Xperience you can trust

Plaisted Companies is the largest, full-service golf course supplier in the upper Midwest.
Our ongoing service and maintenance programs have kept our customers supplied with quality
products and receiving dependable delivery for more than ten years.

Delivery

PlaiSted ; PO. Box 3’3'?\‘ + 11555 206th Ave NAW.
Companies oo

INCORPORATED www.plaistedcompanies.com

Construction Material » Top Dressing Blends * Bunker Sand ¢ Cartpath Aggregate * Draintile & Decorative Rock


http://www.plaistedcompanies.com

King of the Greens.

Jacobsen® Greens King™ V

For 30 years, Greens King triplex mowers
have set new standards for cutting precision
on greens and tees. The newly redesigned

Greens King V raises the bar even higher with NORTH S‘T’A
fully floating, steerable reels, the patented

Turf Groomer® turf conditioner and exclusive I | ' RF
FlashAttach™ mounting system. With

FlashAttach, you can literally change cutting st?gg?xl?&?r:i:i?a?safﬂ
units in minutes without tools. And improved 651.484.8411 * Fax: 651.484.8257
ergonomics makes the ride just as smooth as S00. 506 19

the cut. To make the Greens King V the king
of your greens, come in or call today.

JACOBSEN

TEXTRON

TURF CARE AND SPECIALTY PRODUCTS




MGCSA Membership Report

Tuesday, February 27, 2001

Tom Ramler

Boulder Ridge Golf Club........................ A-GCSAA (pending)
21842 Edgeton Rd., Richmond, MN 56368

W: 320/259-7944

Dave Kazmiezczak

Prestwick:GolE Club. .o sriessaymorsis B-GCSAA (pending)
1211 Dawn Lane, Woodbury, MN 55125

W: 651/429-0228

Eric Sundet

Crystal Lake Golf Club...........ccccccc000onree. B-GCSAA (pending)
17132 Eventide Way, Lakeville, MN 55024

W: 952/953-3656

Steve East%ate
Golden Valley Country Club..............c.cc.cococceee. C - GCSAA
8004 W. Hwy. 55 #16, Rockford, MN 55373

W: 612/545-2511

Ron Nelson

S ES e e DI e e i aeaie A8 TR BOORR e Dol BB R L C

2264 Sycamore Trail, Woodbury, MN 55125
W: 651/768-8588

Bill Smith

Aventis Environmental Science/Chipco.................... Affiliate
810 E. 48th St., Kearney, NE 68847

W: 919/349-1060

Bruce J. Speirs

| B B U5 7Y )« B S A s b Affiliate
9051 Jensen Ave. S., Cottage Grove, MN 55016

W: 952/922-1550

RECLASSIFICATIONS

Steven Hamelau

Superior Tech Products.........cccccocccoeueuiiurmncacsannnae A to Affiliate

James L. Bade

Somerset Country Club.. ..t ousrpodooscssnes B to A- GCSAA

Rod Johnson

Willow Creek Golf Course..........ccccccocucucueneee B to A- GCSAA

Kurt R. Krenke

Mississippi National Golf Links.................... Cto B-GCSAA

Donnacha S. O’Connor

Alexandria Golf Club.... ... Cto B- GCSAA

Matt Rostal

Interlachen Country Club..........cccccccocuivnnnes Cto B-GCSAA
--Submitted by Dan Swenson

MGCSA Membership Chairman

LEITNER COMPANY

Specializing in Soils for Golf Course Maintenance & Construction

Soil mixing and processing specialists.
Supplying the Golf Course Industry with soil and sand products for over 50 years.
From 10 yards to 10,000 yards - material to specification for topdressing and construction.
Quality - Reliability - Experience

MIKE LEITNER

LEITNER COMPANY

945 Randolph Avenue ~ St. Paul, Minnesota 55102

(651) 291-2655

PROUD SUPPORTER OF RESEARCH AND EDUCATION THROUGH THE MGCSA
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RADISSON HOTEL SOUTH
IN BLOOMINGTON IS THIS YEAR'S
NEW LOCATION FOR THE

MARCH MINI-SEMINAR

@-bE HELD
WEDNESDAY, MARCH 7

THE RADISSON HOTEL SOUTH IS LOCATED AT THE NORTHWEST CORNER
OF THE INTERSECTION OF HIGHWAY 100 AND INTERSTATE 494.

