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ASSOCIATION NEWS
Valann Budischak
Executive Director, D.N.L.A.

Greetings! Hope this finds all of our members
enjoying a busy and prosperous season.

The DNLA is starting from the “ground up”,
and getting down and “dirty”, at this year’s
annual Summer Turf and Nursery Expo. The
event, to be held on Wednesday, August 16™ at
Jonathan’s Landing Golf Club, will feature
exhibitors and some outstanding speakers. And,
as you’ve probably guessed by now, our talks
will be focusing on soils. Gordon Johnson
(UD) will simplify the often confusing process
of Soils — Testing, Interpreting & Correcting.
Dick Pack (Grizzly’s Landscape Supply &
Services) and Greg Binford (UD) will identify
and discuss the soil types in our area, and the
various soil amendments on the market in their
talk entitled, Soils and Soil Amendments. Last,
but far from least, the ever-popular duo of Tracy
Wootten and Jay Windsor (UD) will challenge
us with a weed identification and control
problem-solving workshop. In a nutshell:

TOP 10 REASONS TO ATTEND THE DNLA

SUMMER TURF & NURSERY EXPO

1. It’s a great opportunity to take a much-
needed breather from the blur of the
summer.

2. Visit with exhibitors — see their products and

new equipment. You may not have had time

to go to their place of business. Now they’re

coming to you.

Visit with industry friends.

Hear from some outstanding speakers.

5. Obtain a pesticide credit and a couple of
nutrient management credits.

6. Golfers can join their friends and associates
for our Annual Golf Tournament.

7. Non-golfers —it’s only half a day! If needed,
you can put out all work-related fires in the
afternoon.
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8. If you’re going to sweat anyway, you might
as well have fun doing it.

9. WEVE GOT GOOD FOOD!

10. WE’VE GOT BEER!

Keep the Landscape Awards in mind
throughout the summer. Applications go out
in the beginning of September. The deadline
for entries is September 28™. We encourage
any/every member to submit an entry!

Other News:

The DNLA website is being loaded with
information and data. It’s a long-grueling
process but it’ll be great when it’s done! Please
stay tuned. Thanks for your patience!

On a more somber note, the DNLA would like
to express their deepest sympathy to the John
Ellingsworth family. Mrs. Rebar, John’s
mother-in-law, passed away in May. She will
be sorely missed.

NEW CNP’s:

Jill Wright

Wright’s Lawn Care & Landscaping, Inc.
Landscape Specialist

Jami Rohl-Hill

All Seasons Nursery & Garden Center
Garden Center Specialist

Greenhouse Production Specialist

Rodman Gross
Pettinaro/Concord Nurseries
Landscape Design Specialist

Welcome New Members:

Active Members
Streevy’s Landscaping
2002 Harrison Avenue
Wilmington, DE 19809
(302) 420-0849




U of D NEWS
Susan Barton, Extension Specialist

The Ornamentals Research Expo has been
scheduled for September 14 from 4 to 7:30 PM
at the UDBG. This traditional September
evening is designed to showcase University
research, current important industry topics and
the plants and gardens of the UDBG. This
year’s theme is the “Urban/Wildlife Interface.”
We plan to discuss both attracting desirable
wildlife and avoiding undesirable pests. The
evening will begin at 4 PM with registration and
exhibits (Backyard Wildlife Habitat Program,
Backyard Composting (and how the new yard
waste ban will affect you), Ornamental Insects
Quiz, Fire Ant Issue, Plants for a Livable

Delaware, Sudden Oak Death Survey and more).

We plan to offer two tours—one of Doug
Tallamy’s suburban biodiversity research plots
and one focusing on the new All American
Selections (and other cool new plants) in the
UDBG led by Bob Lyons. We will also have a
pest walk (one pesticide recertification credit
will be provided) led by Bob Mulrooney and
Brian Kunkel (our new Extension [PM
Specialist). Dinner will be subs, chips and
cookies. AND of course we will have the plant
give-away with John Frett describing underused
woodies and perennials that we’d like to get out
into the industry. Everyone will be welcome to
take home a few plants, try them in the nursery
or garden and report back on how they perform.
The cost for this event is a mere $10. You
should be receiving a flyer in August.

We are also planning to have several Fall Short
Courses including:

Ornamentals Diseases and Their Control* -
September 18 and 20 — Fischer Greenhouse,
Newark, DE, Bob Mulrooney, 3:30 — 6 PM ,
($10)

Landscape and Turf Weeds and Their

Control* - October 3 — Kent County Extension
Office, Dover, DE, Gordon Johnson, 3:30 — 6
PM and October 5 - Fischer Greenhouse,
Newark, DE, Steve Hart, 3:30 — 6 PM, $10 (or
$5 for one session only)

Ornamentals Insects and Their Control* -
October 10 —12 — Research and Education
Center, Georgetown, DE, Dewey Caron and
Brian Kunkel, 3:30 — 6 PM ($10)

*5 pesticide credits will be awarded for
attendance

Composting Yard Waste: An Alternative To
Landfills - Starting in January, legislation will
be prohibiting yard waste material from entering
Delaware landfill areas. Composting biomass is
one option of reducing this 'waste' material into
a soil amendment. Participants will learn more
about the legislation and alternative methods to
continue the collection of biomass, but with a
more environmental sound and economical
outcome.

