
SUPPLIER BUSINESS 
Technological advancements, 
alternative energy to drive 
improvements in vehicle efficiency 

BRIEFS 

Allen Olson 

TRALIES REPLACES MILLER AS CLUB CAR CEO 

AUGUSTA, Ga. — Philip J. Tralies 
has been named president and chief 
executive officer of Club Car, Inc. 
Tralies, 55, succeeds Montague Miller 
who announced his retirement after 14 
years with the manufacturer of golf 
transportation vehicles. Tralies spent 
21 years with Textron Inc., the first 14 of 
which were in the company's E-Z-GO 
golf car division, where he rose to the 
position of senior vice president. Sub-
sequently, he spent seven years as presi-
dent of Textron's Turf Care and Spe-
cialty Products division for the 
Americas. 

FLOWTRONEX NAMES OLSON 

DALLAS — Flowtronex PSI has 
named Allen Olson to head up its new 
fertigation initiative. His responsibili-
ties will include 
support and sales 
across North 
America for the 
fertilizer injection 
systems division. 
Olson, a former 
superintendent, 
has owned a fer-
tilizer business 
and has consulted with industry compa-
nies including Flowtronex. 

BASF APPOINTS AUSTIN 

RESEARCH TRIANGLE PARK, N.C. 
— BASF has appointed Charles Austin 

to the post of se-
nior sales special-
ist for the turf and 
ornamental and 
pest control 
groups headquar-
tered here. Austin 
will be respon-
sible for product 
sales to distribu-

tors and end-users in the Southeast. 

CEBECO PROMOTES JOHNSON 

HALSEY, Ore. — Cebeco Interna-
tional Seeds has promoted Steve 
Johnson to direc-
tor of research. 
He will manage all 
aspects of the 
company's turf 
and forage grass 
breeding and de-
velopment pro-
grams. Johnson, 
who has been with 
Cebeco since 1989, was previously a se-
nior research scientist for the company. 
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B y A N D R E W O V E R B E C K 

While energy costs continue to rise 
across the country, alternative energy 
research is coming closer to providing 
potentially lower-cost, more efficient op-
tions for golf course vehicles. 

ADD SUN, DOUBLE RANGE 

Among the most simplistic alternative 
energy solutions 
that exist on the 
market today is the 
SunCaddy system 
from the 
PowerLight Corp. 
The company ret-
rofits golf cars, in-
stalling solar pan-
els on the roofs that 
continually replen-
ish the vehicle's 
battery. 

This both length-
ens the run time of the golf car and reduces 
the amount of charge that must be replaced 
after a day's use, said the company's execu-
tive vice president, Dan Shugar. "This 
doubles the range of the car and extends 
the life of the battery," he said. 

Several courses in Hawaii and California 
are currently using the SunCaddy and in-
terest has risen due to energy concerns out 
west. "We have had so many inquiries it has 
been unbelievable," Shugar said. "We are 

Astris Energi has retrofitted a golf car to run on 
hydrogen fuel-cells. 

bringing on new manufacturing capacity 
and hiring more engineers and sales repre-
sentatives to keep up with demand." 

The system can be retrofitted onto any 
golf car and the cost is added onto the 
car's lease package. "Depending on the 
area, the extra cost is between $15 and 
$25 a month," said Shugar. 

BUILDING A BETTER 
BATTERY 

Metallic Power is 
currently develop-
ing a battery that 
uses zinc/air tech-
nology that packs 
up to 10 times the 
energy density of 
traditional lead acid 
batteries. The sys-
tem is quiet and 
emission free and 
refuels quickly, us-

ing recyclable zinc fuel. 
"Theoretically, the zinc/air battery can 

keep regenerating indefinitely," said 
Metallic Power spokeswoman Susan 
Connell. 

The company is currently working with 
the Toro Co. to develop a zinc/air pow-
ered triplex greens mower and has 
worked with Textron to test the system in 
a Cushman utility vehicle. The zinc/air 

Continued on page 26 

Columbia's ACE EPS car runs 115 miles 
on single charge in vehicle challenge 
B y A N D R E W O V E R B E C K 

REEDSBURG, Wis. — In a golf car 
endurance challenge staged in Tuc-
son, Ariz, in April, Columbia ParCar's 
new ACE EPS model traveled 115 miles 
on a single charge, out lasting the 
other vehicles in the test. 

