SUPPLIER BUSINESS

Speakers announced for GCN marketing conference

YARMOUTH, Maine — Semi-
nar speakers have been announced
for “Marketing to Golf Facilities” a
two-day program for suppliers of
products and services to the golf
course industry.

According to Charlesvon Brecht,
Publisher of Golf Course News, the
program’s sponsor, the speakers
and panelists include successful
industry leaders, experts, and
marketinginnovatorswho will share
their knowledge and experience
during the seminar, scheduled for
September 16-17 in Oak Brook, IlL.

Trends in growth of facilities will
be the topic of the kick-off presen-
tation by Richard Norton of the
National Golf Foundation. He will
provideaforecastonindustrytrends
affecting marketing.

“Successful suppliers to the golf
course industry in the 1990s will
stay close to their customers and
their needs” says von Brecht.

During the first seminar, attend-
ees will hear from experienced su-
perintendents, golf course devel-
opers and management company
executives who will discuss their
needs, buying habits and ways to
influence their decisions.

Abuying-habits panel of superin-
tendents will include Kevin Down-
ing, Willoughby Golf Club; Tim
Hiers, Johns Island Club; and John
Potts, Peoria Park District. It will
focus on how they evaluate, rec-
ommend, specify and purchase
supplies and services. John “Jack”

LESCO tallies
2nd quarter
sales record

CLEVELAND, Ohio — LESCO,
Inc. had record sales 0f$41,645,000in
the second quarter ended May 31, up
nearly 20 percent from the year-ago
sales of $34,853,000, it was reported
by JamesIl FitzGibbon,chairmanand
chief executive officer.

FitzGibbon also reported that di-
rectors declared an increased annual
dividend of8centspercommonshare,
payable July 9, to shareholders of
record June 28. The previous annual
dividend was 7 cents a share.

Earnings for the quarter were
$1,715,000,0r42centsashare. “While
earnings were strong in a very com-
petitivemarketplace, they werebelow
last year’s record quarterly earnings
of $1,889,000, or 46 cents a share,”
FitzGibbon said.

Earnings reflected lower profit
margins from competitive pressures
to reduce some prices. “We believe
competitors lowered prices to move
excessinventories and generate cash
flow without regard for reasonable
profits,” he said. “While thisimpacted
our profit margins on particular
products, our broad product line and
geographic diversification enable us
to maintain overall profitability.”

Salesofeachofthecompany’smajor
productlines, fertilizers, turfprotection
products, seed and turfcare equip-
ment, increased in the quarter.
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Frost, Marketing Resources Group,
will moderate.

How to reach developers and
renovators will be examined by
panelists Paul Eldredge, James
McLoughlin, and Dick Nugent.
Paul Eldredge is with Wadsworth
Golf Construction Company; James
McLoughlin is the principal of The
McLoughlin Group; and Dick
Nugent is a golf course architect
and the principal in Dick Nugent
Associates.

As management companies take
on a wider role in specifying and

supplying their clients courses,
reaching these key decision mak-
ers becomes critical. Management
company executives Joe Black of
Western Golf Properties; Jerry
Diamond, of Club Corporation of
America; and Bob Wallace, of
Kemper Sports Management will
help attendees discover ways to
identify and reach key individuals
within management companies.
With theinternational golfboom,
many industry suppliers are taking
advantage of international markets.
During the session, “Global Op-

portunities in the Golf Course Mar-
ket”, Monica De Bartolo of the Illi-
nois Trade Center will provide a
nuts and bolts introduction to inter-
national trade. And Scott Johnson
of Rhone-Poulenc Ag Company will
discuss his company’s strategic
marketing approach.

Dennis Chase, executive editor
of Advertising Age, worked with
the Gallup Organization to develop
a special report on Green Market-
ing. During his session, “Market-
ing to Environmental Concerns,”
Chase will examine the report's

findings. He will be joined by Owen
Town, of Ciba-Geigy, who will
provide an overview of a compre-
hensive program and campaign to
promote a more environmentally
responsible use of product.

In addition, M.H.”"Mac” Mcln-
tosh, one of America’s leading au-
thorities on inquiry handling and
sales lead management, will share
new ideas on how to expand sales,

For more information about the
seminar, contact Rebecca Quinlan,
Conference Group Manager, at 207-
846-0600.
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Our Long Line of Options

Proves the Point.

The new DGA 30-06 is the latest
aeration advancement from Ryan.
It's another in the continual evolution
of our product line...an evolution
that results in the perfect
option to meet your specific
¢ aeration needs.

For deep greens aeration, nothing

out performs the DGA 30-06. It pene-
trates up to 6 inches. Variable hole
spacing and adjustable depths allow
you to tailor its production to match
your soil requirements. And the time-
saving operation of a riding aerator
simply can’t be beat.

Like all Ryan aerators, the DGA
30-06 gets to the core of compaction
problems while minimizing disruption
of the surface.





