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By Jeanne Svob, Seed Business Manager; and  
Jeff Burkholder, Young Plant Business Manager
It happens every year: You plan and schedule and get your orders 
booked in plenty of time and then…BAM! Along comes a late order 
opportunity that has you scrambling to fulfill. We get it, and we’re 
here to help! This is what we do!
The SHS Griffin Sales and Customer Care teams are ready and 
able to assist. When it comes to sourcing products for last-minute 
needs, our team can’t be beat. Contact the SHS Griffin at-once de-
tectives to access availability from our nationwide vendor network.
Our super sleuths are on the case. With your help, we can increase 
our chances of sourcing success for you.
Contact us as soon as the opportunity arises. The more lead 
time we have, the better. Some vendors reconcile their inventories 
on a “real time” basis so we have an accurate look at their 
availability virtually anytime. Many, though, reconcile only after the 
prior week’s shipments are out the door. Meanwhile, some vendors 
strictly enforce order deadlines for sowing, sticking or shipping 
for the following week. Calling on Tuesday instead of Thursday 
could result in receiving product a full week earlier! Every day – 
sometimes every hour! – helps.
Be as flexible as possible and communicate acceptable  
parameters for substitutions and ship dates. If we know up 
front what’s acceptable to you, we can secure product as soon as 
we find it, eliminating the risk of losing availability while we call to 
check with you. Among the questions to consider:
	 •	 When	do	you	need	the	product?		
  – What is your finish date?  
  – What is your sow or transplant date?
  – Does everything need to ship at once, or can we ship some 
   items later?

	 •	 May	we	substitute	varieties?
  – You want Cocktail Vodka begonias. Could you work with 
   Bada Boom Scarlet or Senator? 
  – You need five trays of Cocktail Mix begonias. Could you  
   accept two trays of Vodka, two trays of Gin and one tray of 
   Whiskey, or maybe five trays of Bada Boom Mix?
	 •	 May	we	substitute	product	forms?
  – You’re looking for four 128 trays in week 13. What if we can 
   only find a 512 plug tray in week 10?
  – You usually use raw seed. Could you work with primed or 
   coated instead?
	 •	 How	flexible	are	you	with	color	assortment?		
  – Is this for a landscape application or a retail promotion that 
   requires a specific series and color, or do you simply need 
   to fill a bench with a good assortment of color?
  – How many different species and colors can you manage?
	 •	 Does	your	price	point	limit	your	selection?
  – Are you looking for quick-crop seed annuals only for an 
   economy 4” promotion or are you doing a premium gallon 
   assortment where anything goes?
	 •	 Which	transportation	method(s)	are	acceptable	to	you?
  – Be clear about which delivery method(s) can work for you.
Growers aren’t speculating as much as in the past; we have to be 
able to snatch up product as soon as we find it. Armed with your 
needs and preferences up front, we’re able to work most effective-
ly on your behalf, empowering you to maximize every opportunity 
that comes your way. 

Tips to make the most of last-minute orders
Watch your mailbox: 

The Griffin 2014 catalog is on its way!*
Each year, we strive to bring you all of the products you need for a successful growing 
season; 2014 is no exception. The new Griffin hard-goods catalog features more 
products from more vendors than ever before.
The new Griffin catalog will be landing in your mailbox soon.*

* Hard-goods catalogs will be sent only to current Griffin hard-goods customers.

Mark your calendars: 
2014 Expo dates are set!

AUG 27-28
w. Springfield, MA

SEPT 16-17
lancaster, PA

NEW PAVENUE!Log on to www.griffins.com 
for more information
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By Rick Yates GGSPro Technical Services Manager; and  
Tami Van Gaal, GGSPro Technical Specialist
When tens of thousands of bees were killed in Oregon this past 
June, following an illegal application of Safari insecticide to Linden 
trees in full bloom, media outlets covered the event from every 
angle. It is easy to understand why: Debate about the role of pes-
ticides in Colony Collapse Disorder (CCD) has been increasing in 
frequency and fervor over the 
past few years. Much can be 
said about this topic, but this 
article is not large enough 
to do it justice. For now, an  
encouragement to seek 
sound science from multiple 
sources will have to suffice. 
Meanwhile, the grower 
community has plenty to consider. It’s a fact that many pesticides 
are potentially harmful to bees. While EPA-approved pesticide 
labels contain information regarding bee safety, the terminology 
used may result in unanswered questions. Education and action 
are needed to enable growers to take the lead in being excellent 
stewards of bees and other pollinators. 
In response to these needs, GGSPro has launched an effort to 
raise the bee safety-consciousness of growers and to help them 
understand and utilize the information that is available. We’ve de-
veloped a simple, effective rating system based on the approved 
label language with the goal of raising awareness, much in the way 
we did several years ago when we began including Mode of Action 
(MOA) codes in our catalogs, bulletins and presentations. The bee 

