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Fearis joins
GCSAA order
of ascension

By PETER BLAIS

LLAS VEGAS — Blue Hills
Country Club’s David Fearis, 50,
was elected GCSAA secretary/treasurer at the re-
cent annual board of directors election here, mean-
ing the Kansas City (Mo.) superintendent will even-
tually succeed new President Paul McGinnis and
Vice President George Renault as leader of the na-
tional superintendents’ organization.

The membership also voted in favor of a $40 dues
increase to $250 for head superintendents ($125 for
assistants), but rejected a proposed bylaw amend-
ment that would have created a new classification (C-
V) for career assistant superintendents who would
receive the right to vote at annual elections.

Fearis, a 29-year GCSAA member who has served
on the board since 1993, bested R. Scott Woodhead,

Continued on page 39

By MARK LESLIE

WASHINGTON, D.C. —
The country’s hotly de-
bated wetlands policies are
in turmoil following con-
tradictory developments
issued in the early days of
1997: First, Nation Wide
Permits for wetlands were
tightened, then a court rul-
ing weakened regulations
limiting excavation of
marshes and swamps.

According to experts,
this upheaval may con-
tinue for the next two
years, until the federal En-
vironmental Protection
Agency (EPA) and Army
Corps of Engineers install
a new set of Nation Wide
Permits (NWPs). Golf
course developers and oth-

Had ground been
broken today on
Gary Player’s Flo-
ridian in Stuart,
Fla., the project
would be subject
d to farstricter wet-
lands permitting.

ersarenow dealing with two
major changes:

e A revised NWP 26
[ GCN, January "97], which
reduces the number of
acres a project can affect.
In the past, a developer
could impact 1to 10 acres of
isolated wetlands or stream
headwaters. One acre could
be affected without seeking
permits. Under the new
rules, permits are required
for any impact of more than
1/3 of an acre. The 10-acre
maximum of wetlands that
could be affected has been
cut to 3 acres.

e U.S. District Court
Judge Stanley S. Harris, who
ruled here on Jan. 23, has
thrown out the “Tulloch

Continued on page 52

Palmer Mgmt.
moves toward
franchising

By PETER BLAIS

ORLANDO, Fla. —
Arnold Palmer Golf Man-
agement Co. has unveiled a
franchise program that al-
lows course owners to use
the Palmer name and pro-
prietary operating systems,
but permits course owners
to continue operating their
golf facilities themselves.

“No one has provided
management services to
people who want to con-
tinue running their own
courses, until now,” said
Palmer Chief Marketing

DELICATE WORK AT GLEN DORNOCH

Architect Clyde Johnston has unveiled the newest addition to South Carolina’s Grand Strand. At
Glen Dornoch Waterway Golf Links, now open for play in Little River, Johnston employed 26,000
feet of silt fence to secure the surrounding wetlands and waterfronts from construction activities.
For the story on this and other Johnston projects, see page 49.

Officer Joseph Redling.
“We created this system

specifically for them.” By HAL PHILLIPS

Factory stores meet market-specific needs

Yet executives at both firms are careful

In exchange for an un-
disclosed annual franchise

Continued on page 58
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DALLAS — Factory stores here in the
competitive Texas golf course market
have shown how much distribution has
changed, while simultaneously re-empha-
sizing the importance of independent dis-
tribution to the selling process.

Citing loss of market share, The
Bloomington, Minn.-based Toro Co. has
opened three factory stores serving the
Dallas-Fort Worth, Houston and San An-
tonio markets. One of Toro’s major com-
petitors — Racine, Wis.-based Jacobsen
Division of Textron — has also opened a
factory store here in Dallas.

to point out that market-specific factors
— not a loss of faith in traditional distri-
bution channels — have prompted cre-
ation of these factory stores.

“This is not a trend,” said Eddie Clark,
who manages Professional Turf Products,
Toro’s three-pronged Texas distribution
operation. “Toro’s expertise is manufac-
turing and marketing. Distribution is the
facilitator that Toro uses to take its prod-
ucts to market. We had lost quite a bit of
market share here, so we decided we had
to make a transition.”

Continued on page 62



Factory stores

Continued from page 1

Jacobsen has not limited its
direct-marketing approach to
Dallas. According to Division
President Phil Tralies, the firm
operates similar ventures in
Southern California, Atlanta and
Charlotte, N.C., with satellite
operations in Palm Springs and
San Diego, Calif.,, and Myrtle
Beach, S.C.

“It’s not that we chose this
route,” Tralies explained, “but
we’re looking out for the customer.
We've got to make sure we offer
the high standards of sales and
service associated with Jacobsen.

“In the Carolinas, for example,
we researched a number of dif-
ferent alternatives but we weren’t
happy with the potential candi-
dates, their knowledge of the mar-
ket or their commitment to the
customer. To be in the forefront,
we had to put a branch in there.”

Distribution of turf-related
products has never been amodel
of market stability. Manufacturer
relationships can affect product
lines. Loyal superintendents
move out of state and take their
business with them. Margins ebb
and flow as manufacturers tweak
their own marketing approaches.

Yet the past few years have
brought unprecedented up-
heaval, as large distribution
houses have absorbed smaller
ones and an increasing number
of golf industry firms have taken
a factory-direct sales approach.

Yet Tom Walker isn’t worried.
As owner of Outdoor Equipment,
a large distributor operating
from six locations in Missouri,
Kansas and Illinois, Walker is
confident that distributors will
never outlive their utility.

“I think some manufacturers
are trying to cut corners,” Walker
said, “but there are many func-
tions a distributor can do that a
manufacturer isn't so good at:
service, interfacing a salesper-
son with the customer, personal
product recommendation, deliv-
ery. Thatwill never change. Why
hasn’t the automobile industry
gone factory direct? Because
they can’t do it efficiently.

