
Independent Seeds w h o l e s a l e u n i t 
built w i t h 13 c o m p a n i e s 

Independent Seeds is a consolidation 
of 13 regional seed companies—the 
new turf, forage and international 
wholesale business unit of AgriBioTech, 
Inc. (ABT). The 13 companies are: Al-
lied Seed, Burlingham, Clark, Olsen-
Fennell, Oseco Inc., Peterson, Seed Re-
source, Van Dyke, W-D Growers 

Idaho, Wilber's, Willamette, W-L Re-
search and Zajac Performance. "We 
plan to provide customers with easy, 
one-call ordering and the capability to 
fulfill their orders from the most conve-
nient of several distribution locations," 
said John Zajac, director of ABT's 
wholesale turf business unit. 

Resource One springs from Terra 
MEMPHIS, TN — Dr. Tom Perkins, vice president professional products, is leading 
Resource One, based here. Resource One is the name of a new marketing division of 
Cenex/Land O'Lakes Agronomy Co., which combines Terra Professional Products 
with Land O'Lakes East Turf & Ornamental Products. Perkins joins the company 
after stints at American Cyanamid, DowElanco and Troy Biosciences Inc. Resource 
One will supply fertilizer, plant protection products, seed and services to the turf, or-
namental, pest control, vegetation management, aquatic and forestry markets. 

Corrections: 
W e must be seeing the word "lawn" a 
few too many times, because we incor-
rectly identified August's cover loca-

tion. The correct name is the 
National Law Enforcement Of-
ficers' Memorial in Washing-
ton, DC. Our apologies. 
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Also, we inadvertently forgot 
to credit James P. Clever from 
the Bamboo Gardener for the 
photograph used on page 32 
of our August issue, for which 

we apologize. For more information on 
bamboo in the landscape, contact him 
at 206/782-3490 or bambuguru@earth-
link.net. 

TURBO TURF HYDRO SEEDING SYSTEMS 
Why put up with messy dusty straw, and high labor 
costs. A $98.00 monthly payment can put you into 
a high performance, high profit, Turbo Turf Hydro 
Seeding System. Cut your seeding costs in half. 
50 Gal. 650 sq/ft/load $1295.00 

100 Gal. 1300 sq/ft/load $1995.00 
150 Gal. 2000 sq/ft/load $2795.00 
300 Gal. 4000 sq/ft/load $3995.00 

500 Gal. 6600 sq/ft/load $4795.00 
750 Gal. 1/4 Acre/load $7995.00 

1000 Gal, 1/3 Acre/load $9995.00 
1500 Gal. 1/2 Acre/load $19995.00 

| For a FREE hydro seeding info pack & video, call: \ 
TURBO TECHNOLOGIES, INC 

1500 First Ave., Beaver Falls, PA 15010 
724-846-0670 1-800-822-3437 Fax 1-724-846-34 1-724-846-0670 

www.turboturf.com 
Fax 1-724-846-3470 

E-Mail sales@turboturf.com 

Help Keep Centnal Pank Beautiful! 
After 2 years & a $4 .6 million renovation, the North Meadow of 
Central park is about to be re opened. The Central Park 
Conservancy, a prestigious not-for-profit organization, is seeking 
several Horticulture professionals to maintain this area of the 
park, which will include 12 ball fields and 5 soccer fields. 
Candidates for all positions must have a valid driver's license, the 
ability to operate power equipment and perform manual labor 
outdoors. The Conservancy is an equal opportunity employer that 
offers competitive salaries and a generous benefits package. 

SECTION SUPERVISOR: Will lead a 7-person crew in the 
horticultural and operational maintenance of this area. 3-5 years 
of related park or horticultural supervisory experience; sound 
organizational skills and a NYS pesticide license are required. 
CODE: NMSS 

CREW FORMAN: The successful candidate will be the lead 
member of the team, assisting the Section Supervisor. Must have 
related field experience including turf maintenance & a NYS 
pesticide license. CODE: NMCF 

ZONE GARDENERS: For this position, you will perform all 
horticultural and operational duties in this area. Horticultural 
experience or education is required. CODE: NMZG 