September 11 - Kent County Cooperative
Extension office, Dover Conference rooms #109
& #110, Dot Abbott, 6- 8 PM, ($5)

September 18 - Carvel Research & Education
Center, Georgetown, Carvel Conference Room
#3, Dot Abbott, 6-8 PM, ($5)

September 25 - New Castle County Cooperative
Extension office, Newark (their new location)
Dot Abbott, 6-8 PM, ($5)

Another great offering this fall is from the
UDBG:

Asters: Autumn Stars and Their Companions
Lecture by Jeanne Frett, Research Horticulturist,
Mt. Cuba

Wednesday, September 6, 2006
7:00 — 8:00 p.m.




Join Jeanne Frett in an illustrated lecture to learn
about the best asters for the fall garden. Mt. Cuba
studied 56 aster types and chose the best for
growing in the mid-Atlantic region. You’ll learn
about flower color, height, culture, diseases, pests,
and bloom period. Lecture open to the public;
registration required. Refreshments served. Also
receive 1 copy of the color research report entitled
Asters for the Mid-Atlantic Region: Performance
Evaluation and Recommendations for Landscape
Use at the lecture.

Cost: Free to UDBG Friends’ Members; $5
Nonmembers

Location: Room 132 Townsend Hall, University of
Delaware, 531 South College Avenue, Newark DE
For registration information, please call (302) 831-
2517

Plants will be available for sale at the UDBG
Friends Florabundance Plant Sale, Saturday,
September 9, 9:00 a.m. — 3:00 p.m. For a plant list,
go to http://ag.udel.edu/udbg/plantsale/pdf/fall.pdf

DIANTHUS NAMED PERENNIAL PLANT
OF 2006

Dianthus gratianopolitanus ‘Feuerhexe’
(Firewitch) has been the 2006 Perennial Plant of
the Year by the Perennial Plant Association,
recognizing it for outstanding performance and
versatility in the garden. Commonly known as
carnation, Sweet William or cheddar pink, the
species has annual, biennial and perennial
varieties that bloom in shades of white, pink and
red. Firewitch has evergreen foliage that is
bluish-gray that contrasts with the hot pink
blooms that first appear in the spring and may
rebloom in the summer and fall if spent flowers
are removed. This alpine perennial, which
reaches a height of 8 inches, is hardy from zones
3-9 and will perform in a sunny location with a
well-drained neutral to slightly alkaline soil.
Mature Dianthus can be propagated by division
before or just after blooming in the spring.

MARKETING TIPS FROM TIAN BALDWIN
Kathy Severbeck,
Horticulture Management Associates

Gardening is no longer the #1 pasttime in this
country, partly because Baby Boomers are more
interested in their pensions and retiring than
they are in their Penstemons, according to lan
Baldwin, a consultant to garden centers,
nurseries and professional organizations for the
past 25 years. Meanwhile the next generations
see gardening as a project related to property
value and not as a hobby or past time. Now
more than ever, a manager must reduce sales
risks and develop strategies for the next ten
years that will ensure success.

With an emphasis on retail garden centers,
Baldwin began with an overview of the market.
The typical consumer, according to Baldwin has
a distrust of retailers and service providers.
They do not expect garden centers to be
unbiased and they are only as good as the last
visit. These consumers tend to remember the
negatives more than the positives. They often
have more information than those they buy from
because of the Internet. The public, according
to Baldwin, has high expectations and high
stress — often self-induced! Personal debt is at
an all time high in July, which was a zero
savings month by many consumers, who have a
desire for self-indulgences, and rewards because
they feel they deserve them. Many desire to
own a home. Today, 70 percent of Americans
own a home and the demand continues to rise.
Landscaping business is expanding very rapidly
because of home ownership and low interest
rates in the real estate market. More young
people are buying their first home ten years
before their parents did.

The next generation is very different from the 76
million Baby Boomers whose spending drove
the garden business for decades. Baby Boomers
are saving for retirement, downsizing homes or




traveling. Garden activity is no longer central to
their lifestyle, but outdoor living is. The core
customer is changing. Baby Boomers saw
garden centers as a partner in the progress of
developing their gardens. The next generation
wants first time project success or they will give
up and go elsewhere, determined to get the
result they want. The process does not interest
them. It is the end product.

The life style of this generation is different from
the Baby Boomers. Four landscapes projects
Baldwin predicts will become important in the
next decade.

