
LANCASTER, Pa. — Millcreek Manufacturing has introduced its Model 1050 turf core 
aerator. With a coring width of 102 inches, the new aerator penetrates soil up to 3 inches 
depending on soil conditions, andean treat nearly225,000sq.ft. of turf area perhour. The 1050 
comes with a choice of 20 or 30 tine assemblies and is available with three-point hitch mounting, 
or as a tow-behind with hydraulic lifting control. The operator can add weights to the built-in 
weight rack to adjust the tine penetration depth suitable for specific soil conditions. For more 
information, contact Millcreek Manufacturing Company at 800-879-6507. If you're getting 
ready for fall clean up and winter prep, take a look at the extended product listings, page 31. 

NEW PRODUCT OF THE MONTH 

TORO'S ALAMO NAMED AREA MANAGER 
BLOOMINGTON, Minn. —TheToro 

Co. named Eladio Alamo area manager 
for the Caribbean, Central America and 
Mexico, where he will oversee sales for 
turf maintenance equipment and irriga-
tion systems. Alamo brings abroad knowl-
edge of Toro's products and distribution 
channel to his new position. He previ-
ously served as manager of the consumer 
and commercial products for Casco Sales 
Co. Inc., aToro distributor in Puerto Rico. 
In addition, he was territory manager for 
Latin America and the Caribbean for 
B.C.S. America before joining Casco. 

s u p p l i e r b u s i n e s s 

Arizona-based 
ryegrass issue 
up in the air 

BRIEFS 

LESCO BOOSTS KOSSIN, NOVAK 
CLEVELAND, 

— Leseo Inc. has 
named Kenneth 
Kossin,Jr. to con-
troller and Susan 
Novak to man-
ager, investor 
communications. 
Kossin joined 
Lesco's account-Susan Novak 

ing team in 1989 and has been recog-
nized for his contributions in his vari-
ous roles from manager of financial 
reporting to assistant controller. He 
will be responsible for all accounting, 
budgeting, planning, and tax functions 
at Lesco. Novak joined Lesco in Au-
gust 1996 and has developed a role in 
investor communications to support 
the information needs of LESCO's cur-
rent shareholders and potential inves-
tors. 

LASCO BRINGS TWO ON BOARD 
BROWNSVILLE, Tenn. — Lasco 

Fluid Distribution Products has named 
Chuck Nichols as its new regional sales 
manager for the northeast. Nichols 
spent the last 10 years as owner of a 
manufacturer's representative agency 
serving the Ohio and Michigan mar-
kets. The company has also named 
Charles Herndon as its new production 
scheduling manager. Herndon spent the 
last 16 years with Emerson Hermetic 
Motor Division in Humboldt, Tenn., 
where he served as production control 
manger and quality assurance manager. 

FINE LAWN JUMPS UP ON WEB 
LAKE OSWEGO, Ore. — In re-

sponse to a growing number of re-
quests for company information, Fine 
Lawn Research Inc. has gone online at 
www.finelawn.com. The company said 
the site will support customers ser-
vice efforts by linking its distributors 
nationwide. 
GOLF COURSE NEWS 

B y M I C H A E L L E V A N S 

PHOENIX — A controversy that Or-
egon seed companies thought was put to 
bed has been stirred yet again. 

In mid-August, a group representing 
Arizona wheat farmers asked the Arizona 
state Agriculture Department to recon-
sider its decision to allow ryegrass plant-
ing on golf courses this winter. 

In July, the Arizona Farm Bureau Fed-
eration asked Agriculture Director 
Sheldon Jones to ban ryegrass seed from 
Oregon, the nation's largest supplier, 
unless it is certified to be free of the 
fungus believed to cause Karnal bunt. 

The request was the latest attempt by 
Arizona farmers at lifting restrictions 
imposed by the federal government. Ac-
cording to recent reports, last year's fed-
eral quarantine on Arizona wheat cost the 

industry $100 million, 
while Karnal bunt was 
found in less than 4 
percent of the state's 
fields. 

Oregon's Depart-
ment of Agriculture re-

cently met with Arizona. The consensus 
was to wait until findings were gathered 
from a bunt and smut disease symposium 
that took place on August 18-20 in Wash-
ington DC. 

"The Arizona wheat growers want help 
in getting this zero tolerance of Karnal 
bunt removed for exporting," said Michael 
Robinson, president of Corvallis, Ore.-
based Seed Research of Oregon Inc. 
"They have a lot of wheat in storage that 
they can't ship." 

William Walsh, president of the Rio 
Verde Country Club in northwest Phoe-
nix, said Arizona's economy would have 
been hard hit by a ryegrass ban. 