safety message has already been highlighted in GGSPro presen-
tations in several states, and the first generation of the GGSPro 
Bee Safety Codes will appear in the 2014 Griffin hard-goods cata-
log. Please note that none of our team’s efforts to code and clarify 
bee safety information replace the need for growers to read and 
follow pesticide labels.
The GGSPro Bee Safety Codes convey two important pieces of 
information derived from the pesticide labels. The first is the direct 
toxicity of the product. The EPA uses various terms to describe 
the degree of toxicity of a pesticide when applied directly to the 
bees, which we reflect in the color-coded bee icons shown to the 
left. With so many pesticides in the Griffin catalog, it’s probably 
not a surprise that a few do not fit neatly into the three toxicity 

categories. The blue bee identifies these 
special cases. An example is the insecti-
cide/miticide Kontos. While regarded safe 
for adult bees, Kontos is somewhat toxic to 
immature bees. 
The toxicity designation is an important 
piece of information but it doesn’t tell the 
whole story. The exposure rating defines 
how long the pesticide affects the bees. 
Some products only harm bees if they’re 
present at the time of application. Others 
have a residual effect that would affect 
bees visiting the treated area for some time 
after the application. Others would affect 
bees present at the time of application and 
those exposed to pesticide residues in the 
crop after the fact. Be aware that bees are 
often attracted to weeds blooming in the 
vicinity of the treated crops. These weeds 
should be considered as part of the crop 
for the purpose of protecting bees if they 
have also been exposed to the pesticide.

Bee and Pollinator Safety:
Taking Our Role Seriously

GGSPro Bee Toxicity Key

 Highly Toxic
 EPA describes as highly toxic or very highly toxic to bees

 Toxic
 EPA describes as toxic to bees

	 Low	Toxicity 
 EPA describes as a potential pathogen or with low toxicity  
 to bees

 Special Case 
 Special use notes per label; contact GGSPro for more details
 

GGSPro Bee Exposure Key

1 Toxicity risk through both direct exposure and residual expo-
sure—avoid	treatment	when	bees	are	visiting	the	treatment	area.	
Visiting the treatment area refers to bees that may visit the plants after 
treatment. Bee populations are protected when bees are absent from 
the treatment area both during and following treatment. Avoid use of 
these products when crops and/or weeds are in bloom.*

2 Toxicity	risk	through	residual	exposure	only—avoid	treatment	
when	bees	are	visiting	the	treatment	area.	Visiting the treatment 
area refers to bees that may visit the plants after treatment. Bee  
populations are protected when bees are absent from the area follow-
ing treatment. Avoid use of these products when crops and/or weeds 
are in bloom.*

3 Toxicity	risk	through	direct	exposure	only	—avoid	treatment	when	
bees	are	actively	visiting	or	actively	foraging	in	the	treatment	
area. Actively visiting the treatment area refers to bees you see on the 
plants and pertains to products that do not show residual effect. Bee 
populations are protected when bees are absent during treatment.*

* Adapted from Protecting Pollinators: Why and How Pesticide Applicators Can Help Them, 
  NAPPC, 2010

The next step is to make use of the information that 
has been provided. For example, TriStar SL is an 
insecticide that is very toxic to bees; therefore, it 
receives a red bee icon (see left). However, TriStar 

SL’s effect is short lived and is considered non-toxic to bees three 
hours or more after treatment. Therefore, the red bee includes a 
“3”, indicating that the toxicity is through direct exposure only. 
Honeybees and bumblebees generally begin their foraging activ-
ity around sunrise and complete their work by early evening. By 
applying TriStar SL to blooming crops after the bees have ceased 
their activity for the day, it is possible to utilize this product without 
the bees ever being exposed to the toxic effects.  This is just one 
example of how the bee toxicity and exposure information can be 
used to control pests and protect bees.