We are also seeking a SECTION SUPERVISOR for the Woodlands 
area. In addition to a wide variety of horticultural and operational 
activities, responsibilities include attending Woodland Advisory 
meetings. At least 2 years of experience in park management, 
horticulture or a related field including supervisory responsibility are 
required, as is a NYS pesticide license. CODE: WSS 

If any of these positions seem to match your talents and have 
captured your interest, please forward your resume to us, indicating 
the position code to: HR Dept., Central Park Conservancy, 14 E. 60th 
St., NYC 10022 or e-mai l to: hrdept@centralparknyc .org . 
FAX: (212) 310-6633. EOE 

http://www.turboturf.com
mailto:sales@turboturf.com
mailto:hrdept@centralparknyc.org
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I ^ I to build customer loyalty be prepared 
By R O B E R T E. R E A V E S 

hen Mother Nature unleashes 
her fury on America's landscapes, 
the result can be catastrophic, 
unbelievable and tragic. Just ask 
the victims of any hurricane, 
flood, blizzard, tornado, hail or 

ice storm. Recent extreme weather along the Atlantic 
seaboard brought this message home strongly. 

Although you can't harness these forces, you can 
prepare your organization to anticipate the worst and 
be ready to perform to the max. 
The most destructive storm 

Of all the severe weather events, hurricanes rank at 
the top for property destruction. When Hurricane 
Fran hit North Carolina three years ago, the damage 
was devastating. The Federal Emergency Management 
Agency declared 34 North Carolina counties disaster 
areas, with damage in the Raleigh-Durham area alone 
estimated at $930 million. 

Michael Currin, president of Greenscape Inc., 
Raleigh, NC, will never forget Hurricane Fran. "We 
were without power at our office for close to 10 days 
and we spent one full week clearing access at our cus-
tomer's properties," he recalls. 

Maintain customer focus during storm cleanup, 
says Currin. "We called all our customers to let them 
know our first objective would be to clear access to 
their property. After that was accomplished, the sec-
ond phase was brush removal," he says. 

"Natural disasters are not something on which you 

Equipment manufac-

turers often assist 

local cleanup efforts 

by bringing in extra 

equipment These 

units were used to 

clean up after Hurri-

cane Opal. Photo 

above and right cour-

tesy Vermeer Mfg. 

should build your business. Stay focused on your cus-
tomer and don't get sidetracked by short-term finan-
cial gains after a storm," he warns. "We sent a letter to 
all our customers after the hurricane, letting them 
know we would be charging standard labor rates for 
the cleanup. We have could have easily charged our 
customers more, but they would have remembered." 
Line up your subcontractors 

Dan Standley, owner of Dan's Landscaping & 
Lawn Care in Terrytown, LA, has firsthand experience 
with hurricanes. Two years ago, a major hurricane hit 
the New Orleans area, damaging the landscapes at 

continued on page 24 
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continued from page 23 

many of his commercial accounts. "Fortunately, we 
had advance agreements with subcontractors that op-
erate Bobcats and hauling equipment to remove all the 
sand and mulch from parking lots," he says. 

Standley stresses it is important to build relation-
ships with subcontractors and recommends giving 
them at least $300 to $500 of incremental business 
during the year. 

"When a storm hits, you'll be at the top of their list 
to help you out," he says. "It's also good to have 
arrangements with at least two tree companies, along 
with dump sites where you can take the debris." 

Savvy contractors also suggest helping customers 
prepare before a big storm front or hurricane hits, if 
they can. "Call your clients and ask them if they need 
any help to prepare for a hurricane," Standley suggests. 
"Many people are not prepared for major storms. Dur-
ing the last hurricane, we helped clients with storm 
shutters and sand bags to reduce their storm damage." 

Written and visual documentation of equipment is 
another critical component of storm preparation. "We 
videotape all our equipment once a year and put it in a 
safety deposit box, along with a written estimate of 
value," he says. "Also, we update our insurance once a 

Employees of Dan's 
Landscaping & Lawn 
Care clear away 
storm debris. 

Dan Standley keeps 
on good terms with 
subcontractors. 

year, making the decision to lower or raise coverage as 
needed." 
Freak snowstorms? They're ready 

While no hurricane is likely to hit Denver, snow-
storms do. Late spring and early fall snowstorms aren't 
uncommon. Just ask Tom Tolkacz, president of 
Swingle Tree & Landscape Care in Denver. "On Sept. 
21, 1995, we received 25 in. of snow in less than 24 
hours. The leaves were still on the trees," he recalls. 