1.Property enhancement — one-time project,
high status, low work. Hire out the lawn
work.

2.Family area for ball games, play, pets

3.Entertainment area — patio or deck as an
extension of the home; Outdoor living is the
latest trend.

4.Retreat area — 29 percent of American
homeowners work from the home and they
want an area with privacy, peace, wildlife or
good views from the indoor desk.

Outdoor living is a lifestyle that is currently very
popular. National retailers, cheap money and
the media are inspiring consumers to expand
their homes outdoors. Although time spent in
the garden has dropped from 15 hours to 6 hours
a week, homeowners want the landscaped look
but they see gardening as a means to achieve
this end rather than a leisure activity, Baldwin
said. The next generation places considerable
value on their personal time and they want
projects done quickly. They go into debt more
easily and do not see money as a barrier to the
projects they want. These young homeowners
that Baldwin interviewed said they see their
home as an investment to build personal wealth
and not as a place to put down roots and plant a
garden.

Baldwin said not to underestimate the emerging
homeowners and to take advantage of these new
trends. These lifestyle style changes mean
retailers should position products and home
improvement projects based on how they will
increase the value and resale potential of the
home. New product development is essential.
Young homeowners want options and they want
products that reflect their personal style. They
want information at the point of sale that will
help them make the right product selection in
the store. Focus on reaching young
homeowners via improved packaging, in-store
displays, and demonstrations. Open lines of
communication are essential. More than ever
garden centers need to sell a vision and solution
not just products.

Several methods of appealing to this consumer
Baldwin said is to create a series of outdoor
living rooms, cross merchandising the various
departments in the store by developing displays
such as
e Front/rear patio, front porch outdoor
artwork
e Family/pets/wildlife sanctuary
e Pools/spa surrounds that flaunt luxury
e Tuscan/Provencal/Florida Keys “look”
(use travel books for ideas)
e Indoor-outdoor reading areas
e Patio for the wired or wireless
e Backyard Vacation/holidays at home
e Qasis of peace and relaxation

These new trends give retailers a huge
opportunity to sell hard and green goods as the
heart of the outdoor living business. It may
mean, however, Baldwin said they may have to
reduce the wide selection and varieties of one
plant when the new customers want the retailer
to tell them which one they need to plant. It
may mean a reduced selection of “hobby”
products like fertilizers, chemicals and less
duplication of brands and line. Employees will
need to sell projects not just a product and may




need to be cross-trained to meet this new
demand. They will need to inspire the
customers with the end result and less with the
process. The approach will be less “how to
grow... and be a more consultative selling one.
They will be required to sell a vision and
solution, not products.

Garden centers could become landscape project
centers. Baldwin states that the emphasis will
be on the projects and the sellers need to stress
changes of success and the increased value in a
short amount of time. He suggests using mature
plants in demonstration sets. They can show a
project in phases but the results need to be
gorgeous in as little as one year, not five.

Baldwin predicts that current spending could
double from @$2,000 to $4,000 a year on
gardening-related items, projects and services in
the future. Retailers need to quote the projects
at a do-it-yourself price and a do-it-for-me price.
Realizing that the next generation is more likely
hire it out than do it themselves, a smart retailer
will partner with a bank to offer easy terms.

This new strategy is logical, achievable and very
promising. It offers a higher gross margin and
return on investment, Baldwin said. It will
make the independent retailer less vulnerable to
the box stores and cookie cutter landscape
design-builders. But Baldwin warned that it
will take time to convert retail centers and it
may take the selling team out of their comfort
zone. There will be costs — employees,
customers, capital investment and sleep at first.
But as the market moves so do the smart
market-driven companies.

Reprinted from VNLA News, March/April
2006.

BITTERCRESS (CARDAMINE SSP)
MANAGEMENT IN NURSERY
PRODUCTION
Jeffrey F. Derr, Weed Scientist, VA Tech

Bittercress is a common and troublesome weed
species in nursery production, especially in
containers. Previously, the plant was identified
as hairy bittercress, although now it appears that
there are different species that infest nurseries.
Work done by Glenn Fain, James Altland, and
Timothy Reinhart suggests that in landscapes, C.
hirsuta is the predominant species. In
containers, however, there may be multiple
species, including C. scutata (Japanese
bittercress), C. flexuosa (flexuous bittercress,
woodland bittercress), and possibly C.
oligosperma (little western bittercress). The
landscape species identified as hairy bittercress
exhibited pubescent leaves and 100% of the
flowers had 4 stamens. By comparison the
leaves of all other taxa were glabrous and 100%
of the flowers had 6 stamens. The bittercress
species that infest field production thus may be
different than the ones that invade container
production. More genetic research is needed to
identify the bittercress species infesting
container nurseries.