“With Toro in Texas, they saw
the consumer was not getting
what he wanted. So they’ve made
a change.”

Before last year’s change,
Goldthwaite’s of Texas, Inc. had
handled the Toro line for 68 years.
William D. Read, chairman of the
board at Goldthwaite’s, has a dif-
ferent view of Toro’s decision to
go direct.

“It was the basic obsolescence
of the inventory,” Read ex-
plained. “Having to buy a year or
more of inventory in advance,
and then having to pay extreme
interest rates imposed by the
factory on that inventory, simply
didn’t make it profitable. It had
been a good relationship for 60-
odd years, but basically we could
see that maintaining profitabil-
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ity would be very difficult.

“Also, a big part of the deci-
sion was Toro’s plan to pull all
consumer parts away from dis-
tribution and go direct. The parts
business was very profitable.

Goldthwaite’s now carries the
Howard Price rotary mower line,
Turfco products and Legacy irri-
gation — but no bitterness, said
Read: “All in all, it was a mutual
agreement. They go their way
and we go ours. Both sides
parted amicably.”

Walker noted that starting a

distribution center is no simple
task. It requires a huge capital
investment, “and those people
are not falling off trees. That’s
what’s happened in Dallas. They
had to go in there and open a
factory store.”

Toro has made one thing very
clear in Texas: The factory store
situation is not permanent. As
soon as a qualified local interest
emerges, Toro will strongly con-
sider selling its storefronts to a
private concern, said Clark, who
noted Toro’s interim experience

has resulted in several positive
developments.

“First, this allows Toro to un-
derstand and experience what it
takes to organize and run a dis-
tribution operation,” he said. “It
also allows us to view this mar-
ket up close. Each market is dif-
ferent, but it's very price-sensi-
tive here. This market has, in
the past, sold on price instead of
added value and services.

“We want to go about thingsin
adifferent way; be aresource for
these customers instead of mere

order-takers.”

In Texas, Toro has indeed
shaken things up. There are no
salespeople at Professional Turf
Products, only account execu-
tives who concentrate on com-
munication, networking and
sales. Field reps have been re-
placed by “equipment applica-
tion representatives.”

“We call them our EARs,” Clark
explained. “They’re our ears to
the customer. They're the experts
on fine details and product specs.

Continued on next page
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Nedin garners Toro’s Top Service award

PHOENIX, Ariz. — Toro’s Top Service Achieve-
ment Award was presented to Jim Nedin of E.H.
Griffith during its annual distributor convention
here in December. The award criteria to reach this
levelis based on performance in customer satisfac-
tion, reporting and working clearly with the manu-
facturer on continuous product quality improve-
ments, and in product repair and training.

Nedin has been associated with the turfindustry
for 30 years. He’s taught turf equipment seminars
for 16 years. For the past 21 years he’s been em-

SUPPLIER BUSINESS

ployed at E.H. Griffith, Inc.,
in Pittsburgh, Pa., as the ser-
vice manager for Toro com-
mercial turf equipment.
Nedin is currently serv- [RES
ing his second term on ﬂb
Torg’s Commercial Service _1 Nin
Advisory Board. In 1987 he
was the recipient of the prestigious “Mr. Service
Award.” In 1995 and 1996 he received Toro Top
Service Achievement awards.

Rain Bird hires Davidson, Seward

ASUZA, Calif. — Rain Bird's
Golf Division, manufacturer of ir-
rigation products for golf courses,
has hired Dale Anne Davidson as
a regional sales manager.

As regional sales manager,
Davidson will develop sales of
golf course irrigation products
throughout an 11-state region in
the North Central U.S. Her re-
sponsibilities include distributor
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sales personnel development
and product education of golf
course architects, contractors,
and irrigation consultants within
the sales territory.

Rain Bird’s Golf Division has
also announced the hiring of
Leslie J. Seward as area sales
manager. In her new position,
Seward is responsible for sales
and distributor relations
throughout the Southeast. Addi-
tionally, she periodically meets
with golf course architects, con-
tractors, and irrigation consult-
ants to inform and educate them
on the latest Rain Bird product
developments.

L N J

In other Rain Bird news, the
Golf Division has named Irriga-
tion Supply Co., Inc. (ISCO) of
Louisville, Ky., as the sole dis-
tributor of Rain Bird golf course
irrigation products in Kentucky,
southern Indiana and Tennes-
see. Founded in 1962 by Jim
Kirchdorfer Sr., ISCO is the old-
estirrigation supply company in
Kentucky. Today, the distribu-
tor employs more than 55 people
in ten locations throughout Ken-
tucky, Indiana, Michigan, Ohio,
Illinois and Missouri.

Kurt
Templeton

TEMPLETON JOINS NETAFIRM

FRESNO, Calif. — Netafirm Ir-
rigation, Inc. has announced the
appointment of Kurt Templeton
as Northwestern sales manager,
Landscape Division. Templeton
will cover Northern California,
Oregon, Washington, Utah and
Idaho. Templeton joins Netafirm

with Makita Power Tools, where
he specialized in dealer and dis-
tributor sales and support in the
Western United States.

Factory stores

Continued from previous page

They work with irrigation experts
at the course, for example. They
work with our account executives,
who are financial experts. Then
AEs come up with packages that
tie it all together.

“We’re trying to leverage our
people and relationships to the
one-stop shop... We're trying to
build a system that’s self-per-
petuating. Today we're still in
the infant stages; we've only
been up and running for eight
months. But it has been em-
braced here. The customers see
we’re trying to help them and be
sensitive to their time.”
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