7800 NORMANDALE BLVD., HIGHWAY 100 AT 77TH ST., BLOOMINGTON

The Kawasaki 3020 Mule:

heavyweight investment deserves every ounce of protection you can muster. Enough power to move

substantial loads comes courtesy of a big, 617cc liquid-cooled V-Twin engine. You’ll make fewer
trips, too, because the Mule™ 3020’s big, tilting cargo bed can carry up to 800 pounds per load.
If that doesn’t cut it, you can hook up a trailer and more than double your carrying power. And

best of all, the Mule™ 3020 cruises over your turf on wide, turf-application tires, disturbing little more than the
early-morning dew.

Kawasaki

UTILITY VEHICLES

+Liquid-cooled, V-Twin engine

+Air intake system overhead

+1,330 Ib. load capacity

+Rack & pinion steering

+Sound-insulated and extra-quiet muffler
+Governed to 16 mph safety

+Lock-out differential for min. ground disturbance
+Full line of accessories available

Call Tim Commers today... = m
s =(USHMAN €0.,IN(=
Toll Free 1 (800) 759-5343 2909 EAST FRANKLIN AVENUE, MINNEAPOLIS, MINNESOTA 55406
(612) 333-3487 « Fax (612) 333-5903 « Toll Free 1-800-759-5343
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MINNESOTA GOLF COURSE SUPERINTENDENTS’ ASSOCIATION

CODE OF ETHICS

This code is established to promote and maintain the highest professional standards of service and conduct among
the membership of MGCSA. Steadfastly maintaining these principles will accrue to the membership a level of recog-
nition and respect justly deserved of those who come into contact with any member. Through high regard for, and
a strong enforcement of the code, membership in this Association will be deemed a significant indicator of individ-
ual responsibility, character and professionalism.

AS A MEMBER OF THE MINNESOTA GOLF COURSE SUPERINTENDENTS' ASSOCIATION
I ACCEPT AND FULLY AGREE TO ABIDE BY THIS CODE AND PLEDGE MYSELF TO:

1. Recognize and discharge all my responsibilities and duties in such a fashion as to be a credit to this
Association and profession.

2.  Practice and insist upon sound business and turf management principles in exercising the responsibilities
of my position.

3.  Utilize every practical opportunity to expand my professional knowledge, thereby improving myself and
my profession.

4. Maintain the highest standards of personal conduct to reflect credit and add to the stature of the
profession of golf course superintendency.

5. Base endorsements, either written or verbal by means of any medium, strictly upon satisfactory personal
experiences within the item identified.

6. Refrain from encouraging or accepting considerations of any value without the express understanding of
all parties that said consideration is available to all in similar circumstances, and that no actions shall be
forthcoming as a result of acceptance.

7. Recognize and observe the highest standards of integrity in my relationship with fellow golf course
superintendents and others associated with the profession and industry.

8.  Assist my fellow superintendents in all ways consistent with my abilities, only when called upon to do so
and with the incumbent superintendent's knowledge, participation and acceptance.

9. Abstain from the debasement of, or encroachment upon, the professional reputation, practice or
employment of another superintendent.

10. Lend my support to, and actively participate in, the efforts of my local chapter and national association to
improve public understanding and recognition of the profession of golf course superintendency.

11. Abstain from any exploitation of my Association, industry or profession.

12. Present information and participate as a witness in all proceedings to which there exists evidence of a
violation of this Code of Ethics.
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A Business Plan For Success

Where You're Headed, How You're Getting There and Why You're Going

By MARK BATTERSBY
Turf Magazine

Whether you are starting a new business, expanding an
existing one or merely trying to survive, in order to increase
your chances of success, one tool can do it all: a business
plan. What's more, that same business plan will not only
help guide your business to success, it can also be an
extremely useful tool to obtain financing for your operation,
convince your suppliers to extend credit to your business
and assist you in marketing your products or services.

Only about 30 percent of all businesses in the United
States today have a written business plan. This statistic was
discovered through the efforts of The Entrepreneurship
Institute (TEI), a nonprofit organization based in Columbus,
Ohio. This naturally raises the question: why haven't the
other approximately 70 percent of businesses taken the time
to plan their business’s path to success?

The most common reason cited by business owners and
managers about why so few have business plans is a lack of
time. The experts claim that this lack of business plans
demonstrates how few business owners and managers
actually understand the many benefits provided by even
the most basic business plan.

