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USCCA to offer clubs
group buying option

By PETER BLAIS

GRAND RAPIDS, Mich.
— Arecently formed orga-
nization designed to cut
costs and increase effi-
ciency at private clubs has
ruffled a few feathers
among other golf associa-
tions. The main focus of
the United States Country
Club Association (USCCA)
is a group purchasing pro-
gram called the Coopera-
tive Alliance for Purchas-
ing (CAP), according to

Jeffrey Dykehouse,
USCCA'’s founder, presi-
dentand sole stockholder.
CAP reportedly lever-
ages the buying power of
USCCA member clubs to
provide the best possible
price for products and ser-
vices such as insurance,
maintenance equipment
and supplies, food and bev-
erage products, office
equipment, irrigation ma-
terials and equipment, golf
Continued on page 35
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Cochran survey plans in Palm City, Fla..

Nicklaus hops aboard the
public-access bandwagon

By MARK LESLIE

NORTH PALM BEACH,
Fla. — The Nicklaus um-
brella is about to expand,
adding public-access golf
clubs and community de-
velopment and manage-
ment to its bulky portfolio.

Keying on a market tai-
lor-made for his name and
the fast-growing segment
of public golfers, Jack
Nicklaus is starting a net-
work of Golden Bear Golf
Communities featuring
semi-private, daily-fee golf
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be Golden Bear Golf Club
at Laurel Springs, north of
metro Atlanta in southern
Forsyth County. Ground
was broken in April. Watch
for future communities in
Dallas, Chicago, Detroit,
Tampa and Nashville, said
Golden Bear Financial Ser-
vices President Ira Fenton,

Continued on page 32

SPRING
START-UP?

“Pre-active, mountain
*“mairfenance paves way
for late spring opening

By MARK LESLIE

EYSTONE, Colo. — While golf courses else-
K where across the northern tier of the country

are taking off green covers and tending to new
young turf in April, superintendents like Steve
Corneillier at Keystone Ranch Golf Course are
snowblowing their greens clear in May.

“The term ‘spring start-up’ takes on a whole new
meaning here,” said Corneillier, whose been keep-
ing to this upcountry regimen for decades. “This is
springtime in the Rockies at 9,300-feet elevation...

“When it snows on July 4th weekend we're never
sure if we should count that toward last year’s snow
or next year’s,” he laughed, although snow did shut
down the course for two days on that weekend in 1993.

In his 20 years at Keystone Resort, this has been

Continued on page 28

Sticks & Stones:

By HAL PHILLIPS

the gynecologist.

Firms play the name game

The automobile industry annually
spends millions of dollars researching
model names that will catch the fancy
of consumers. Sometimes the money
is well spent; sometimes it may as well
have been flushed down the toilet.
Who, for example, dreamed up the
Ford Probe, a product aimed ostensi-
bly at young women on the move?
Unfortunately for Ford, marketing
experts believe the name tends to re-
mind young women of pending trips to

The Probe may be the golf course

superintendents’ equivalent to
an herbicide called Leech-Rite.
While the dollar value is modest
in comparison, suppliers to the golf
course industry also spend a great deal
of time and money on the formulation
of product names. Perhaps because of
their sheer number and the often
thankless nature of their functions,
seed varieties and turf chemicals are
tops when it comes to invention. Is it
coincidence that so many seed variet-

ies share names with automobiles?
“Mustang, Falcon, Dasher, Fiesta,
Continued on page 27




The Name Game

Continued from page 1

Riviera, Rebel, Nomad, Blazer,
Taurus, Avanti, El Dorado, Re-
gal, (La) Sabre, Eclipse, Cutless,
Jaguar, Seville,” recounted Steve
Tubbs, president of Turf Mer-
chants. “In a world of sameness,
it’s important to be unique. One
of the best names ever was a turf-
type fine fescue that came out in
the early '80s called Houndog
[from International Seeds].

“Everyone laughed at it, but
everyone talked about it, too. I
wanted to name something, You
ain’t nothing but a... so 1 could
make a blend.”

A very unscientific survey of
seed and chemical suppliers re-
vealed there is a method to the
madness of product introduc-
tion. Actually, several methods.
Most firms pool the resources of
different departments into brain-
storming groups, formed specifi-
cally to name products. Others
come upon them by chance. Oth-
ers farm the project out to firms
specializing in formulating ap-
propriate product names.

“There are even computer pro-
grams that spit out page after
page of ‘appropriate’ names,”
said Gene Hintze, marketing ser-
vices manager at Sandoz Agro
purveyors of Barricade and Sen-
tinel, two names that received
high marks from those surveyed.
“You can tell a list that’s been spit
out by a computer because it in-
cludes suggestions like Zarkok.”

Unanimous, however, was the
feeling that the most succegsful
names — i.e., those most easily
lent to productive advertising
campaigns — are those that both
describe the product function
and harness the imagination of
turf managers.

A good example is Shadow,
the fine fescue from Turf Seed,
designed to thrive in shady ar-
eas. The best example may be
Bonzi, the growth regulator manu-
factured by Uniroyal but named
by Zeneca. By combining the im-
age of miniature bonsai trees and
the aggressive yell of Japanese
warriors, Bonzi may be the per-
fect blend of image and function.

“The absolute best name of
all,” concluded Jim Petta, head
of Turf and Ornamental at
Zeneca. “There’s no name that
fits its use better than Bonzi...
My personal favorite is Reward,
our contact non-selective herbi-
cide. You can do so many things
with that name.