GGSPro believes that our industry will be highly motivated to take 
steps to protect bees as they learn more about the topic. The  
issue is real: Pollinators are essential to the world’s food supply, 
and the Entomological Society of America says that there are over 
150 food crops in the U.S. that rely on bees and other pollinators.1 
The green industry is expected to lead the way in showing respect 
for the environment that our products beautify, and we won’t let 
them down!
The North American Pollinator Protector Campaign (NAPPC) is 
an organization dedicated to the wise use of pesticides while 
protecting valuable pollinators. GGSPro gratefully acknowledges 
their assistance. Learn more about the NAPPC at www.pollinator.
org.
Endnotes

1 http://www.esa.org/ecoservices/comm/body.comm.fact.poll.html

ABOVE: Queen bee 
and honeybees  
Photo courtesy  
of Matt Libhart.

Education and action are needed for growers  
to take the lead in being excellent stewards  

of bees and other pollinators.

The future of  
horticultural technical 
service has arrived.
GGSPro provides prompt, practical 
and accurate technical support in 
understandable terms to growers, 
in order to enhance crop quality and 
profitability.

Coming Soon: 
Technical Reference 
Guide, 3rd Edition
More than 90 pages of detailed 
technical information, including 
charts and photos. Now updated and 
expanded, featuring a new section 
on fertilizers. Other sections include 
insects, diseases, weeds, biological 
control agents (BCAs) and plant 
growth regulators (PGRs).
Each section is designed to give subject 
identification along with a photograph 
and control recommendations. In 
addition, we've included our popular 
reference charts for insects, diseases 
and BCAs right in the book! These 
charts feature mode of action (MOA), 
active ingredient(s), REI, application 
rates and measurement conversion 
tables.
For more information, log on to 
GGSPro.com
To order, please call 800.659.4346
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the way in showing respect for our  

environment; we won't let them down!
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By John Johnston, Retail Education 
Manager 
Whether you have the space or ability to 
produce your own plants and flowers, 
every retailer knows the importance of 
great plants to drive sales and profits 
throughout the season. We’ve come a 
long way since the basic black pot! But, 
with many sources from which consumers 
can purchase plants, competition is fierce. 
Your methods to entice plant sales are 
as important as any preparations for the 
selling season.
How does the retailer rely upon the grower 
for their selling needs? Is their relationship 
a true partnership? Without much prior 
knowledge of the process, I set out to learn 
more about what matters most to retailers 
when working with their growers.

My first stop was to visit with Steve Mo-
stardi from Mostardi’s Nursery in Newtown 
Square, Penn. In business for almost 30 
years, Steve believes differentiation is key 
to attract and retain customers. Reading 
about new varieties and sourcing them 
from his growers becomes a full-time job 
for his plant manager. Mostardi’s staff 
works diligently, sourcing from multiple 
suppliers in the tri-state region of Penn.-
N.J.-Del., to make their store different from 
anyone else’s.
But, it’s harder to purchase from growers 
that offer few new varieties and can’t fulfill 
every in-season need. Mostardi’s has little 
contact with their suppliers in-season, 
except for the availability list sent every 
weekend.
More planning and assessing are needed 
to address the changing trends among 
consumers. Steve noted that, at a town hall 
meeting during the 2013 OFA Short Course, 
much of the discussion centered on how 
growers work with IGCs and box stores. 
Box stores appear to demand advance 

planning to stage and schedule for their 
plant needs and promotional plans. As an 
industry, we need to connect better!
It’s understandable that, without some buy-
in by the retailer, the grower grows what he 
feels he can successfully sell. It’s always 
“first come, first served.” Steve mentions 
that even branded plants can turn up in 
any retail establishment; breeders do little 
policing to keep an IGC-only plant with 
independents. It seems everyone wants a 
piece of the plant business.
It was fascinating to see how Knock Out® 
roses transformed with the rose world. 
Retail assortments used to include a 
huge selection of unpatented, old-school 
favorites and current, patented AARS (All-
America Rose Selections®) winners. Today, 
the Knock Out brand DOMINATES sales! 