"The financial impact to the state would 
be devastating," Walsh said. "We don't 

Continued on page 50 

Fertilizer makers dig in for battle 
IMC Vigoro restructures, in-
creases distribution's role 
B y M I C H A E L L E V A N S 

WINTER HAVEN, Fla. — In the 
midst of increasingly intense compe-
tition, IMC Vigoro's Professional Prod-
ucts Group, the maker of fer-
tilizers and slow-release 
products, has eliminated its 
entire internal direct sales 
force and has axed its un-
profitable product lines in 
an effort to concentrate on R&D. 

"It's a move that reflects that the 
industry is very competitive," said Tom 
Pasztor, director of communications 
for IMC Global Inc., parent company 
of IMC Vigoro. "Our customers are 

Continued on page 48 

Tessenderlo Kerley refigures 
to get closer to customers 

PHOENIX — Tessenderlo Kerley Inc., 
the maker of liquid specialty fertilizers 
for the golf course and agriculture indus-
tries, has reorganized its Agriculture 

Group in an effort to get closer 
to its customers worldwide. 

According to Gerald Kolb, 
group vice president, the former 
bottom-up geographic sales 
structure of the company no 

longer fully addressed the needs of the 
company's distributors and dealers. 

'There has been a tremendous amount 
of consolidation within the distribution 
channels of our industry in recent years," 
said Kolb. "We are keenly aware that to 
grow our position effectively in the fu-
ture, we need to better meet the needs of 
our customers in the United states and 
abroad with a customer-centered sales 
and distribution network" 

Now, instead of each Kerley represen-
tative maintaining a region, reps will be 
assigned by company. "It's a more cen-
tralized approach," said Brian Lawrence, 
Kerley's director of communications. 

Under the reorganization, Kolb will lead 
the management which includes five teams 
responsible for different market segments. 

Mike Buffington has been named vice 
president of domestic sales. Reporting to 
Buffington are three geographically-cen-
tered national account managers: Ron 
Johnson, west; Bill Morris, central; and 
Garon Steward, east. 

Domestic sales will be supported by 
five account mangers in the field who 
work directly with dealers and retailers. 
These account managers include Chuck 
Albrecht, western states and Canada; Val 
Mitchell, north central states and Canada; 
Kelly Sears, southern states; Don 
McNinch, southeastern states; and Jan 

Continued on page 50 
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VALDERRAMA NOW STRICTLY TORO 
CADIZ, Spain — The number of exclusive turf equipment provider deals between course 
operators and manufacturers are on the rise. Valderrama recently entered its deal with Toro — 
now more are on the horizon. See cover story details on latest deals by Toro and Ransomes. 

http://www.finelawn.com


Toro, Ransomes 
Continued from page 1 
Hotels to be exclusive provider of turf 
equipment and maintenance for 
Whitbread's eight existing courses and 
two currently in development. Ransomes 
will be the exclusive manufacturer and 
maintainer for the eight courses under the 
watchful eye of Myrtle Beach National Co. 

Toro already has agreements on the 
books with Canadian Pacific Hotel Group 
and Valderrama, the home of this month's 
Ryder Cup matches. For Ransomes, 
Myrtle Beach is its fifth contract. 

From an administrative standpoint, the 
deals seem to make sense. From the 
management side, companies get a total 
package which helps cash flow and the 
company's yearly budgeting process. From 
the manufacturer's side, the company can 
easily track equipment maintenance 
records, allowing the equipment maker to 
take a piece of equipment back and keep it 
in circulation with more confidence. 

Outside the financial benefits, the deals 
create "a mutually beneficial comfort 
level" between the two parties, said Peter 
Whurr, director of marketing at 
Ransomes. "When you put a deal together, 

the customer benefits because he 
knows he now has a direct route 
into the company. It's more of a 
business partnership, even though 
he's still the customer. We can 
now say, 'If you want some help, 
just call us.'" 

"It allows us to put together a total pack-
age," said Don Masini, managing director 
of international sales at Toro. "Following 
that, it's easier for us to follow up and keep 
in contact with the customer in order to 
meet all their needs," Masini said. 

According to Masini, the exclusive pro-
vider deal was an American concept that 

Get a good start with CLASSIC 
ROYALE when establishing quality 
turf or feeding ornamentals. 
CLASSIC ROYALE provides NPK the 
right way - ammonium and nitrate 
nitrogen, highly soluble phosphate, 
chloride-free potash and sulfur in 
every prill. 

S p l i t - N i t r o g e n . 

F a s t R e s p o n s e . 

S u s t a i n e d I e e d i n g . 