Hairy bittercress is a winter annual, commonly
germinating in fall and flowering in late winter
or early spring in the field. It has a basal rosette
of lobed leaves, small white flowers, and is a
member of the mustard family. Bittercress
species are essentially year-round problems in
container nurseries, though, probably due to the
frequent irrigation, which creates a cooler,
wetter environment that favors growth of this
weed. Bittercress is a common weed in
greenhouses, including propagation, which also
contributes to the problem in containers
maintained outdoors. The cigar-shaped seed




pods forcefully expel seed when mature,
throwing seed 3 to 6 feet. Since newly-shed
seed can germinate, allowing a few bittercress
plants to flower can rapidly lead to an
infestation throughout the nursery.

Through a grant from the Virginia Nursery and
Landscape Association, I evaluated control
options for bittercress. The species I worked
with in my container trials has been tentatively
identified as C. flexuosa (flexuous bittercress). I
tried to include hairy bittercress, the species I
see in field situations, in these trials but it did
not grow well in a pine bark-based medium,
supporting the contention that different
bittercress species infest container versus field
situations.

In my preemergence trials, the most effective
treatments for flexuous bittercress control were
Snapshot (2001b/acre rate), Gallery, Dimension,
and Goal. These four herbicides provided
essentially 100% bittercress control. BroadStar,
Snapshot (1001b/acre rate), Pendulum 2G,
Ronstar, Surflan, and Pennant Magnum gave
fair to good control, ranging from 74 to 88%
control, Rout, OH2, and Regal O-O game lower
control, which was surprising since these 3
granular products contain the same active
ingredient as in Goal. Perhaps coverage was an
issue with the granular products, which would
be especially important in light of the high
bittercress population I had in my trial. I have
seen good to excellent control of bittercress in
earlier trials with Rout, Regal O-O, OH2,
BroadStar, and Ronstar. Other products that
gave unacceptable control include Kansel +,
Barricade, and Regalkade.

In my postemergence trials, Goal, SureGard,
Image, Manage, Plateau, and Matrix gave
essentially complete control. QuickSilver,
Gallery, Basagran, Spartan, and Ronstar WP
significantly reduced bittercress growth but did
not provide the level control seen with the

previously-mentioned postemergence
herbicides. Goal and SureGuard primarily fit
conifer production. I am currently evaluating
the potential for Manage (now called
Sedgehammer) in nursery crops. More data on
nursery crop tolerance is needed for the other
treatments in my postemergence trial.

Control of bittercress is therefore easiest in
conifers, where a number of preemergence (both
sprayable and granular) as well as
postemergence options are available. In most
other woody ornamentals, Gallery would be a
sprayable option for preemergence control,
while the granular products such as Ronstar or
Snapshot could also be used. Gallery could also
be utilized for control of small bittercress plants.
Bittercress control is most difficult in
herbaceous nursery crops, were most of the
broad-spectrum products cannot be used, and
the dinitroaniline herbicides like Surflan and
Pendulum do not provide complete control.
Utilize Gallery or Snapshot in those herbaceous
perennials where tolerance exists. Otherwise,
sanitation and hand-weeding become more
important for bittercress management in
herbaceous plant production.

Recommendations for Bittercress Management

e Control bittercress in propagation and in
gravel areas around containers

e Utilize a premergence herbicide such as
isoxaben (Gallery, Snapshot) where
possible

e Hand-weed, reapply preemergence
herbicides on a regular basis

e In dormant conifers, Goal or SureGuard
provide postemergence control

e QGallery applied early postemergence is
an option in certain other nursery species

Reprinted from VNLA News, March/April
2006.




FORMULATION IMPACT ON
HERBICIDE PHYTOTOXICITY IN
CONTAINER MEDIA
Jeffrey F. Derr, Weed Scientist, VA Tech

Dinitroaniline herbicides are widely used for
weed container in container and field nursery
production. This group includes the herbicides
prodiamine (Barricade, Factor, RegalKade),
oryzalin (Surflan), pendmethalin (Pendulum,
Corral), and trifluralin (Treflan, Preen). They
are the primary preemergence herbicides in
production of perennials, and are the base
product for weed control in woody nursery
species. They also are components of broad-
spectrum combination herbicides, including
Rout, OH2, and Snapshot. Although they are
widely-used in nursery production, growers still
have concerns about phytotoxicity to their crops.
Concerns are expressed primarily at root growth
suppression, although stem development at the
soil line is also of concern. Research by Ms.
Lori Simmons and me has shown that the
dinitroaniline herbicide pendimethalin leaches
to a greater extent in a pine bark-based growing
medium than in field soil. Thus, the potential
for damage to crop root systems is greater in
container production.

These products are generally available in
sprayable, as well as granular form. Different
sprayable formulations are available for certain
chemicals. The type of formulation used may
also impact leaching potential, thereby affecting
crop tolerance, especially root development.
Newly-developed microencapsulated
formulations may respond differently in
containers than emulsifiable and water
dispersible granule types. Besides impacting
nursery crop root development, these
formulations may differ in their weed control
properties. Formulations that leach to a greater
extent would be expected to provide lower weed
control, as well as a shorter length of residual
control.




