
Demanding more
and paying less.

That’s intelligent.

Pocket one of our instant 
prizes. See what you won at
www.rainbird.com/PocketTheSavings

TALK TO YOUR
SALES REP OR 
DISTRIBUTOR

*Based on 2010 U.S. Rain Bird® and Hunter® List Pricing e� ective September 1, 2010.

Rain Bird® 1804 Sprays: 
Save more than 35% over 
Hunter® PROS-04 Sprays*

Hunter 
List Price

$335

Rain Bird List Price

$215

Save more than 35% with the industry-leading quality of 
Rain Bird® 1804 Sprays. From the co-molded wiper seal to the stainless 
steel retraction spring to the five-year trade warranty, the dependability 
of the 1804 Spray cannot be beat. With a new, lower list price, neither can 
its value. Putting performance in the ground and savings in your pocket. 
That’s The Intelligent Use of Water.™

That s intelligent.

Save more than 35% with the industry-leading quality of 
Rain Bird® 1804 Sprays. From the co-molded wiper seal to the stainless





Always read and follow the label. The DuPont Oval Logo, DuPont,™ The miracles of science™ and Acelepryn® are trademarks or registered trademarks of DuPont or its affi liates. 
Copyright © 2010 E.I. du Pont de Nemours and Company. All rights reserved.

Make a statement with DuPont™ Acelepryn® insecticide.
Evolve your business with DuPont™ Acelepryn,® the latest advancement in grub control. One 

application provides unparalleled performance against every turf-damaging white grub species as 

well as key surface feeders. The Acelepryn® Application Advantage delivers timing that fi ts every 

grub preventative treatment program. Acelepryn® also provides effective control of key insect pests 

infesting landscape ornamentals. And, Acelepryn® is the fi rst and only grub control product to be 

granted reduced-risk status by the U.S. EPA for application to turfgrass. Customers will appreciate 

the excellent environmental profi le and the exceptional performance of Acelepryn,® while you’ll 

benefi t from a reduced number of costly callbacks. DuPont™ Acelepryn.® Start an evolution.
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With the new customer rewards program from Dow AgroSciences,
you get more. More products. More solutions. More cash back in your
pocket. We offer one of the most comprehensive portfolios of Turf &
Ornamental products in the industry, so you can prevent problems
before they ever happen. And earn more on your purchases. When
you need a proven solution for your Turf & Ornamental business, you
can count on Dow AgroSciences. That’s The Power of MORE™. To learn more about The Power of MORE,
visit www.powerofmore.com or contact your local distributor or Dow AgroSciences sales representative.

GET MORE WITH THE POWER OF MORE™.
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You should be. It’s time to rethink your power choice. It’s time you  

think Subaru. 
 

Subaru’s new EA Engines will outperform and outlast any engin in its 

class. Its a revolutionary new 100 percent original design that features 

advanced chain-driven overhead cam (OHC) technology and its leaving 

outdoor power equipment everywhere wanting one. Don’t be left green 

with 

 

Change the way you think about engines.  
Visit subarupower.com/engineenvy to learn more.

Green with engin  envy?e

s u b a r u p o w e r . c o m / e n g i n e e n v y

engin  envy.e



EDITORIAL STAFF

Editorial Director  Marty Whitford  216/706-3766  |  
mwhitford@questex.com
Editor-in-Chief  Nicole Wisniewski  216/706-3735  |  
nwisniewski@questex.com
Editor-at-Large  Ron Hall  216/706-3739  |  rhall@questex.com
Managing Editor  Daniel G. Jacobs  216/706-3754  |  
djacobs@questex.com
Technical Editor  Pete Grasso  216/706-3775  |  
pgrasso@questex.com
Executive Editor  Larry Aylward  216/706-3737  |  
laylward@questex.com
Contributing Editor  Heather Gooch  330/723-3539  |  
hgooch@questex.com
Art Director  Carrie Parkhill  216/706-3780  |  
cparkhill@questex.com

ADVERTISING STAFF

Publisher  Patrick Roberts  
216/706-3736  Fax: 216/706-3712  |  proberts@questex.com
Northern National Sales Manager  Dave Huisman  
732/493-4951  Fax: 732/493-4951  |  dhuisman@questex.com
Southern National Sales Manager  Jason DeSarle 
216/706-3758  Fax: 216/706-3712  |  jdesarle@questex.com
Business Development Manager  Ric Abernethy  
216/706-3723  Fax: 216/706-3712  |  rabernethy@questex.com
Account Executive Classifieds  Kelli Velasquez  
216/706-3767  Fax: 216/706-3712  |  kvelasquez@questex.com

BUSINESS STAFF

Vice President  Kevin Stoltman  216/706-3740  |  
kstoltman@questex.com
Administrative Coordinator  Petra Turko  216/706-3768  |  
pturko@questex.com
Production Manager  Amber Terch  218/279-8835  |  
aterch@questex.com
Production Director  Jamie Kleist  218/279-8855  |  
jkleist@questex.com
Audience Development Manager  Carol Hatcher  
216/706-3785  |  chatcher@questex.com

MARKETING/MAGAZINE SERVICES

Reprints  landscapemanagement@theygsgroup.com  |  
800/290-5460 x100
Ilene Schwartz  Circulation List Rental  216/371-1667
Customer Services  Subscriber/Customer Service
landscapemanagement@halldata.com  |  
866/344-1315; 847/763-9594 if outside the U.S.
Paul Semple  International Licensing
714/513-8614  Fax: 714/513-8845  |  psemple@questex.com
For current single copy, back issues, or CD-ROM,  
call 866/344-1315; 847/763-9594 if outside the U.S.