To prepare itself for snowstorms, Swingle Tree has 
its own storm plan. 

"Our storm plan is a written document, about 10 
pages long. It's dynamic, to make adjustments as 
needed," Tolkacz explains. "We review our storm plan 
during March and early September." 

He says the first thing that happens during a major 
storm is the huge volume of calls from customers. 
"We tell our customers our first priority is to clear 
major hazards — something that causes damage to 
life, limb or property," he says. 

Questions about insurance coverage always arise 
where there is storm damage. "We find most insurance 
companies will cover a certain percentage of damage if 
a tree hits a home, building or vehicle," Tolkacz says. 

When a snow or ice storm damages a tree, Tolkacz 
says the extent of damage usually can't be determined 
from the ground: "You've actually got to get up in the 
tree and get a close look at the damage. Many times 
you end up removing limbs and leaders from trees that 
customers may not have thought were damaged. It's 
important to explain this to the customer." 

Swingle Tree has a special storm supply cabinet — 
an inventory of tools never touched unless there is a 
storm. "This is a wise investment for a company," ad-
vises Tolkacz. "We have an advantage in our case, 
since we are a distributor of chain saws and other 
equipment. But it never hurts to order an extra chain 
saws. We also work with our communication vendors 
to acquire additional cell phones in case of a storm." 
Bad blizzard blues 

When it comes to blizzards, weatherwise manage-
ment goes into high gear. Ed LaFlamme, branch man-
ager of TruGreen LandCare in New Haven, CT, won't 
forget the blizzard that hit New England in 1978. 

"Conditions were so bad that Connecticut closed 
the roads for three days. Every year, I plan for another 
blizzard like 1978 and work backwards," he says. 

'To supplement our heavy equipment needs, we 
have arrangements with independent contractors and 
tow companies in every city we operate. If we have a 
problem, we simply call them on their cell phone and 



Ed LaFlamme assigns 
specific crews (below) 
to large accounts. 

get them out to help us/ adds LaFlamme. 
During a blizzard or major snowstorm, LaFlamme 

assigns routes. "Don't stretch your crews too thin. 
And for larger accounts, assign specific trucks to serve 
only that account," LaFlamme says. 

He believes cellular phones are an essential man-
agement tool during storms: "With cell phones, it is so 
much easier to talk. We have the capability to talk to 
everyone at the same time. It is a combination cellular 
phone and two-way radio." 
Manage your customers' expectations 

For the Northeast, "ground zero" for snowfall is 
very likely Syracuse, NY. Rick Kier, president of Pro 
Scapes Inc., Syracuse, prepares for the worst and 
hopes for the best. Pro Scapes begins its transforma-
tion to winter equipment in autumn. "Between Sep-
tember and November, we spend several days training 
our drivers, including returning ones. One of the things 
we discuss is how to deal with deep snow," he explains. 

10 steps to weatherwise 
management 

1. Call your customers. Let them know you're coming, 
but will help those in most need first. 

2. Don't gouge customers. Charge regular customers 
your regular rates in an emergency. 

3. Build subcontractor relationships ahead of time. 
Make agreements that they will be available in emergen-
cies. That includes finding debris dumping sites ahead of 
time. 

4. Videotape and record all vehicles, riding and hand-held equipment, then 
put these in a safe place. 

5. Update your insurance annually. Understand wide scale insurance cover-
age changes so you can advise your customers in an emergency. 

6. Make a written customer service storm plan noting equipment to be 
used, crew details, schedules/routes, customer priority lists, subcontractors, sup-
plier sources, communication plan, etc. Update this annually. 

7. Devise an internal storm plan anticipating damage to your office(s). This 
is your "Plan B," where you create a system for intrastaff communication, stor-
age/protection of key documents/valuables, insurance updates and claims, first 
aid, physical safety and more. 

8. Anticipate special conditions in customers' contracts. Include services that 
will require extra time or fees so customers know beforehand what to expect. 

9. Hold an emergency training event for staff and subcontractors. Talk out 
scenarios, check out equipment and order supplies before they're needed. 

10. Stock adequate replacement parts, supplies, protective gear, safety 
products, nonperishable food & drink for drivers, etc. to weather long-term 
emergencies. 