CLASSIC ROYALE supplies nitrate 
nitrogen for actively growing plants 
even in cool weather and ammonium 
nitrogen for prolonged feeding. 
The Phosphate in CLASSIC 
ROYALE is 100% available for 
vigorous root growth during turf 
establishment and ornamental 
feeding. 
Chloride Free Potash and Sulfur -
derived entirely from chloride free 
potassium sulfate to aid in resistance 
to disease and weather stress. 
CLASSIC ROYALE supplies available 
sulfur in the sulfate form. 
High Analysis - CLASSIC ROYALE s 
1-1-1 formulation contains 45% 
primary plant food plus 6% sulfur to 
support proper turf establishment 
and ornamental nutrition. 
Homogeneous Prills - no 
segregation of nutrients; even 
application. Each prill contains the 
stated grade of nutrients. CLASSIC 
ROYALE produces precise, uniform 
feeding without "hot spots" when 
applied through properly calibrated 
equipment. 

VIKING SHIP® BRAND 15-15-15(S) 
PROFESSIONAL LANDSCAPING FERTILIZER 

HYDRO AGRI 
NORTH AMERICA, INC. 
For Service: 
1-800-234-9376 
1-800-23 HYDRO 

Growing with America since 1946™ 
C I R C L E # 1 1 8 

is growing, and will continue to 
snowball, overseas, where man-
agement group ownership is 
skyrocketing. 

"Outside the U.S., there're 
aren't that many that are pay and 
play. So funding is getting more 

difficult," said Masini. "If you don't have 
the funds then you can't improve the golf 
course, and the members don't want to 
increase the dues they're paying." 

"It's about achieving a comfort level for 
everyone involved," said Whurr. "We sat 
with them [Myrtle Beach National Co.] 
around a table, asked them what they 
needed and how we could get there. It was 
the first stage of a closer relationship." 

For Myrtle Beach National, the issue 
boiled down to cost and time savings. 
"We realized we were spending too much 
time and money on the repairs of equip-
ment we had kept too many years," said 
Clay Brittain Jr., chairman of Myrtle 
Beach National. 'This caused a lot of 
downtime. When we decided to bring our 
equipment up to date, Ransomes came to 
us with an exceptional package." 

"When a management company enters 
into one of these agreements it's almost like 
leasing a car," added Toro's Masini. "At the 
end of the agreement, they can walk away 
and get a new one or they can purchase it. 
Either way, it keeps new-or well-maintained 
equipment on the course." 

Masini believes exclusive partnerships 
are simply going to snowball. Whurr 
heartily agrees. 

'There's a much better relationship 
between the two parties," said Whurr, 
who added that Ransomes currently has 
a number of deals in the pipeline. 

IMC Vigoro 
Continued from page 45 
demanding better quality products, more 
innovative products. To improve the prof-
itability of the business, we're going to 
take that money and plow it into R&D as 
well as additional quality improvements." 

Vigoro said that its Professional Prod-
ucts Group will now only market through 
a network of 70 worldwide distributors 
supported by a veteran sales team. 

"Our link to the customers will now be 
through the distributors," said Pasztor. 
"We believe that to be a much more effi-
cient way to do business. These are es-
tablished distributors, so nothing will skip 
a beat," Pasztor said. 

In addition, the company has stopped 
manufacturing its "low-volume, marginal 
products." This, the company said, will 
permit it to concentrate on its most popu-
lar products, those responsible for more 
than 90 percent of its net sales, such as 
Par Ex and Woodace. 

"The products eliminated were high spe-
cialty products that accounted for less than 
10 percent of total sales," said Pasztor. 
'The lionshare of what a golf course super-
intendent has come to count on from IMC 
Vigoro will continued to be produced." 

'These actions are expected to improve 
the Professional Products Group's profit-
ability and enable it to more aggressively 
pursue new product development and qual-
ity improvements," said Frank Wilson, 
IMC Vigoro's president. "Our objective is 
to serve our customers better, reduce our 
costs and position the business for long-
term industry leadership. We believe this 
restructuring will accomplish that goal." 



c o m m e n t a r y 
Applegate comment 
Continued from page 11 
lease or purchase arrangements. The 
competition amongst designers is so 
strong today that most of us have added 
services to differentiate ourselves, often 
called "added value packages." 

It is little wonder that golf course de-
velopers are often confused about the 
golf course designer selection process. 

Price point alone would confuse the 
majority. It is possible to encounter fees 
for design services to range from fifty 
thousand dollars to over a million. Under-
standing the scope of services, and com-
paring them between various design 
firms, is a worthwhile exercise for the 
person making the selection. 

Whenever the situation presents itself, 
which must be early in the planning 
stages, we encourage potential clients to 
begin their project with a professional 
business plan supported by a market and 
feasibility study. Preferably the study will 
be produced by someone experienced in 
the golf business. Several firms are spe-
cializing in that field and are recognized 
by financial institutions as creditable. 