Through a grant from the Virginia Nursery and
Landscape Association, we conducted trials to
determine the importance of herbicide
formulation on weed control and tolerance in
pansy. We utilized various formulations of
pendimethalin, including the emulsifiable
concentrate (EC), the water-dispersible granule
(WDQG), the granular (2G), and the newest form,
the microencapsulated Pendulum AquaCap.
These formulations were compared to Snapshot
and the sprayable formulations Gallery and
Dimension EC. One container trial used
established plants of the pansy variety ‘Crystal
Bowl Mixed’. In terms of weed control, the
effectiveness of Pendulum formulations was
EC>WDG>2G>AquaCap. In terms of
flowering, pansy flower counts was 2G>
AquaCap>WDG> EC. At the higher rates,
Dimension, Pendulum EC, and Snapshot gave
good to excellent control of common
chickweed, annual bluegrass, and hairy
bittercress. Other treatments gave lower control
of one or more species. Herbicide injury did not
show up until later in the trial, Pendulum EC
and Dimension EC caused the greatest reduction
in pansy flowering, with both herbicides
reducing pansy flower count by 70% or greater.
Pendulum 2G and Snapshot caused no reduction
in pansy flowering in this trial.

In another trial, the pansy variety ‘Universal
Plus Beaconfield’” was used. All treatments
except Gallery significantly reduced annual
bluegrass stand, with Dimension and Snapshot
providing complete control. Most treatments
except Pendulum 2G reduced pansy flower
count and caused visible injury. Greatest
reduction in pansy flowering was seen with
Dimension and Pendulum EC, with both
herbicides causing 80% or greater reduction in
flowering. In this trial, Snapshot and Gallery
reduced flowering in pansy, while these
chemicals did not reduce flowering in the other
pansy trial. Either there are varietal differences

in pansy response to isoxaben-containing
products or some other factor such as
environmental conditions at treatment caused
the differences between the 2 trials.

In trials with azalea, we demonstrated that
sprayable applications of pendimethalin can
directly reduce shoot growth separate from any
impacts on root growth. The results we
observed in pansy are consistent with the azalea
findings, since granular forms caused less injury
than sprayable ones. The reduced flowering
observed in pansy from sprayable formulations
is probably due to foliar absorption and
subsequent injury.

Conclusions/Recommendations

e Utilize granular dinitroaniline herbicide
formulations in sensitive crops,
especially in herbaceous species

e Sprayable formulations generally
provide greater weed control than
granulars, though, probably due to
coverage issues

e Avoid overtop sprays of emulsifiable
concentrate (EC) formulations in nursery
crops

e Water-based and dispersible granular
formulations cause less injury than EC
forms

Reprinted from VNLA News, March/April
2006.




OUT OF BUSINESS

Look at this picture (Editor’s note: Obviously
we don’t have a picture next to this article—use
your imagination). Take a close look to the
right of the doors. It’s every business owner’s
worst nightmare: a ‘Space Available’ sign where
there was once a working business.

Unfortunately, it happens all the time, and I'm
not just talking theory here — there’s an actual
story behind this photo.

This now-empty store is right next to a Japanese
restaurant my wife and I go to for dinner. About
eight months ago, we went there to eat, and as
we were walking back to our car, I noticed that a
new home goods store had opened next to the
restaurant. I made the mistake of actually
mentioning this to my wife, and before I knew
what was happening, she had turned around and
was halfway across the street walking towards
the store.

When we got inside, we both had the same
reaction — ‘They’re going to be out of business
in six months.” Here’s why:

The store looked like a miniature version of a
‘Bed Bath & Beyond’ or ‘Linens ‘n Things’
store. It had a lot of the same types of products
as these larger stores, just a lot fewer of them,
and in a much, much smaller space. But there
was absolutely nothing special or unique about
anything they carried.

Oh, did I mention that there actually is a Bed
Bath & Beyond store not five minutes away in a
strip mall with significantly more traffic?

Bottom line: there was nothing special about the
store’s location, about what they sold, and about
how they promoted themselves. In other words,
they were a commodity. A common, garden-

variety, ‘widget,” interchangeable with 50 other
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identical widgets. And all other things being
equal, people will buy a commodity where it’s
cheapest, where they can find the best variety, or
where it’s most convenient.

In discussing the concept of the Unique Selling
Proposition (USP) in one of my live
‘Outrageous Marketing’ programs, I gave the
example of this store, along with my prediction
that it would be out of business in about six
months.

One of the participants, in an blatant attempt to
‘brown nose’ the instructor and win one of the
many prizes I give away, asked, ‘If they brought
you in to help with their marketing, what could
you do for them?’