Business and marketing plans should include detailed
financial projections and cash forecasts complete with all
assumptions on which those projections are based.

What is a Business Plan?

A business plan, at its most basic, establishes goals for
your business. With those goals established, the business
plan allows you to chart the fastest, most effective and least
expensive course to reach those goals. In other words, the
business plan is nothing more than a road map to whatever
goals you may set for yourself and the business.

A business plan will force you to crystallize your think-
ing, taking into consideration everything that affects your
business. You will have to analyze, assimilate, calculate,

revise and make decisions about the products or services
that you provides. You will have to think about how to
make a profit through a marketing campaign.

In the course of setting goals and preparing a business
plan, there are three questions you should be able to
answer.

What Business Are You Really In?

What is happening in the business environment that
could affect your operation?

How do you organize all the resources you have (human,
financial, material, etc.) to meet the challenges ahead?

In other words, who are you (business), where are you
going and how do you plan to get there? If you can answer
these questions for yourself, potential investors, lenders as
well as your suppliers and customers will be far more will-
ing to do business with you.

There is no one best way to prepare a business plan. The
process normally begins with a “defining of the opportuni-
ty and need.” Every successful product or service must fill
a specific need within a market. Success is based on filling
this need more effectively than the competition. This may
be a better solution to a problem, a lower priced product,
quality enhancements, more variety or superior customer
service.

Most new products and services are the result of failures
by existing companies to adequately meet the needs or
demands of the market. The business plan should address a
detailed and clearly defined business opportunity includ-
ing an analysis of all of the risks, the current state of the
market to be tapped including competitors and potential
competitors, plus the existing business and technical
expertise.

What is the Need That is to Be Addressed
By Your Business Venture?

17715 Jefferson St. NE ~ Ham Lake, MN 55304

Double Eagle

Golf Construction

Redesign the Old
...Construct the New

(612) 434-0054

Mel Strand, CEO
36 Years Experience

Is this need already addressed by oth-
ers? Most importantly, is there money
to be made delivering the product or
service?

The final component of the business
plan attempts to answer that last ques-
tion, can you make a profit providing a
product or service? A key element to
any business plan relates to financial
issues.

(Continued on Page 17)
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A Business Plan for Success-
(Continued from Page 16)

How much money is needed to bring the product or
service to market? Once on the market, what funds are nec-
essary in order to sustain the business until such time as the
venture becomes profitable?

All business and marketing plans should include
detailed financial projections and cash forecasts complete
with all assumptions on which those projections are based.
Forecasts should be developed for a three to five year peri-
od and include three different business scenarios (opti-
mistic, pessimistic and most likely).

The document is now ready to serve as a guide in the
development of your business. Naturally, over time, the
business plan will be revised to reflect changing situations
and newly acquired knowledge.

Setting Up Your Business Plan

Your business plan will need some type of structure.
Depending on how you plan to use it, the contents of the
business plan will vary. If you're not interested in raising
financing, but simply want to use the business plan for your
own personal evaluation of the operation, then forget the
formalities of a typewritten, formatted, indexed document.

Naturally, if you are planning to use that business plan
for startup, expansion funding or to attract outside
investors, then you will need to make it promotional, sub-
stantive and succinct.

Business Plan Design

While there are no set rules for designing a formal busi-
ness plan, there are some guidelines that will help.

A business plan should be typewritten including page
numbers, an index for easy reference, a glossary if you are
using words and terms that are foreign to potential
investors and a cover page outlining your intents.

The document should be inserted into a clear binding or
cover.

Your plan should be approximately 25 to 50 pages long.
The length depends on many factors, including type of
business, supporting documentation, etc. Again, there is no
set rule on the length of a business plan; 25 to 50 pages is
simply used as an average.

While each business plan is different, depending on the
business and what the plan will be used for, here is an out-
line of items that might be addressed in a business plan.

First, begin with a one to two page Summary of the pro-
posed venture. This should include the company’s goals
and purpose, the product features and market potential,
capital required and technical and operational milestones.
Since venture capitalists may never look past the summary,
it has to be good. State the purpose of needed funds, what
these funds will enable the company to achieve, as well as
how the investor or lender will benefit.

Second, you should have a Table of Contents. List the dif-
ferent sections of the plan. Organization of the plan will

FEBRUARY/ MARCH 2001

show something about your ability to organize a business.