One focus of such a study must con-
sider who the golf course is being built 
for; residents, public, resort, or a combi-
nation. The study must identify the com-
petition, i.e. comparables in the area. A 
marketing strategy for the golf course 
should be developed. The strategy should 
define the style and type of course, deter-
mine if a design "name" is important and 
address issues of maintenance standards, 
management, pricing, membership and 
promotion. Only after the study has been 
completed should the ownership begin 
to determine who will be asked to submit 
design proposals. 

The depth of services that any one de-
sign firm can bring to a project varies 
greatly, as we have mentioned. The first 
time golf developer will benefit greatly 
from affiliating with a firm that can offer 
a full package of services that incorpo-
rates design, facility use and manage-
ment. An experienced golf course devel-
oper may be better served working with a 
designer who focuses only on that ele-
ment of the project. 

Trying to be completely objective, we 
would recommend to anyone contemplat-

ing the development of a new golf course, 
or the renovation of an existing course, 
that they carefully identify their reasons 
for doing it, the market they are attempt-
ing to serve and that they evaluate their 
own experience and knowledge of golf. 

The course designer should be selected 
based on the experience of that firm rela-
tive to the goals of the project. A review of 
candidates for the design phase can then 
be more focused and help to avoid the 
confusion factor. 

Leslie comment 
Continued from page 11 

"Or 111 have to arrest you, sir." 
Sound like a bad joke? Well, in the midst 

of his busy schedule of bringing about 
global peace and answering those terrible 
hounds charging corruption that leads to 
his door, President Clinton took the time to 
sign an Executive Order outlawing smok-
ing in the vicinity of federal properties. 

Now, keep in mind that our military 
operates more than 200 golf courses 
around the country, and you get the pic-
ture. In the Muslim countries they have 

Religious Police, who make sure women 
remain veiled in public and that everyone 
prays when called upon to do so four times 
a day. Here, we can do them one better: 
Smoker Pokers, armed and ready coppers 
who will put you in the pokey if you smokey. 

Well, at least we won't have to deal any 
more with those scores of stogey- and ciga-
rette smokers sullying our golfing experi-
ence. By the by, keep your eye peeled for a 
class-action lawsuit being brought against 
the 15,000 golf courses in America by those 
many people who got cancer from second-
hand smoke while golfing. 

Kerley 
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Continued from page 45 
Strem, eastern states and Canada. 

Brian Smith, vice president of in-
ternational sales, will lead the sports 
turf sales group in addition to his 
international agricultural responsi-

ACCU-TECH™ 
PRECISION CUP CUTTERS 

Drainage Systems 

AND MANY MORE 
GOLF SPECIALTY PRODUCTS 

CIRCLE #145 

bilities. Reporting to Smith are three re-
gional managers: Dine Unaran, Europe; 
Salim El Ghazal, the Middle East; and Ger-
man Aceves, Central and South America. 

"We are confident that this new struc-
ture will allow us to reach our objectives of 
focusing on customer relationships with a 
sales team support concept," said Kolb. 

Ryegrass ban 
Continued from page 45 
want to lose our winter visitors, 
and they don't come here to play 
on brown golf courses." 

"If they were to put a ban on 
ryegrass from Oregon.. .that's a big 
market," added Robinson. "But I 
find it hard to believe that all those 
resort golf courses down there 
won't overseed this fall. That's big 
business. Talking to superinten-
dents, they seem concerned. But if 

it comes down to it 
I'm sure they'll put 
their weight be-
hind it too." 

The tourism and 
the nursery indus-
try is trying to help 
wheat farmers by writing letters urg-
ing the U.S. Department of Agricul-
ture and Congress to lift restrictions 
on Arizona wheat. 

Tests of this year's crop have revealed 
no blackened or "bunted" kernels. 

First in Versatility, 
Dependability, and Reliability 

AERA-vator« 

The Tool 
Versatile 
Enough for 
Golf Course 
Aerification, 
Seeding or 
Renovating 

"During the initial stages of grow-in, the AERA-vator was the perfect tool for our 
most difficult areas. It provided us with a seeder ca-
pability on some severely steep slopes that were con-
structed from very hard compacted clay. Some of the 
massive mound work on the course created a great 
deal of erosion problems that AERA-vator smoothed 
over without consistently replacing tines or stopping 
for repairs. The AERA-vator was also used to loosen 
the soil along the edge of cart paths where a great 
deal of heavy equipment had traveled The vibration 
unit worked extremely well in developing seed beds 
in hard compacted soil" 
— Cary Mitchelson, Course Superintendent, Twin Lakes G.C., Oakland Township, 
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