Dubbed the "Duel in the Sun" by 
Columbia, the 
challenge put the 
ACE car up 
against its own 
standard model 
car and a 2000 
model Club Car. 

"The Club Car 
went 62.3 miles 
and our standard 
car went 97.6 
miles," said 
president Todd 
Sauey. "Our EPS 
car surpassed 
100 miles on a single charge." 

The duel was arranged after a Club 
Car dealer ran an ad in the Saddlebrooke 
Progress that challenged the ACE 
system's efficiency claims. Club Car 
was invited to the test, but declined to 
attend, said Sauey. 

PERMANENT MAGNET TECHNOLOGY 
The ACE system was introduced ear-

lier this year by Briggs & Stratton and 
Columbia ParCar. The motor features 
permanent magnet technology which 

The golf cars lined up for the challenge 

allows it to be 50-percent smaller and 
20 pounds lighter than the conven-
tional electric motor. As a result the 
car is 30 pounds lighter and ten to 15 
times more efficient than Columbia's 
original car. 

During the test, the cars were driven 
around a four-mile loop. Each car was 

loaded with 400 
pounds and 
checked by 
Michael Olson, a 
Trojan Battery 
representative, 
who verified that 
the batteries 
were all of equal 
age, voltage and 
specific gravity. 

After the cars 
were driven two 
loops, they 
rested for 15 min-

utes before continuing. The test started 
at 8:15 a.m., and the ACE car did not run 
out of juice until 10:30 p.m., Sauey said. 

CLUB CAR'S REACTION 
"Since we are not familiar with the 

test referenced, we cannot comment on 
its validity or other claims made by the 
manufacturer," said Gary Stough, mar-
keting manager for Club Car. "How-
ever, we are delighted to be considered 
the gold standard against which other 
manufacturers seek to measure up." 

Yamaha Golf-Car 
reshuffles top 
management 
B y A N D R E W O V E R B E C K 

NEWNAN, Ga. — Jim Robinson 
has stepped down as president of 
Yamaha Golf-Car Co. as part of the 
reshuffling of its corporate leader-
ship. Robinson, who was also serv-
ing as senior vice president of 
Yamaha Financial Services, will now 
concentrate his efforts on that posi-
tion. Bill Szarowicz has stepped in 
to run Yamaha Golf-Car. 

"Robinson was wearing two hats," 
said Szarowicz. "He came on 18 
months ago to help Yamaha Golf-
Car out, but as the business is grow-
ing and leasing is becoming such 
an important issue for all of our 
divisions, it got to be too much. He 
will still play an active role on the 
golf car side because 60 percent of 
our business is leasing." 

Szarowicz comes to Yamaha Golf-
Car from 24 years at lawn mower 
manufacturer Snapper Inc., where 
he served in every position from 
sales and marketing to advertising. 

"My background is heavy into two-
step distribution, and that is exactly 
what we do here at Yamaha," he said. 

GROWING THE COMPANY 
Szarowicz comes to Yamaha 

Continued on next page 

Textron Golf and Turf 

teams with ProLink 
AUGUSTA, Ga. — Textron Golf, Turf 

& Specialty Products (TGTSP) has an-
nounced a strategic alliance with ProLink, 
a maker of GPS golf course information 
management systems. 

Under the terms of the agreement, 
ProLink will utilize the E-Z-GO branch 
network to sell and service GPS systems 
in the United States and Mexico. 

"We see this partnership as an oppor-
tunity to enhance our customer support 
by combining the latest in GPS technol-
ogy with our golf cars," said TGTSP ex-
ecutive vice president David Rivers. 

One of the primary reasons for the 
strategic alliance is the synergistic appli-
cations that complement TGTSP's cur-
rent and future products. ProLink's core 
competency focuses on hardware and 
software technology development. 
ProLink holds six patents for the use of 
GPS and has several more patents pend-
ing. One of the unique characteristics of 
ProLink is that all of its technology was 
developed in-house, allowing for greater 
control of quality, reliability and time-to-
market for new features. 

"We have closely monitored the devel-
opment of this technology since its incep-
tion," said L.T. Walden, TGTSP chairman 
and CEO. "ProLink has clearly set the 
standard for the GPS industry. It made 
sense for us to establish a strategic rela-
tionship with ProLink." 

Headquartered inTempe, Ariz., ProLink 
is currently featured at over 120 courses 
throughout the United States and Japan. 