“The problem is, if it's a nor-
mal word, nine times out of 10
someone else has the trademark
on it. That's what makes it a dif-
ficult process. Primo is a great
name, and one we tried to get.
But Ciba had acquired the rights
many years before.”

For a potential seed variety
name, the equivalent to a trade-
mark search is a trip to the seed
regulatory and testing branch of
the U.S. Department of Agricul-
ture (USDA) in Beltsville, Md.
More than 68,000 variety names,
some of them dating back to the
19th century, are kept on file
there, according to USDA horti-
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culturist Al Burgoon.

“There are so many variety
names, so many old ones,” said
Burgoon, wracking his brain for
inventive entries. “Some of the
really old names are ridiculous
— I can’t believe I'm drawing a
blank here... Okay: Lazy Wife.
That’s a pretty good one.”

Every company has its own
approach to the naming process.
In the seed world, for example,
Jacklin Seed has been success-
ful with the inventive use of golf
terms like Putter. Barenbrug
USA uses the “Bar” prefix to cre-
ate brand equity [Bardot and
Baron], while Turf Seed, Inc.
President Bill Rose has been
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known to name varieties after
good employees [Darcy].

Some firms apply method to
their madness after the fact.

“People ask us if we named it
Sahara because it's so drought
tolerant. We tell them, ‘No, we
just liked the name,” ” explained
Brenda Dossey, manager, special
projects at Farmer’s Marketing.

A fewyearsago, Owen Towne,
manager of business develop-
ment, Turf & Ornamental at
Ciba, traveled to San Antonio to
observe plots where the firm’s new
propiconazole product was being
tested. He visited the Alamo and
learned that “alamo” means cot-
tonwood tree in Spanish. Because

propiconazole has arboreal appli-
cations, the rest is history.

“At that point, all we had was a
Section 18, a state-use permit,”
said Towne, then the product
manager for Alamo. “So it could
only be used in Texas, which
meant it fit even better... I think
the point is, a good name cannot
save a bad product. [ don’t know
if a bad name can sink a good
product, but it can certainly
hinder its progress.”

Seed Research of Oregon, tak-
ing no chances on either side of
Towne’s supposition, names all
its varieties according to a let-
ter-number formula. Each
bentgrass, for example, is part

of an SR 1000 series; each blue-
grass is part of an SR 2000 se-
ries; and so on.

“That makes it simple for us,
for the consumer and for the
universities that test them,” ex-
plained Skip Lynch, SRO’s tech-
nical agronomist. “What we're
looking for is a very simple, no-
questions-asked name that the
consumer will automatically as-
sociate with our company.

“What really mattersis how the
product performs. Heck, it’s only
a name. There’s actually a hard
fescue out there called Attila [from
Turf Merchants]. I'm not sure 1
want Attila on my golf course.

“What’s next? Stalin?”

ONLY these companies can insure
that every bag of seed you purchase from them
is backed by...

Selection. Breeding. Testing. ... and more testing.

At Seed Research, when we release turfgrass varieties,
mixtures or blends, you can be sure they have gone through
the most stringent research program in the business.

They will perform—

We guarantee it!

Guarantee.

Agra Turf
Searcy, AR

Agrico Sales Ltd.
Delta, British Columbia

Agriturf, Inc.
Hatfield, MA

Andersen Turf Supply
Huntington Beach, CA

Arkansas Valley Seed Co.
Denver, CO

Arthur Clesen, Inc.
Wheeling, IL

Automatic Rain Company
Menlo Park, CA

Don Jackson
Dothan, AL

Evergro Sales Inc.
Kirkland, WA

Farmers Marketing Corporation
Phoenix, AZ

lllinois » Wisconsin  lowa
— Bloomington, IL

Germain's
Fresno, CA

Green Valley Turf Farms
Canfield, OH

Green Velvet Sod Farms
Bellbrook, OH

Indiana Seed Co.
Noblesville, IN

Kelly Seed Company, Inc.
Hartford, AL

L.L. Olds Seed Co.
Madison, Wi

Oklahoma Turf & Irrigation
Tulsa, OK

Otto Jangl Co. Ltd.
Sherrington, Quebec

Peterson Seed Co.
Savage, MN

Professional Turf Center, Inc.

Tigard, OR

Professional Turf Specialties
Champaign, IL

PRO-SEED Turf Supply, Inc.
Chantilly, VA

Research Seeds
St. Joseph, MO

Rothwell Seeds Ltd.
Lindsay, Ontario

Royal Seeds
Kansas City, MO

Y
SEED\/ RESEARCH

OF OREGON, INC.

Seed Research of California
Sacramento, CA

Seed Research—Texas
Dallas  Belton ¢ El Paso

Smith Turf & Irrigation Co.
Charlotte, NC

Southeastern Turf Grass Supply
Jacksonville, FL

Sweeney Seed Company
King of Prussia, PA

Thomas Bros. Grass
Nashville, TN

Turf and Garden
Chesapeake, VA

Turfgrass, Inc.
South Lyon, Ml

Twin Light Fertilizer & Seed Co.
Monmouth Junction, NJ

United Seeds
Omaha, NE

Walker Supply Inc.
Pittsburgh, PA

Westgro Horticultural Supply
Calgary, Alberta

Zehco Sales & Marketing
Las Vegas, NV

For addtional company locations and international inquiries please call us at 1-800-253-5766
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