Snow removal contracts are vital to Kier's business. 
"In our contracts, we note there are special events that 
are not covered — deep snow over 10 inches, ice 
storms, quickly accumulating snow, wet heavy snow 
and any winter event that requires us to use special 
equipment, techniques or time to move the snow." 

Should one of those circumstances occur, Kier's 
contract offers customers two choices: Pro Scapes can 
perform any extra work as soon as possible and charge 
as it deems fair and reasonable; or Pro Scapes will not 
perform any services unless the customer advises it 
how to proceed. "This enables us know in advance 
how each customer wants us to handle the account 
during special weather events," explains Kier. 

He says it is important to set the customer's expec-
tations properly. "We had a 43-in. snowstorm once 
and we had some customers thinking we would plow 
at the same price as a normal snowfall. You must set 
their expectations properly in writing. That allows you 
the freedom to do what you need to do." 

Kier also gives his customers priority codes based on 
their value to the business. "A priority-one customer 

might be a condo 
complex with a com-
plete landscape man-
agement agreement. 
A priority-two ac-
count could be one 
where we mow, fertil-
ize and plow; a prior-
ity-three might just be 
plowing," he notes. 

Pro Scapes also has a blizzard plan. "Our plan con-
tains a list of people who are willing to subcontract, as 
well as the type of equipment available. We have a list 
of names, plus available cell phone and pager num-
bers," he adds. 

"I started plowing in 1978 and have learned the 
hard way through experience, advice from other con-
tractors and as a member of the Snow and Ice Man-
agement Association (SIMA)," he says. Kier recom-
mends a written agreement with subcontractors. 
"SIMA provides such a contract model for companies 
that hire subcontractors," he adds. 
Keep equipment rolling 

Last year, Mark Neidich, fleet manager at Ground-
masters in Cincinnati, OH, never thought it would 
quit snowing. "After enjoying an Indian Summer that 
lasted through Dec. 28, we had a continuous string of 
snow storms that did not quit until March. Last year, 

continued on page 29 
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OF BOTH WORLDS. 

Preventive or curative? Why not both? 

MACH 2® is the only turf insecticide that gives you 

the power to prevent or cure grub infestation. Apply 

mid-May to prevent grubs all season long. Or apply 

immediately after egg hatch and grubs up to the 

second instar stop feeding within hours after 

ingestion, and die shortly after. 

Plus, the innovative new chemistry behind MACH 2 

Turf Insecticide requires no immediate irrigation, is 

virtually odorless and offers a favorable 

environmental profile. 

So, when it comes to MACH 2®, the best of both 

worlds is clearly an understatement. 

For more information, call 1-888-764-6432 

ext. R2551, or visit our website at www.mach-2.com 

TURF INSECTICIDE 

IT'S All YOU NEED 
TO PREVENT OR CURE. 

C i r c l e N o . 1 1 1 o n R e a d e r I n q u i r y C a r d 

* / R o h M i d L.L.C. C o m p a n y £ 1 9 9 9 Always read a n d fol low label directions. 

http://www.mach-2.com


TurfGrass Trends delivers . . . 
. . . practical turfgrass management information you 
can use today, from the #1 research digest for turf man-
agers. Begin your subscription right here, and see what 
you've been missing! Each issue is written by field 
experts, and includes leading-edge research and timely 
information for practical, proven answers to the your 
turfgrass challenges. 

• disease management • nutrients 
• insect management • genetic improvement 
• irrigation • weed management • so much more in 

every issue 

" . . . helpful and informative. I believe this is a very valuable 
publication, especially as we all work to protect the environment." 

Dr. Terrance P. Riordan 
Turfgrass Plant Breeder 
University of Nebraska 

o Y e s ! Begin my subscription to TURFGRASS TRENDS 
U.S. & C A N A D A O 6 Months $96 0 1 Year $180 
A L L O T H E R C O U N T R I E S . O $210 (1 Year) 

Payable in U.S. funds drawn on a U.S. bank. 
Back issues available at $15 each, prepaid. 

O My payment enclosed. (Make checks payable to TURFGRASS TRENDS.) 

O Please Bill Me 
O Charge my subscription to: O V ,SA O MasterCard O American Express 

. * 
AN A C W S I S T A R PUBLICATION 

Signature. . Date. 