Everything is geared toward EASY. Success 
is priority number one for consumers (and 
breeders)! Growers adjusted to what they 
can reliably sell, but there has to be more 
to expanding our sales and offerings today.
Primex Garden Center in Glenside, Penn., 
has been in business since the mid ‘50s. 
Partnerships with their growers help 
Primex identify new plants and expand 
their offerings far beyond a typical box 
store. Communication is crucial to Denise 
Kammer, the plant buyer at Primex. Each 
partnership includes a series of meetings 
at regular intervals to exchange ideas, 
discuss trends and consider new varieties.
Denise also looks for value-adds from her 
grower partners. One offers great service 
and turnaround along with the ability to 
exchange plant carts. Others offer flexible 
deliveries, critical for a retailer with a small-
er display area.
Brett Karp, sales representative with SHS 
Griffin offers several suggestions to better 
the retailer-grower partnership. He advises 

local growers to offer a yearly recap meeting to define what did 
or didn’t work at retail. Every region differs in what sells and how 
retail combos perform. Growers can plan ahead and benefit just 
as much as retailers when comparing notes.
Brett recommends that retailers network with growers that show-
case trials, like Lucas Greenhouses in Monroeville, N.J. Local  

growers might 
miss out on car-
rying some inter-
esting varieties 
but, reinforced by 
some retailer feed-
back, they might 
be more willing to 
offer newer variet-

ies or brands. I couldn’t agree more. Joe Stoffregen, president of  
Homewood Nursery in Raleigh, N.C., grows 25,000 poinsettias 
and gets as much information back from the public as he does 
from their plant suppliers. The “People’s Choice” voting helps 
them develop new strategies and prepare for next year’s sales 
quantities by analyzing consumer input.
How does a grower prepare each year for their retail customers? 
Ken Ruch is general manager with George Didden Greenhouses in 
Hatfield, Penn. Ken’s team works hard to educate their customers, 
updating their website database to include everything they grow. 
They share information from a variety of industry sources, including 
regular visits to the Landisville trials. The business strives to grow 
great plants at a fair price and to provide a “working” relationship 
with their customers to add value to their offer.
We must continue to find ways to expand plant selections and 
develop more collaborative relationships to attract and retain 
consumers. The entire Griffin team stands ready to help! With 
our SHS Griffin team promoting the newest genetics, GGS Pro 
helping you grow better, Griffin providing you growing materials 
and supplies, and the newest division, Garden Market, promoting 
a huge assortment of consumer retail goods, we’re here to serve 
as your partner for growth. May 2014 bring you good health, much 
happiness and prosperity!

Every retailer knows the importance of great plants  
to drive sales and profits throughout the season.  

What matters most to retailers when  
working with their growers?

Retailer and Grower Relations:
What Matters Most?

RIGHT: Grower trials, like this one at Lucas Greenhouses in Monroeville, N.J., 
provide a valuable networking opportunity for both growers ad retailers.

More planning and assessing are needed  
to address the changing trends  

among consumers. As an industry,  
we need to connect better!



By Pam Fischer, SHS Griffin Claims Specialist

You open your plug shipment in mid-February 
and your plants resemble Popsicles.
You open your poinsettia shipment in July to find 
liners that look like creamed spinach.
Your geranium seedlings are blooming pink  
instead of red.
You receive a shipment and notice several empty 
cells with no plants.
You’re paying invoices and notice a pricing error.
Do any of these nightmares sound familiar to you? 

By John Johnston,  
Retail Education Manager
We’re not talking about the popular 
Led Zeppelin song from the ‘70s; 
instead, we’re making sense of 
today’s in-store retail efforts to reach 
the customer and capture their  
attention. One of the most overlooked 
capital improvements by owners today 
is “investing” in their store’s “brand” 
by spending money to communicate to 
their customers. Manufacturers stopped 
providing free signs long ago. With less 
garden center associates selling in the 
aisles today, your store signs are your 
number-one tool to SELL your customers. 
Independent garden centers have long 
been concentrating on distinguishing 
themselves by showing a product mix 
that differentiates them from the box 
stores. However, today’s consumer is 
constantly changing and evolving into a 
different shopper that is starved for time 
and gaining newer ways to determine 
their buying needs. As an industry, we’ve 
made great strides in manufacturer 
packaging and use of color, but have 
ignored ways to improve, introduce or 
upgrade our own in-store signage. What 
makes your product a must-have for 
today’s gardening consumer?
Every market research company reports 
how consumers have turned to the 
internet for store content, product ratings 
and product information. One report 
claims that 72 percent of consumers 
research their purchase via smart phone 
prior to their retail buy. Time is important 
to the new-age consumer, as well as 
technology. In the store, speed is equally 
important in many instances. Speed 