Management abilities is another, and probably the most
important, key to funding by outside sources. One venture
capitalist was recently quoted as saying: “Anyone can come
up with an idea, but we look for the person(s) who can take
the idea and build a business around it.”

After the table of contents, you will want to include your
Statement Of Purpose. This section will outline the compa-
ny overview, goals and objectives, company strategies and
critical success factors.

Next is the Operations Plan section, which should
include the background summaries of the principals,
employee staffing requirements, a company organization
chart, a product and service description, the purchasing and
production planning overview, etc.

The next section will be the Marketing Plan. This section
should include a product and service description (in more
detail than outlined in the Operations Plan), a market
description, promotional strategy, pricing strategy, distribu-
tion channels, business location as well as an analysis of the
competition.

The last section will be the Financial Plan. It will include
the balance sheet, income statement, cash flow statement,
sales statistics, staff additions, payroll expenses, capital
additions, depreciation expense, debt amortization,
accounts receivable, accounts payable, material flow, and
detailed expenses. All projections should be based on a five-
year time period. The more comprehensive that your busi-
ness plan is, the better your chances are of successfully
obtaining the financing you need for your business.

It should go without saying that you must understand
your business better than anyone. Having a computer do
the work for you isn't going to impress anyone except your-
self. If you are having difficulty finding the information you
need, consult with an expert.

A viable business plan is no assurance of success. During
the course of any business venture, conditions change and
the operation is forced to adjust to events beyond its' con-
trol. However, a business plan will help minimize the num-
ber of unforseen events that can negatively impact on your
business as well as improve the odds of successfully sur-
viving the pitfalls normally encountered by every business.

(Editor’s Note: Mark E. Battersby is a frequent contributor to
Turf magazine, writing on financial and business matters. He
resides in Ardmore, Pa.)

MEMBERSHIP DUES
WILL BE MAILED IN MARCH.

MEMBERSHIP ROSTER WILL
BE PRINTED IN JUNE.

MUST HAVE 2001-02 DUES PAID
BEFORE MAY 1 TO BE IN ROSTER
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2001 PARTS
PROGRAM
AVAILABLE

SOON

PRODUCT
MONSTRATIONS
AVAILABLE

EQUIPMENT
FINANCE
PROGRAMS

GROUNDSMASTER® 3500-D
Key Advantages

e Excellent cutting performance

e Sidewinder™ System slides decks 12"
left or right of center

® 68" width of cut with optional 72"

K e

New Solutio

GROUNDSMASTER® 4000
Key Advantages
® Highly productive 11' rotary

* 4WD provides excellent footing in a
variety of conditions

¢ Rear discharge decks provide even
dispersion of clippings for clean after-cut

\appearance /

fREENSMASTER’

PROCORE" AERATORS
Key Advantages
® 3 models — 40", 60" and 80" aeration

widths

¢ Excellent hole quality due to exclusive
Rotalink™ centering mechanism

e Tractor mounted, 3-point hitch design for

WORKMAN°®° 1M00/2100
Mid-Duty 11 or 16 HpP Utility Vehicle
¢ Unique Active In-Frame™ suspension
creates extraordinary traction and ride

¢ Highest payload in class

® Dentless and corrosion resistant hood

\increased maneuverability j

\and bed /




DISTRIBUWTING

Pocket-PC Remote Irrigation System Manager

r—

720 Series Sprinklers

The perfect solution for system renovations and upgrades.

Built for the tough requirements of the golf market, the 720 Series is
the perfect complement to Toro’s complete line of golf sprinklers.
It gives you the precision coverage you need for tee boxes, approaches
and other difficult-to-irrigate areas.

[rrigation System Leasing/Financing Available!

PLYMOUTH, MINNESOTA
14900 21st Avenue North

763.475.2200 » 800.362.3665

FARGO, NORTH DAKOTA
4310 Main Avenue

701.281.0775 * 800.782.1031

T BB U.T NG

EQUIPMENT SERVI

* Trouble Shooting
* Cutting Unit
Rebuilding/Sharpeni

* Electrical Diagnostic
and Repair

» Hydraulic Diagnostic
and Repair

* Engines — Motor
Repair/Rebuilding
* Field Service

PLYMOUTH
Randy Mackeben, Ext.