 CORPORATE OFFICERS

President & Chief Executive Officer  Kerry C. Gumas
Executive Vice President & Chief Financial Officer  Tom Caridi
Executive Vice President  Antony D’Avino
Executive Vice President  Gideon Dean

LANDSCAPEMANAGEMENT.NET  |  NOVEMBER 20108

CLEVELAND HEADQUARTERS

600 SUPERIOR AVE. EAST SUITE 1100  
CLEVELAND OH 44114  800/669-1668



9NOVEMBER 2010  |  LANDSCAPEMANAGEMENT.NET

Ron has been in the Green Industry for 26 years. Contact him via e-mail at rhall@questex.com.

THEHALLMARK
RON HALL EDITOR-AT-LARGE

S
everal years ago when it became 
apparent that my mom was failing, I 
went through a shoebox of photo-
graphs she had accumulated over a 
lifetime that began with a Depres-

sion-era childhood in the Appalachian Mountains 
and will almost certainly end under the loving care 
of my older sister. I sorted, labeled and burned the 
photos onto CDs. Among them were the holiday, 
school and prom pictures of us kids taken 30, 40 
and 50 years ago. I also discovered lots of ancient, 
grainy, black-and-white photos, including 20 or 
so of my mother’s parents, Silas and Lona. Seeing 
them again caused me to stop and re� ect a bit.

Neither of my grandparents ever owned or 
drove a car. They had electricity but not a televi-
sion. They drew their drinking, cooking and clean-
ing water from a well. When nature called they 
retreated to a drafty two-holer behind their huge 
wooden barn. They heated their home with natural 
gas, which their property had in abundance.

My small, birdlike grandmother milked the 
cows, fed the hogs with scraps from the kitchen 
table, collected the eggs from the laying hens and 
often killed, plucked and cooked a chicken for a 
Sunday dinner. My grandfather, tall and rail-thin, 
hauled timber out of the mountains, and planted, 
plowed and harvested corn on the � at bottomland 
below their mountainside home.

Looking at those photographs of my grandpar-
ents, who I loved and who died more than 30 years 
ago, I weighed how remarkably different their lives 
had been compared to mine. Less comfortable for 
sure, but I never got the sense they regarded their 
lifestyle or lot as unusual or unfair. 

They wasted hardly anything, and their impact 
on the environment, including their use of resources, 
such as  water and energy, was small. They used little 
more than they needed.

Few, if any of us, would want  to return to this 
level of sustainability. Likely we couldn’t if we tried. 
Sustainability for my grandparents was simple. 

It was day-to-day living. Our understanding of 
sustainability is vastly more nuanced and com-
plex, beyond even the dictionary de� nition — the 
process biological systems use to remain diverse 
and productive over time. We’ve expanded the 
de� nition to include  our pro� t-driven consumer-
ist economy and address the long-term health and 
growth of our free-market system, as well. People, 
planet, pro� ts, right? 

Indeed, there may be as many interpretations of 
sustainability as there are groups trying to embrace 
it. Some of us view it broadly, and eagerly embrace 
and adopt technology and the products that it has 
provided to advance our business objectives. Oth-
ers, inside and outside of our Green Industry, say 
we’ve become too dependent upon certain products 
that technology has provided. They say that too 
many of us have adopted a short-term, quick-� x 
mindset that is causing damage to our environment 
and to our industry.

Can it be that they’re both right?
Yes, I believe they are.
While our system rightfully rewards innovation, 

and we all greatly bene� t from technology that 
provides us conveniences and leisure unimaginable 
to my grandparents, technology alone is not going 
guarantee that we or our industry will prosper in 
the long term. The example set by Silas and Lona 
in using their meager resources ef� ciently may, in 
fact, be as vital to sustaining our industry . . . as well 
as our society.

Lessons from Silas and Lona

Our understanding of sustainability 
is now being stretched to fit our profit-
driven consumerist economy and address 
the long-term health and growth of our 
free-market system.
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THE HOTTEST SHOW ON THE WEED CONTROL
ROAD JUST GOT EVEN LOUDER.
Only a superstar rolls like this, and you’re about to get a backstage pass to the hottest tour on
the road. It’s the Rock the Weeds Tour featuring Dimension® specialty herbicide, the No. 1
preemergence herbicide brand in the lawn and landscape markets.1 Dimension is cranking up the
volume on tough weeds like crabgrass, creeping woodsorrel, bittercress and many other grassy
and broadleaf weeds. And its nonstaining formulation rocks all season long and delivers outstanding
early postemergence control on crabgrass. On this tour, there are no groupies or wannabes.
It’s brought to you by the company that delivers only proven solutions — Dow AgroSciences.
www.DowProvesIt.com
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