is measurable by time plus distance, 
isn’t it? If you’re a retailer, it’s time plus 
distance equals sales opportunity 
(and increased sales)! Retail success 
is predicated on store penetration and 
holding customer interest longer. Point-
of-decision sales are equally important 
to communicate better (and faster) to 
customers to make a purchase. No more 
fine print and excessive wording are used 
today to be successful. This has been 
replaced by brighter colors, bolder and 
larger fonts, strategic placement and, 
most of all, consistency and repetition 
throughout the store. While it’s a strategy 
to provide a colorful, carnival-type look 
in your store with signs at every level and 
staged everywhere, you’re more than 
likely providing an overkill of signage. The 
consumer can’t possibly concentrate on 
anything relevant and tends to block out 
the overload. There has to be a purpose 
and a plan for communicating.
For time’s sake, here are some simple 
suggestions to use when planning 
out next year’s store signage needs. 
Review your store signs for condition, 
consistency and placement. Examine 
your space by starting from just inside 
the front entrance and repeat at every 
opening. Can you see your signs? Can 
you read them effortlessly?
To make it manageable, maintain three 
levels for your signs. The top level should 

be for movement and be large enough 
in size and text to see from a distance. 
This helps customers quickly determine 
where they are and where they need to go. 
Some key examples include: Entrance, 
Exit, Nursery, Greenhouse, Customer 
Service, Rest Rooms, Registers, Café, 
etc. Also, your use of Clearance can 
benefit from higher positioning, for 
viewing from a distance by customers.
The middle level contains specific 
departments or categories. These 
examples include: Annuals, Perennials for 
Sun, Perennials for Shade, Evergreens, 
Roses, Shade Trees, Flowering Shrubs, 
Azalea, Grasses and Vines, Vegetables 
for outside areas…Chemicals, Solutions, 
Lawn Care, Pottery, Seed Starting, 
Houseplants, Wire and Supports, 
Watering Products, Tools, Fence and 
Edging, or possibly a seasonal event 
or display like Electrics or Wreaths & 
Garlands. It may also include major 
brands that YOU want to communicate, 
e.g., Scotts, Espoma, Preen, Lyric or 
Proven Winners.
The lower levels (within the consumer 
reach) are for information. This includes 
product information, price, seasonal 
goods, sale identification, selling bullets 
and your store name or logo to maintain 
impressions.
By planning ahead to be more consistent 
and repetitious throughout your store 
signage efforts, your store (and brand) 
communication becomes crystal clear. 
Your reward will be shown in increased 
sales and profits. Visit other retailers to 
see how they communicate today, and 
follow those examples. Good selling!

These are just some of the issues the SHS Griffin Claims 
department sees over the course of a season. With winter upon 
us, claims activity often peaks in the weeks and months ahead. 
Our team is committed to managing the claims process quickly 
and efficiently. Here are 10 things you can do to help:

1. Embrace earliness. Report any trouble – even potential 
trouble – right away to your SHS Griffin Sales or Customer 
Care representative. Most vendors require notification 
within 48 hours of receipt. You must file a claim with us, 
even if you’ve contacted the vendor directly. If the plants 
rebound and the problem corrects itself, we can always 
close the claim—no harm done.

2. Get specific. We’ll take as much detail as you can dish 
out regarding the affected products and the trouble you’re 
having. With seed claims, for example, we’ll ask for variety 
and batch information, delivery date, order number and/or 
invoice number.

3.	 A	picture	is	worth	a	thousand	words	(and	a	few	dollars). 
Sometimes it’s difficult to describe what’s wrong with 
plants. Photos are required by most vendors for claims 
relative to quality, wrong color or wrong variety; they can 
also aid in resolving freight damage claims.

4. Add it up. The sooner we have your final loss counts (within 
10 business days is ideal), the quicker we can coordinate 
with the vendor and issue your credit – or, possibly, 
replacements.