FARGO
George Vogt

IRRIGATION SERVII

* Pump Station

* Trouble Shooting

* Refurbishing/Updati
* Solid State

* Electro/Mechanical
* Field Service

Call John Artus, Ext.

EMERGENCY
AFTER HOURS
IRRIGATION SERVI

Call 763-475-2200, Ext.
or 1-800-362-3665, Ext.

(For service during regula
business hours, 8:00 am — 4:3
Monday — Friday, call John A
at the above numbers,
but use ext. 205)



GCSAA State of the Association
QUARTERLY REPORT

Quarterly State of the Association reports are published
in Newsline to offer GCSAA members a "big picture" view
of GCSAA activities and operations. The following report is
a synopsis of Steve Mona's quarterly report to the GCSAA
Board of Directors.

Accounting

GCSAA successfully completed its year-end closing pro-
cedures and annual audit. In addition, the association con-
tinues to investigate a "check by phone" payment process.

Career Development

The 2000 Leadership Survey continues to be picked up
by major media. Since the survey results were released last
February, facts have appeared in publications with a total
circulation of 8 million readers. The golf season video news
releases distributed in 2000 have been viewed by more than
750,000 people. Currently, 5,000 members receive ERS sub-
scriptions, with more than 90 percent accessing the service
online.

Qualitative research has been completed on the state of
the superintendents' profession. Phase one of the study
focused on superintendents who were asked to discuss
their level of satisfaction with their progress and GCSAA's
efforts to advance the profession. Phase two targeted
employers and how they view the role of the superintend-
ent in the industry and the role of the association. Phase
three examined how avid golfers view the role and impor-
tance of the superintendent and the association.

The study isolates trends and will provide the direction
necessary to increase the visibility of superintendents and
understanding of the profession. The information also will
be used to direct the association's future public relations ini-
tiatives.

GCSAA continues to work with the National Golf Course
Owners Association and the Internal Revenue Service on
golf course depreciation issues. The association also is con-
tinuing to monitor issues regarding seasonal employment
and unionization so that GCSAA can be a source of infor-

mation on these topics.
Communications

GCSAA is wrapping up the second year of the PGA Tour
media program with unprecedented success. Exposure is at
an all-time high, and the program has been expanded to
include weekly PGA Tour Radio interviews.

GCSAA will be partnering with Golf Digest to present
the Environmental Steward Awards beginning in 2002. The
combined awards will be presented under the title
GCSAA /Golf Digest Environmental Leader in Golf Award.
Out of the 74 applications submitted for the 2001
Environmental Steward Awards, 41 chapter winners, 19
merit winners and three national winners were selected.

Public service announcements continue to be distributed.
An estimated 50 million viewers will see these two
vignettes. Public relations toolkit "tools" will continue to be
distributed. Upcoming toolkits will be tied to the 75th
anniversary.

Corporate Marketing and Sales
Conference and Show / Foundation

With 595 exhibitors and 255,900 square feet of exhibit
space, the trade show continues to grow as February
approaches. And, with 65 percent of those who have regis-
tered for hotels staying over Saturday night, it appears the
new closing session will be a successful addition to the con-
ference and show.

The conference and show directory has been redesigned
in a pocket size for greater ease of use.

GCSAA continues to develop programs that will make it
easier to attend conference and show. Online registration
and multiple registration packages will provide attendees
with options that fit individual needs and desires.

The Foundation's "Investing in the Beauty of Golf" cam-
paign has raised $4.5 million. Currently, 111 companies
have donated 155 items to the silent auction with a value of
$325,601. The Foundation also received $237,152 generated
from 6,001 dues renewals. In addition, the Golden Tee Club

currently has 429 members. :
Education

HART

JEFFREY HARTMAN, PRESIDENT

. EXCAVATING . GRADING

952/443-2958

FAX 952/443-3452 GOLF DIVISION

. RENOVATION . SITE DEVELOPMENT . LANDSCAPING
. HIGH TECH DRAINAGE TECHNIQUES . DESIGN

8011 BAVARIA ROAD
VicTtoria, MN 55386

GCSAA's first videoconference edu-
cation seminar was successful.
Approximately 60 individuals partici-
pated in the seminar from seven sepa-
rate sites in Texas. GCSAA is dis-
cussing opportunities for future video-
conference seminars. The association is
providing information about the
Professional Development Initiative to
chapters and individuals upon request.

(Continued on Page 21)
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