It was actually a very good question. I thought
about it for a few seconds and then answered,
‘Nothing. That store is doomed from the start.’

Fast forward to last Friday, when we went out to
dinner at the Japanese restaurant with some
friends. As we were leaving to walk towards the
car, I glanced back over my shoulder to take a
look at the store and saw what you now see in
that picture: a ‘Space Available’ sign in the
window, and bare shelves inside the store.

I felt bad for the owners - a young couple who
had almost certainly invested their life savings
in their ‘dream’ of owning a small home-goods
store. But they violated one of the cardinal rules
of marketing.

The only reason you should be in business — any
business — is to offer something special to your
customers. Something unique. Something
uncommon. Something that sets you apart from
everyone else in your market. And...something
your customers truly need. Unfortunately, this
store violated all of these requirements.

If you want to make a New Year’s resolution,




then commit to looking at everything you offer
in your marketplace and make absolutely certain
that there’s a clear USP that sets you apart from
everyone else in your field.

Because I’d hate to see a picture of your
business that looks like the one up above!

Ron Rosenberg shows businesses how to get
more customers than they know what to do with
and how to keep them for life.

Visit www.drive-you-nuts.com to receive our
free e-mail newsletter, In A NutShell. © 2005
QualityTalk. All Rights Reserved.

Thanks again for being a valuable part of the
Drive-You-Nuts community! QualityTalk, Inc.,
Raleigh, NC, 27614, 919-488-9107. Reprinted
with permission.
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EVALUATING NURSERY IRRIGATION
SYSTEMS: UNIFORMITY OF WATER
APPLICATION
Tom Fernandez, Dept. of Horticulture,
Michigan State University

Water regulations have not hit Delaware but all
nurseries should work to adopt practices that
will improve water use efficiency. Improving
irrigation efficiency and uniformity will also
improve plant production and possibly reduce
costs, and there are some very simple
procedures that any nursery can do to evaluate
and improve their irrigation systems. This
article will discuss uniformity of irrigation water
application.

It is important to determine the uniformity of
irrigation systems since a higher uniformity of
water application results in more similar
delivery of water to all plants within an
irrigation zone. Water use efficiency increases
as water application uniformity increases.

Distribution Uniformity (DU) is a term used to
express water application uniformity. The
higher the DU, the more uniform the water
application. A low DU, below 60%, indicates
unequal distribution of irrigation water, while a
high DU, over 80% indicates that water is
applied fairly evenly to all of the plants in the
irrigation zone. You should attempt to have
your nursery’s DU over 80%.

Testing DU of overhead irrigation systems is
easy to conduct and requires no special
equipment. All that you need is a minimum of
16 straight-sided catch containers and a ruler.

As long as the cans are straight-sided, they can
be of different types (width or height). You can
use more than 16 cans but keep it in multiples of
four, it will make the math easier.

Distribute cans evenly throughout the irrigation
block to be tested. Run your irrigation system




for 1 hour. Measure the depth of water in each
can and record it. The average application rate
for this block is the sum of all of the depths
divided by 16 or 0.8 inches/hour. To determine
the DU, take the lowest ¥4 of the measurements
and take the average: (0.6 +0.6 + 0.6 + 0.7)/4 =
0.6; DU equals the lowest Y4 of the
measurements divided by the average
application rate times 100: (0.6/0.8) x 100 =
75%.

Remember that we want a DU greater than 80%
and our example has a DU of 75%. There are
several factors that could cause a poor DU,
some of which are easy fixes and others are
more difficult. The easy fixes are:

1. Inadequate irrigation system operating
pressure for the nozzles being used.
Sprinkler heads come with pressure
specifications regarding pattern and
distribution, usually a fairly large range. If
the pump is supplying too much or too little
pressure, then the nozzles will not perform
properly. Adjusting the delivery pressure at
the pump will solve this problem. If the
pump pressure has to be high to supply other
irrigation blocks, in-line pressure reducers
can be used and are inexpensive. If the
pump pressure cannot be increased further,
then the irrigation block is too large and can
be split into smaller blocks.

2. Improper selection of nozzles. Instead of
adjusting the pump pressure, different
nozzles can be selected with pressure
specifications that fit what the pump
delivers. Also, all nozzles within a block
should ideally be from the same
manufacturer with the same distribution
patters (the same model).

3. Changes in system components over time.
Nozzles wear out pumps become less
efficient, pressure regulators fail. Proper
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maintenance is essential and components
should be serviced or replaced when they no
longer meet specifications. Nozzles are the
easiest and least expensive to replace and
will change more rapidly than other system
components. Find a nail or piece of wire
that fits snugly into a new nozzle and check
older nozzles to ensure that it still has a snug
fit. As nozzles wear, the fit will become
poor and the nozzles should be replaced.
We will discuss pump and pressure
regulators in future articles.