5.	 If	you	spot	freight	damage,	note	this	on	the	waybill	when	
you sign it. Call the freight carrier to file a preliminary claim. 
If they issue a claim number, please share it with us. We’ll 
work with the vendor and the freight company to provide 
additional documentation as needed and start the process 

to secure replacements.
6.	 Do	the	math. Before reporting short counts, consider the 

quantity you’re being invoiced per tray. For example, a 512 
plug tray may only be billed as 485, so you get 27 “free.” If 
your tray is missing 12 plugs, you still have 15 extra that you 
weren’t billed for.

7.	 Review	 order	 acknowledgements	 –	 an	 ounce	 of	
prevention. Confirming quantities, varieties and ship 
weeks could prevent a claim in advance! If you find an error, 
contact your Sales or Customer Care Rep representative 
immediately. Doing so helps us correct the issue before 
running into vendor cut-off dates for order changes.

8.	 Keep	an	eye	on	your	invoices. If you see incorrect pricing 
on the first invoice in a series of orders, we can correct 
future orders before they’re billed. 

9.	 Return	the	right	way. If you need to return seed, contact us 
in advance to provide a reason and get return instructions. 
Please, also, refer to our return policy in the terms and 
conditions of sale published on our website, in your seed 
price book and in your SHS Griffin catalog. We reserve the 
right to assess a 20% restocking fee on seed returns – but 
it can be prevented by calling us first.

10.	 Don’t	 dump	 product	 –	 at	 least	 not	 in	 a	 hurry. Some 
vendors require the product to be returned for testing; 
freight companies may want to inspect for damage. Our 
Claims team or your Sales representative will confirm when 
it’s okay to toss.

Because we deal with perishable products, claims are a fact of 
life. With your help, though, we can resolve claims promptly to 
minimize the impact on you and your productivity.

'Tis the Season for Trouble

10 steps
to minimize drama  

and disruption

Communication Breakdown

simple suggestions  
to improve your  
in-store signage
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By Tami Van Gaal, GGSPro Technical Support Specialist; and 
Virginia Brubaker, GGSPro Technical Support Supervisor
Whether in pots, baskets or combos, spreading petunias are a 
major economic component of most growers’ spring assortments. 
Between the vigorous growth and masses of vibrant flowers, even 
the most experienced grower can face some challenges with this 
crop. Here are four common questions the GGSPro team fields 
each spring.
How	can	I	get	my	petunias	to	flower	earlier?
Petunias are long-day plants. With most varieties and locations, 
petunias flower naturally in early to mid-April. The actual daylength 
required varies by variety, ranging from 10 to 14 hours. Also, the 
long-day requirement may be obligate (required) or facultative 
(hastening), depending upon variety. 
Growers can flower a crop earlier by manipulating photoperiod 
to satisfy the long-day requirement. This is most economically 
achieved by providing night interruption lighting, using incandes-
cent bulbs, from 10:00 PM to 2:00 AM through March 20. Alterna-
tively, daylength extension may be used but is often more expen-
sive for most growers. Place 100-watt light bulbs four feet above 
the crop at four-foot spacing to provide 2 µm/sq ft/sec of light at 
crop level. 
Growers can avoid photoperiod needs completely by purchasing 
pre-treated plants. These plugs and liners have been initiated by 
the young-plant producer and will reliably come into bloom in a 
specified number of weeks, regardless of daylength. 
How	do	I	prevent	yellowing	foliage?
Assuming the root system is healthy, two kinds of yellowing are 
often encountered: overall chlorosis caused by low fertility, and 
chlorosis of the young tissue caused by iron deficiency. 