Account # . Exp. Date. 

Billing Address 

City . State . Zip/Postal Code 

Fax completed form with credit card information to 218-723-9417 or 9437, or mail coupon with your payment to 
TURFGRASS TRENDS, 131 West First Street, Duluth, MN 55802-2065. 
Charges will appear on your credit card statement as Advanstar Communications Inc., 

which publishes and distributes this magazine. 

Name (please print) 

Title 

Business, 

Address 

City . State . Zip/Postal Code 

Country 

Internet/E-Mail Address 



Organize your crews for a 
snow emergency 

• Make your plowers take a break after 10 to 12 hours of plowing. This 
keeps them refreshed and alert. Sometimes they need a break more than sleep. 

• Encourage plowers to take refreshments and snacks with them. 
• Plowers should have additional clothing with them in case of break-

downs. Most plowers work in a "shirtsleeves" and are not often dressed for 
working outside the truck. Gloves, scarves, jackets and socks should be carried. 

• Plowers should have some form of communications equipment, such as 
cellular phones, two-way radio, Nextel system or a CB radio. 

• Carry spare parts that might break (lift chains, quick disconnects, plow 
pins, etc.). Don't forget to carry jumper cables. 

• Carry a snatch strap or tow chain to pull out other plowers that are stuck. 
• Put a bag of rock salt in the bed of the truck to handle ice patches. 
• Don't let the gas tank get too low. Condensation in the tank can cause 

fuel line freeze-up. Use dry gas when temperature fluctuations are wide. 
• Have a pad and pencils to keep track of work that is done. After several 

visits to a site, a plower can forget all he or she did during a snow event. By 
writing down the information, customers will be accurately invoiced. 
—John Allin, board president of the Snow & Ice Management Association Inc. 

(SIMA), call 814/456-9550; Web site: www.SIMA.org 

continued from page 25 
we did $1.5 million in snow removal in Cincinnati 
alone," he notes. 

Groundmasters starts preparing for winter in Au-
gust. "We examine our trucks and salt spreaders, mak-
ing sure everything is in good working condition. This 
is a major undertaking, considering the amount of 
equipment we have," Neidich says. "We hook up all 
our winter equipment the first week of November to 
ensure everything is working properly. At last count, 
we had 46 snow plows and 19 salt spreaders. 

"We are a full-service shop and capable of doing 
everything except front-end alignment. We keep a full 
stock of parts. A company with repair capability 
should stock the most commonly damaged items — 
bolts, pins, hoses, plow pump motors, clips and alter-
nators," Neidich suggests. 

Regardless of your weather, a preparedness plan is 
essential. Take the time to tailor a program for your 
company before the next disaster or storm strikes. 
—Robert E. Reaves is with Irricom, a public relations and 

communications firm in Austin, Texas. E-mail: 
irricom2@ix. netcom. com 

W E DON'T JUST PUSH SNOW. 
W E PUSH LIMITS. IMITS. 

THE BOSS SNOWPLOW. 
FEATURING SMARTHITCH: 

At BOSS, we're out to change the way you plow. 
We want to make it faster. And easier. That's 
why we've developed innovations like our 
revolutionary SmartHitch-to let you hook up 
your BOSS Snowplow in just 30 seconds. And 
our innovative and best-selling Power-V Plow 
with versatile blade configurations so you can 
work more efficiently under any conditions. 

BOSS offers a full lineup of Straight-Blade 
and Power-V Snowplows, Pickup V-Box 
Spreaders, plus versatile Skid Steer and 
Construction-Grade Power-V Plows 
for year-round use. Whatever the job, 
handle it with a BOSS. 

© I W Boss Producto/M.J Elevin,. tjv 

I r tA lOUTTlML 

800-286-4155 
www.bossplow.com 

Circle 115 

http://www.SIMA.org
http://www.bossplow.com


Add the 
Nadlers Add the 

Fraiolis 

Add the 
Walters 

©1998 Novartis Crop Protection, Inc. Turf and Ornamental Products, Greensboro, NC 27419. MAXX is a trademark; Alamo, Avid, Award, Banner, Barricade, Primo and Subdi* 
the state of California. Always read and follow label instructions before buying or using these products. 

Add the 
Roberts 

Add the 
Browers 

Keep the Joneses. 