4. Nozzle clogging. Nozzles get clogged with
a variety of objects, from stones to insects.
Usually you can easily see what is clogging
the nozzles and remove the item with a wire
or take the nozzle off and clean it.

5. In-line filters. Some of the smaller
overhead nozzles have filters just before the
nozzle; clean these out regularly.

6. Wind. Irrigation systems should be
designed with regard to prevailing winds.
Increasing the overlap can increase DU for
established systems that were not properly
designed for prevailing winds.

7. Improper selection of pipe diameters.
This is the most expensive mistake to
remedy. Replacing above-ground pipe is
relatively inexpensive but replacing buried
pipe is costly. In some cases, minor changes
in system design can solve the problem.

Testing DU is the first step in improving the
overall efficiency of irrigation systems. The
next article will discuss determining DU for
microirrigation systems and future articles will
be about overall system efficiency.

The preceding article was reprinted from The
Michigan Landscape™, July 2006.




UNDERSTANDING THE MARKETING
MIX: CREATING A RECIPE FOR
SUCCESS
Phil Harwood

It has been said that the majority of money spent
on marketing is completely wasted. While this
may be an overstatement, we’ve all witnessed
marketing efforts that failed to connect with us.
Super Bowl commercials certainly come to
mind but small businesses are just as guilty of
spending lots of money on ineffective marketing
campaigns.

The marketing dilemma is not whether or not to
market, but how. After all, every business needs
to market their products and services — it is not
optional. In the long run, no business in a
competitive environment can survive without
marketing. The difficult question to answer is,
“How can we make the most of our marketing
investments?”

The Marketing Plan

One of the most important steps that a business
can take is to create a marketing plan. A
marketing plan forces a business to access its
internal and external environments. It assists
with the development of goals and provides
direction for the organization. Marketing plans
may be developed formally by a team or may be
simply decided upon by the person responsible
for sales and marketing. Regardless, marketing
plans are an important tool to generate business
growth.

The marketing plan will only produce a
satisfying result if it is consistent with overall
strategic objectives. In addition, the marketing
plan must be supported financially on a long-
term basis. Finally, there must be a
commitment to live and die according to the
marketing plan from all levels of the
organization. If any of these conditions are not
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met, the marketing plan will likely be a waste of
resources, time, and energy.

A marketing plan contains several components.
The primary component is commonly known as
the “marketing mix”. In this article, I will
attempt to shed some light on this important
marketing concept. As you will soon realize,
there is more to marketing than one would think.
My hope is that with a basic understanding of
the marketing mix, you will be inspired to
consider your situation, roll up your sleeves, and
develop a marketing plan for your organization.
In fact, taking on this project may be one of the
most significant things that you do this year.

Many businesses — especially small and medium
size ones — fail to create marketing plans. A
primary stumbling block for many business
owners and managers is lack of knowledge.
Many aspects of marketing are complex and
difficult to fully comprehend. It is human
nature to avoid wrestling with things that don’t
come easy to us. Another stumbling block may
be our own simplistic understanding of what
marketing is. If we think we have the answers,
we won’t seek out more knowledge or ask for
help.

If there isn’t anyone in the organization with
experience in this area, I would highly
recommend that a considerable amount of
research is conducted or a qualified marketing
consultant is hired. A poor marketing plan is
actually worse than not having a marketing plan.
An ineffective marketing plan may squander
precious resources, result in missed
opport6unities, confuse your customers, turn off
potential customers, or even tarnish a business’
reputation.

The Marketing Mix

The term “marketing mix” was coined by Neil
H. Borden, a professor of advertising, to




describe e the blending of various ingredients of
a marketing plan'. The marketing manager may
be compared to a baker who experiments with
different ingredients and quantities in order to
find the perfect mixture. Borden’s list of basic
ingredients includes: product planning, pricing,
branding, channels of distribution, personal
selling, advertising, promotions, packaging,
display, servicing, physical handling, and fact
finding. The marketing manager’s job,
according to Borden, is to decide which
ingredients should be added to the mixture and
in what quantities.

Several other marketing mix models have been
introduced over the years. One o the most
famous was developed by E. Jerome McCarthy,
a renowned professor of marketing. His model
is referred to as the “Four P’s” and consists of
four elements of the marketing plan: product,
price, place, and promotion”. Because of the
simplicity of the “Four P’s” model, it will be
used to provide the structure for the remainder
of this article. As it turns out, Borden’s 12
ingredients fit nicely into the “Four P’s.”

The “Four P’s” model focuses on a specific
group of customers called “target customers”.
These are the prime customers that the business
is attempting to attract in order to meet its
growth and profit objectives. To accomplish
this, the “Four P’s” must be in alignment with
each other as well as with overall strategy. They
should work in unison to attract target
customers. This is the purpose of the marketing
mix.