Avoiding low fertil-
ity: Spreading pe-
tunias are heavy 
feeders. Plan to 
feed your crop at 
300 ppm with con-
stant liquid feed for 
the entirety of the 
crop. Alternatively, 
a controlled-release 
feed applied at half 
rate will provide a 
base, with 200 ppm 
constant liquid feed 
meeting the rest of 
the crop needs. We 

recommend Nutricote® 13-13-13 (100 day) or Osmocote® 15-9-12 
(5-6 month) for this application. Contact GGSPro for specific rates 
tailored to your container sizes.
Avoiding iron deficiency: Start by maintaining the media pH at 5.3 
– 5.8 to promote iron availability. Then, provide extra iron to the 
crop, either from a high-iron feed or from supplemental iron. For 
high-iron feeds, turn to Plantex® 19-2-19, Peters® 15-3-25 or Jack’s 

20-3-19. If 20-10-20 or 21-5-20 is used as the backbone of your 
fertilizer program, plan to apply chelated iron (Sprint® 138 or Sprint 
330). Sprint can be applied as a one-time drench at 5 oz/100 gal. 
Be sure to rinse leaves following this drench. 
How	can	I	rein	them	in?
Vigorous growth of spreading petunias makes them appealing for 
consumers, but can be challenging in production. Fortunately, pe-
tunias are very responsive to plant growth regulators (PGRs). Rates 
provided below are recommend for vigorous, spreading types; 
product recommendations and rates vary significantly for com-
pact, mounding types and traditional seed varieties used in flats; 
e.g., Florel® is not recommended for bedding-types of petunias. 
Florel: Florel used in place of hand pinching provides superior 
branching. Treat cuttings at 500 ppm (1.6 oz/gal) as soon as active 
growth resumes after transplant. Repeat at two-week intervals as 
needed. Under long days, high light and warm conditions, flowers 
can be expected in 4-6 weeks after the last application.
Bonzi®: Bonzi can be used as a 45 ppm foliar spray (1.5 oz/gal), or 
a 4 ppm drench (13.3 oz/100 gal). Bonzi drenches are most effec-
tive when plants first reach the edge of the container. Remember 
that Bonzi drench volume is based on pot size. Alternatively, some 
growers prefer a 20 ppm Sumagic® foliar spray (5.2 oz/gal). 
B-Nine®: B-Nine is effective as a 5000 ppm foliar spray (4 Tbls/gal), 
but two or more applications may delay flowering. 
How	do	I	keep	them	looking	their	best?
There is nothing more disappointing than growing a great look-
ing crop, then watching Botrytis or powdery mildew develop. Both 
diseases thrive under 
high humidity; Botrytis 
is further encouraged by 
wet foliage. Keys to pre-
vention include increas-
ing airflow, decreasing 
humidity, avoiding over-
head watering, and dry-
ing foliage and flowers 
before nightfall. Apply 
preventative fungicides 
when conditions are like-
ly to favor disease. 
First-line defense choices for Botrytis include Affirm™, Medallion®, 
Pageant Intrinsic®, and Palladium®. For powdery mildew, consid-
er Actinovate® SP, Cease™, Eagle®, Heritage®, Pageant Intrinsic,  
Regalia® PTO or Strike® Plus. Other products are highly effective 
and key parts of a rotation strategy. Contact the GGSPro team 
for recommendations, rates and applications intervals to suit your 
crop assortment and operation, including effective OMRI options. 
Please consult the GGSPro Insecticide and Fungicide Options 
Bulletin for rates and other detailed information regarding effective 
treatments for all disease, insects and mite pests. The GGSPro 
team is available to discuss pesticide and biological control 
strategies.

By Ed Bloodnick, Director Grower Services,  
Premier Tech Horticulture
Hanging baskets can always be a challenge to grow, considering 
that multiple plant varieties are grown together in rooting 
environment that may be difficult to manage. For peat-based 
media, the root zone may be initially too wet at transplanting, but 
has an ideal water-holding capacity at finishing. In comparison, 
bark-based growing media may offer low moisture content and 
higher drainage at the start of the crop cycle; however, when 
baskets are finished, they’re heavy due to the bark content and 
the grower must water frequently as baskets may dry out too fast.
In either case, the grower must be attentive to avoid overwatering 
or not to allow baskets to dry out. Finding the right growing me-
dium that holds adequate moisture from the beginning of the crop 
cycle all the way to crop term can be difficult.
Water	dynamics	of	PRO-MIX	HP-CC	MYCORRHIZAE	
HP-CC is a new type of growing medium that contains chunk coir. 
Chunk coir is the husk of the coconut, cut to a specific particle 
size that is porous in structure. It holds air and water, therefore 
offers unique water/air dynamics when incorporated into growing 
medium.
PRO-MIX HP-CC MYCORRHIZAE holds water and provides ad-
equate porosity similar to bark-based mixes. Initially, growers may 
notice that PRO-MIX HP-CC MYCORRHIZAE will hold more water 

than a bark mix, so care should 
be taken not to overwater newly  
planted crops. However, to-
wards the end of the crop, the 
benefits of chunk coir will be 
evident for hanging baskets and 
large potted crops. PRO-MIX 
HP-CC MYCORRHIZAE will re-
quire less watering frequency 
and the growing medium will 
absorb water more readily.