KANSAS CITY, Mo. — Bayer 
Corp. has reorganized its corpo-
rate staff and changed the name 
of its professional products divi-
sion. 

"We have increased our focus 
on this sector of our business 
because it is the largest market 
for Bayer in the United States," 
said communications manager 
Renee Holmes. 

The division, formerly known 
as Bayer Garden & Professional 

Riverdale nets 
t w o herbic ides 

BURR RIDGE, 111. — 
Riverdale, a subsidiary of 
Nufarm Inc., has been granted 
marketing and subregistration 
rights for Formula 40 herbicide 
and Esteron 99 Concentrate 
branded herbicide products by 
Dow AgroSciences. 

The products, which are manu-
factured by Dow, will be mar-
keted into the industrial vegeta-
tion and turf markets. While this 
is a new agreement between the 
two companies, these products 
are established brands in their 
market segments. 

Esteron 99 Concentrate pro-
vides control of weeds and de-
pendable performance under 
adverse weather conditions. For-
mula 40 is a low odor amine for-
mulation that can be easily mixed 
with other products. 

Both products are formulations 
of 2,4-D and provide performance 
in a wide variety of uses. 

Yamaha 
Continued f rom previous page 

during a period of growth. "We 
are building a new manufactur-
ing facility dedicated to golf cars," 
said the new executive. "We ex-
pect that to open in June 2002." 

Product development will also 
consume much of his time. 

'There has not been much new 
in a while," Szarowicz said. "We 
are looking at some new ways of 
doing business and some new 
models that are still in the de-
sign phase. We are always try-
ing to do things more efficiently 
and environmentally correct in 
both the end product and the 
manufacturing process." 

RE-ESTABLISHING THE BRAND 

Szarowicz will put effort into re-
establishing the Yamaha brand. 

"We need to focus on good 
customer relationships and try 
to make everyone in the supply 
channel more of a partner in our 
group," he said. 

Leasing will also continue to 
be a focus for the company as it 
creates custom leasing deals and 
builds its service and recondi-
tioning programs. "We own our 
own leasing company," said 
Szarowicz. "We have a lot of flex-
ibility to meet the needs of an 
existing or new golf course." • 
GOLF COURSE N E W S 

Bayer refocuses on professional care ma rke t 
Care, is now simply called Bayer 
Professional Care. 

"We think of our target audi-
ence as professional service 
providers and professional end 
users," Holmes said. "But when 
you throw in 'garden' then a lot 
of people think of that as the 
consumer side." 

A D D I N G PRODUCTS A N D PEOPLE 

In addition to the name 
change, Bayer has added 
Michael Daly to manage the turf 
and ornamental brands. Daly, 
formerly with Novartis, was in-
volved in the launch of that 
company's Compass strobilurin 
fungicide. Bayer acquired the 
rights to Compass last fall as a 
result of Novartis' merger with 

AstraZeneca. 
Bayer has also made changes 

in the field. Neil Cleveland, 
former turf and ornamental 
brand manager, now serves as 
sales manager for the East Coast. 
Mike Ruizzo will cover the West 
and Rich Burns will be respon-
sible for Florida. 

New products are also on the 

PROFESSIONAL CARE PRODUCTS 
Mer i t insect ic ide 

Bay le ton fung ic ide 
D y l o x g r u b con t ro l 
Compass fung ic ide 

Tempo GC insect ic ide 

horizon, said Holmes. "In addi-
tion to Compass, we are looking 
to grow the market with new 
products," she said. 

— A n d r e w O v e r b e c k 
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1 n u T P a m a x 
X LABORATORIES 

MAXIMUM PROTECTION FROM STRESS WITH AMINO ACID BIOFERTILIZERS 
* Use MACRO-SORB® radicular throughout the growing 

E g | season to increase nutrient absorption and enhance root 
growth and development. 

f r y Use MACRO-SORB® foliar to increase photosynthetic 
activity, especially during periods of stress, and through-
out the year to enhance your foliar spray program. 

Use QUELANT®-Ca to correct a calcium deficiency within 
the plant or once a month to keep calcium levels sufficient 
throughout the year. 

Use QUELANT®-K to enhance synthesis of carbohydrates 
and increase turfgrass tolerance to heat, drought, cold, 
traffic, disease, and other adverse conditions. 

Call 800-925-5187 for your nearest distributor 
www.nutramaxlabs.com 

http://www.nutramaxlabs.com

