converted Organics™ fertilizers are helping reduce greenhouse gases too.

Converted
Organics

© 2010 Converted Organics Inc. All rights reserved.

PROFESSIONAL TURF &3 RESIDENTIAL &3 AGRICULTURE




COVER STORY

View an interactive demo at | &
www.rainbird.com/WR2

Changing your fortune
by changing your
wireless rain sensor.

That’s intelligent.

\ Need to do more
% with less?Try one of
these formulations.
Suppliers share how
they work and provide
a few words from the
® real experts — the people
who actually use the
products in the field. l"f

-
Oar .

$ 0.0

The NEW Rain Bird®
WR2 Wireless Rain
Sensor saves precious
water. This revolutionary
wireless rain sensor has
programmable rainfall set
points and a Quick Shut-Off

AGRIUM ADVANCEDTECHNOLOGIES

Loveland, CO

1. Spread it & Forget it
(fertilizer/pesticide combination)

2. Precise 2 feature that saves up to 35%

g on water usage. A reliable
Spread it & Forget it & sensor signal transmits

allows users to apply up to 40% less nitrogen weather data to actively

per year. This new controlled-release fertilizer, manage the controller’s

available with preemergent herbicides for crabgrass control, gradually feeds irrigation schedule. Producing

lawns and professional turf for six months or more with just one application. lush, beautiful landscapes

By combining season-long fertilizer with preemergent crabgrass control, the while conserving water. That's

added efficiency leads to saved time and money, or essentially to doing more

: The Intelligent Use of Water™
with less.

“With just one application in the spring, the turf still looks
beautiful after all these months. Doing one application of Spread it & Forget it
would help me save 50% to 60% on labor, fuel, products and everything. Plus,

one application is better for the environment — there is less leaching into the PAIN&BIRDL

soil with this product.” — Don McCauley, owner, Don McCauley Landscape Design

ILLUSTRATION BY: ISTOCK INTERNATIONAL INC.

more profiles, page 21
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HELLO HUSTLER
GOODBYE REGRET

1 Seriously. Go ride any of our competitors’ mowers and then visit
'« your local Hustler dealer for a demonstration on a Hustler zero-
turn mower. They sell themselves. And you end up with a
beautiful lawn, minimal maintenance and nq regrets.

—| S

\ AND (HECK OUT THE WORI.D’S FIRST ALL-ELECTRIC
ZERO-TURN RIDING MOWER

NO GAS, NO OIL,

NO FLUID, NO BELTS,
NO FILTERS, NO FUMES,
NO MESS

HUSTLER 'l
v’ | ‘. 3 ;7’5 4 o ,’