There is a difference in coir
Chunk coir is specially selected and processed for Premier Tech 
Horticulture. Unlike other coir products, ‘chunk coir’ is washed to 
leach out excessive levels of potassium and waste ions, such as 
sodium and chloride. This results in a lower salt content and lower 
EC in the chunk coir. So there’s no concern about imbalanced nu-
trient charges or excessive salts that can burn newly transplanted 
seedlings. PRO-MIX HP-CC MYCORRHIZAE can be used just 
like any other peat-based growing medium and similar fertilizer 
regimes can be used.
Advantages	of	using	PRO-MIX	HP-CC	MYCORRHIZAE	
•	 Chunk	coir	provides	coarse,	porous	structure	for	unique	air	and	

water properties
•	 Lightweight	compared	to	peat/bark-based	mixes
•	 Chunk	 coir	 particle	 integrity	 is	maintained	 longer	 to	minimize	

shrinking of the growing medium for long-term crops
•	 Compared	to	bark	mixes,	no	need	to	increase	fertilizer	application	

rates to compensate for nitrogen drawn-down, which translates 
to fertilizer savings

•	 Higher	porosity	provides	better	water	dynamics	so	growers	can	
have better control over EC.

•	 Better	 water	 absorption	 and	 distribution	 within	 the	 plant	
container

•	 Includes	 MYCORRHIZAE™	 for	 enhanced	 nutrient	 and	 water	
uptake for better performing plants

PRO-MIX® HP-CC MYCORRHIZAE™

A Unique Coir-Based Medium that Allows for Ideal Conditions  
when Growing Hanging Baskets

Petal-ing Petunias:
How to Finish Better and Faster

Iron deficiency in petunia

Botrytis on petunia bloom

Finding the right growing medium that holds  
adequate moisture from the beginning  

of the crop cycle all the way to term can  
be difficult. Chunk coir offers unique  

water/air dynamics.

Item # Description

94-1160 Pro-Mix HP-CC Mycorrhizae 2.8 cu ft loose

65-2050 Pro-Mix HP-CC Mycorrhizae 3.8 cu ft comp
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Green-Shield® Disinfectant and Algicide
Disinfectant and algicide for use in greenhouses, nurseries and 
work areas. Controls algae on walkways, benches, sidewalls, etc. 
Disinfects between crops by controlling fungus, bacteria and algae. 
Can be used to disinfect used flats, pots, etc. Not for use over the 
crop. Safer than bleach, and comparable in cost when diluted. Rate: 
1/2 oz per gal for most uses.
Active	ingredient:	Quaternary	ammonium	salts

Hydrofarm® Heated Hot House Plus
Start with the 2" dome with vents, then move up to the 7" sturdy 
dome with adjustable top vents for growing bigger and taller starts. 
Comes with all the basics, including the heated mat to ensure your 
success and the Jump Start Coco 81 Pellet seedling tray.

Special Savings

Hydrofarm® Emily’s Garden System
This 6"H x 16"W x 24"L garden with six individual planters allows 
you to rotate or add new plants as you please. It will fit just about 
anywhere—on a bench, a shelf, table or out on the patio. Also 
available without media so you can customize your system with 
media of your choice.

Order by February 1, 2014, to receive these discounts. 
Call 800.724.4343 to place your order!

Discount price available  
through January 31, 2014,
Call 800.888.0054 
to place your order!

Save
15%

Save
15%

Save
10%

Item # Description

74-3660 1 gal Green-Shield conc. 20%

74-3661 30 gal Green-Shield conc. 20%

Item # UPC Vendor Case UOS

80880008-3322 638104000635 CK64061 6 6

Item # UPC Vendor Case UOS

80880028-6861 638104610100 EMSYST 1 1

Special Savings

http://www.griffins.com