Product

The first ingredient in the marketing mix is
product. Product is whatever you sell to your
customers and includes all goods and services
offered to the customer. Many businesses offer
both goods and services, even though they may
think of themselves primarily as a manufacturer,
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wholesaler, retailer, or services form. For
example, a retail garden center’s primary
business may be selling plants to homeowners.
But they may also offer landscape design
services, delivery services, installation services,
or warranties. Each of these secondary services
must be considered by the retailer when making
product decisions.

Product also includes product planning, which
encompasses marketing research, research and
development, and product testing. These
activities are focused on attempting to identify
unmet needs in the market — where opportunities
exist. Once these customer needs are
determined, products and services may be
developed or modified to meet these needs.

Many decisions must be made to develop a
product offering. These decisions involve
functionality, quality, branding, packaging,
styling, repairs, warranties, safety
considerations, etc. If a product or service
qualifies for patent protection, the business will
presumably enjoy a period of legal protection.
However, in most cases, patent protection is not
an option and the “first mover” advantage is
relatively short in duration.

Products actually have a life cycle. Products are
created, developed, mature, decline, and
eventually become obsolete. Some products
have a lengthy period of prime years, while
others move quickly from birth to retirement,
depending on many factors. Regardless, we all
must be aware of where our products and
services are in their life cycles. Of course, many
of us are selling products and services with a
lengthy life cycle and don’t have to worry about
such considerations on a daily basis.
Nevertheless, we should remain vigilant about
changes in our markets that will affect our
livelihoods. For example, when VCR’s first hit
the market they were very expensive. The first
buyers were tech-savvy people with plenty of




disposable income. As manufacturing capacity
ramped up, prices fell, and eventually VCR’s
became as commonplace in American homes as
TV sets. However, the digital revolution will
soon force VCR’s into obsolescence.

In the landscape maintenance industry, robotic
mowers are being used today on a limited basis.
Just think how the industry would change if
zero-turn riding mowers were replaced by
unmanned robotic mowers? Many of us smile
when we walk by the robotic prototypes at the
trade shows but will we be still be smiling if the
industry is transformed by these machines and
we’re on the wrong side of the fence?

Accurate measurement of a product or service’s
success is essential for determining future
product decisions. Without comparative sales
and profit data, we will be at a severe
disadvantage. The garden center should know
the sales and profit margins of each product type
and container size they sell. They should also
be able to compare the sales and profits
produced by each of its auxiliary services. With
this information, they’ll be able to make
informed decisions about which products and
services are winners and which are losers.

Price

Price is what you sell a product or service for.
As simple as this may seem, there is much
complexity involved with determining the
correct prices and pricing strategy. In addition,
there are many legal issues involved with
pricing, with respect to discrimination and
anticompetitiveness. There is a fine line
between cooperation among competitors, which
is legal, and collusion, which is illegal. In
general, any pricing strategy which seeks to
limit competition will not be looked favorably
upon by government authorities.

Price decisions include establishing list prices,
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quantity or payment discounts bundling, as well
as overall pricing strategy. A primary decision
is whether to establish linear or non-linear
pricing. Linear pricing is simply having the
same price for all customers, regardless of the
quantity purchased or who the customer is.
Non-linear pricing is establishing different
prices for various quantities or different types of
customers. Non-linear pricing strategies are
obviously more complex than linear pricing
schemes and they can be illegal in some cases.

Price equates to the total cost of ownership to
the customer. For example, a 2-gallon perennial
from the local garden center may only cost
$14.99 at the store. However, the total cost of
driving to the store to buy it, time and additional
materials required to plant and maintain the
plant (soil amendments, fertilizer, water, mulch,
herbicides, weeding, etc.). As you can see, the
total cost of owning this perennial is ultimately
much more than the original $14.99 that was
paid at the garden center. If the total cost of
ownership is more than the perceived benefit
derived from owning the plant, than the
purchase will not be made.

So how does a business decide on what prices to
charge? Many businesses begin by researching
the competition’s prices for similar goods and
services. They assume that market forces have
determined that these are the correct prices and
establish their prices accordingly. Alternatively,
many service businesses have a pricing strategy
of “whatever the market will bear,” which
translates to “whatever a customer will pay”.
With this strategy prices may be established for
each customer, depending on their unique
requirements.

Microeconomic models exist which allow for
quantitative analysis of optimal prices. The
beauty of the mathematical models is that they
eliminate the trial and error process and make it
possible to determine the best price to charge in




order to maximize profits, which is the ultimate
goal in most cases. All too often, prices are set
too high or too low, resulting in less than
optimal profitability.

Pricing decisions must be consistent with
overall strategic objectives. If a business is new
in a market, it may seek to “buy” market share
by setting their prices slightly lower than the
established competitors. Alternatively, a
business may set prices higher than its
competitors in order to support its claim to be a
premium provider. Prices do tell a story and the
story needs to be consistent for it to be cr