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Facing pressure from architects, Allen’s IAGCA changes name

WEST PERTH, Australia — mercial nature of the or-
After objections from American, ganization, the group is
European and Australian archi- now known as the Golf
tect associations, Stephen Allen, World Course Designers
executive director of Golf World and Contractors Group
Group, rebadged his latest ven- (GWCDCG).

Paul Fullmer, executive was entirely misleading, as did members.”

secretary of the Ameri- The aim of the GWCDCQG,
can Society of Golf which is a for-profit commercial
Course Architects. “The ’Wefe It the name was business, is to facilitate business
operation is really a em‘zre/y mzs/eadmg ! introductions to designers around
marketing and commer- the world to prospective clients.

-Paul Fullmer, ASGCA
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ture, the International Associa- “We felt the name in- g cial venture to identify Membership costs $2,500 and a
tion of Golf Course Architects sinuated thatit [JAGCA] Stephen Allen prospects who are inter- five-percent brokerage fee is
(IAGCA). was a professional soci- ested in developing golf  our counterparts in Europe and charged for work explicitly deliv-

In order to reflect the com- etyofgolfcoursearchitects,”said courses. We felt that the name Australia and quite a few of our  ered by the organization.
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LINKSCORP WAS NEVER FOR SALE

Gentlemen,

Let me first say I think you
have a great publication and I
look forward to reading it on a
monthly basis. It is both objec-
tive and accurate, something you
cannot say about other golf pub-
lications.

It is for this reason I am writ-
ing you. In your February issue
thereisan article called “Courses
on the Selling Block are Finding
Buyers Scarce, Prices Sliding,”
where you say, “LinksCorp, out
of Chicago, faced the same situ-
ation when its 24 courses went
onthe block” when talking about
golf companies for sale.

I have no idea where you got
this information, but it is com-
pletely false. The company has
never been put up for sale; in
fact, our current investors re-
cently increased their equity in-
vestment in the company by
funding an additional $12 mil-
lion, earmarked for new acquisi-
tions. We are actively out in the

marketplace looking for deals YOUR KEYS TO

and have a business plan to buy

$50 million of properties in 2001. :
Iwould appreciate a clarification 4 , I I I G I l i pE RF O RMAN E /

in your next issue if possible. :
rat OW-MAINTENANCE GREENS
Ben Blake, president and CEO - a AI .

ADDING VALUE TO YOUR COURSE

To the editor:
I read with interest your com-

mentary in the February issue Topdress Wlth PROF]LE”' BUl]d Wlth Pl{OFH_‘E“1

(“If you build that new course,

will they come?”) Good article, Gearing up the Iong—tcrm health of your greens is as PROFILE"™ in your original gr.ccns mix fVi” prevent

nd unforiumately very scouate. easy as making PROFILE™ Porous Ceramics part of many of the pr()l?lcn‘w that drive up maintenance
Something that may interest your regular topdressing mix. University research and costs later. PROFILE outperforms other soil

you: At our recent National Golf over 3,000 golf courses have proved that PROFILE amendments by permanently altering soil structure

Course Owners Association con- helps reduce scheduled maintenance by: with a complete agronomic package:

ference in Orlando, we did a ses- . o .

sion on “Re-engineering your D Improving drainage and oxygen in the root zone P Exceeds USGA® stability requirements

Golf Course Operation,” some- D Preventing and minimizing compaction P Meets USGA® particle size distribution

:f)l;[sliel:;tot;srxt}??;eegigfggs- D Solving localized dry spot D Provides a CEC of 33 meq/100g

ply. Two associates of our firm, D Increasing moisture and nutrient retention P Maintains water-holding capacity, infiltration rates

Morgan Burkett and Cortland
Dusseau of Hawthorn Suites Golf
Resort hotels, presented on the
potential and means for adding a °
hotel and/or conference center l) ™
element to existing golf facili- erlle
ties. It's the quintessential “value

added” scenario. They were a

and oxygen levels that exceed industry standards

lv’;%;";gg i Fsponiciias beoy Race to your PROFILE distributor or call 1-800-207-6457 for all the details.
Arthur jeﬁards www.profileproducts.com
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