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both good news and 
bad news.

                By Anthony Pioppi
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Off The Fringe
NEWS WITH A  HOOK
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Kevin Fletcher, 
formally of Audubon 

International, will 
take the reins of the 

newly created 
e-parUSA. 

AUSTRALIAN ENVIRONMENTAL 
SYSTEM GETS LAUNCHED IN 
THE U.S.  BY SETH JONES

e-par Gets Americanized

F 
or environmental superinten-
dents, their options just grew 
by one. 

The Australian firm e-par, 
developers of the award-winning 
“e-par Environmental Manage-

ment System,” has launched e-parUSA. The new 
entity is poised to expand the reach of the e-par platform of 
programs and services into the United States.

Shortly after the announcement of e-parUSA came an-
other announcement, that former Executive Director for 
Audubon International, Kevin A. Fletcher, Ph.D., had been 
selected to serve as the CEO of e-parUSA. Golfdom caught 
up with Kevin Fletcher shortly before the Golf Industry 
Show to discuss e-parUSA and his new job.

Golfdom: How hard was it to leave Audubon International 
after 10 years?
Kevin Fletcher: I still have a real close association with the 
staff there, but it was time to do something different. The 
timing ended up being kind of right to jump into some-
thing like this. Any time you have change like this, it’s 
tough to go through. But on the other end, I’m more ener-
gized than I’ve been in a while.

Golfdom: Is there one main difference that makes e-par 
stand out from other environmental programs?
KF: I’ll give you three: one, it’s facility-wide. It’s the first en-
vironmental management system that deals with the entire 
facility, including clubhouse operations. Second, an envi-
ronmental management system is really focused on legal 
compliance, risk avoidance, things superintendents really 
care about. Third, there is a nifty automated feature built in 
— it has automatic notifications, so it makes the job a little 
easier for superintendents.

Golfdom: What’s the cost for superintendents?
KF: We’re still figuring it out, we’re thinking in the range 
of $900 to $1,000 for a three-year commitment. It’s easy 

to get into place, and there’s a lot of value to having the 
facility enrolled and monitored over the three years. It’s 
about a dollar a day.

Golfdom: What’s the most frequent question you’ve been 
asked since it was announced that you were the new CEO 
for e-parUSA?
KF: What caused the change (for me), and from my perspec-
tive, all I’m interested in doing is helping drive environ-
mental sustainability in golf, and this just gives me a new 
and different and I think better way to do that.   

The official launch of the e-par V2 EMS, and e-par USA 
took place during the Golf Industry Show in Las Vegas. For 
more information about e-parUSA visit www.eparusa.com.
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Florida Golf  
Gets Some Love

Off The Fringe

Florida Governor Rick Scott addresses 
the audience at the 2012 Florida Golf 
Day. Former GCSAA CEO Steve Mona 
and current GCSAA CEO Rhett Evans 
stand nearby.Better than a box of chocolates, 

better than a dozen roses, heck, 
better than seeing “I love you” 

written in the air by a skywriter.
Florida’s House of Representatives 

and Senate showed the state golf indus-
try some serious love on Valentine’s Day 
by declaring Feb. 14th “Florida Golf 
Day,” recognizing the economic impact 
the golfing industry has on the state.

Based on a study conducted in 
2007, the size of Florida’s direct golf 
economy is approximately $7.5 bil-
lion. Golf brings visitors to the state, 
spurs new residential construction, 
generates retail sales and creates 

demand for a myriad of goods and 
services. When the total economic 
impact of these golf-related activities is 
considered, Florida’s golf industry in 
2007 generated approximately:

▶ $13.8 billion of direct, indirect 
and induced economic output

▶ $4.7 billion of wage income
▶ More than 167,000 jobs
“Golf has a dramatic impact on 

our state,” said Florida Governor Rick 
Scott. “Florida is the No. 1 golfing 
destination in the world. Everything 

that we are doing to draw people and 
promote our state involves golf.”

The 2012 Florida Golf Day fea-
tured attendees from the Florida 
Golf Impact Task Force, including: 
the GCSAA, the PGA of America, 
PGA Tour, LPGA, USGA, CMAA, 
NGCOA, Florida GCSA and others.

No report on how Florida Golf 
Day ended, but some reports stated 
that the sound of Barry White playing 
loudly was heard from within golf’s 
hotel room… 

There’s good news for Golf-
dom and likewise, good 
news for its readers.

Clark Throssell, Ph.D., 
(pictured at right) accepted 
the position of Research 
Editor of Golfdom magazine 
recently. In this position, 
Throssell will orchestrate the 
“TurfGrass Trends” section 
of the magazine, acquiring the latest re-
search in the industry for publication.

“This was a coup for Golfdom,” said 
Seth Jones, Golfdom editor-in-chief. 
“Any organization involved in the in-
dustry of turfgrass and superintendents 
would be lucky to have him. I’m glad 
that we’re the lucky ones.”

“I’m really excited about the oppor-
tunity to work with Turfgrass Trends, 
and acquiring the research articles that 
go in it,” Throssell said. “I think it’ll be 
great fun.”

Besides leading Golfdom’s research 
section, Throssell will also be penning 

his monthly “Clark Talks 
Turf” column as well as a 
monthly e-newsletter, “On 
the Green,” which readers 
can subscribe to by visiting 
Golfdom.com.

Throssell, a turfgrass 
consultant, comes to the 
magazine after nine years 
as research director for 

GCSAA. Prior to that, he was the di-
rector of the turf program at Purdue 
University.

IN OTHER PEOPLE NEWS:
Jacobsen announced that Britton Harold 
is the new product manager responsible 
for multi-deck and outfront rotary prod-
ucts. Prior to coming to Jacobsen, britton 
served as product marketing manager at 
husqvarna. his experience at Jacobsen 
includes parts product management and 
channel development. 

Signature Control Systems recently an-
nounced that Dale Winchester will head 
up Signature’s Design Support Division. 
Under this new division, Winchester will 
work with golf course architects, irrigation 
designers and installers, irrigation dealers 
and end-users to assist in the business de-
velopment of Signature products as well as 
for specification compliance and installation 
support. he will also play a critical role in 
expanding Signature’s footprint around the 
world by advising best practices for prod-
uct choices, installation and operation.

Smithco announced the appointment of 
Paul Gillen to be responsible for the intro-
duction of the new Smithco AIR-8 range of 
pull type aerifiers for golf courses and other 
fine turf areas. Gillen comes to Smithco with 
31 years experience in turf aerification with 
the AerWay Co. in Canada. Gillen is cur-
rently president of the Sports turf Associa-
tion of Canada, serves on the International 
Committee of StMA and is active in the Ca-
nadian, ontario and Greater London GCSA.

Golfdom Names Throssell Research Editor
[ PEOPLE ] in the news
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Reading Greens
■ Editor’s CommEntary

I
’m going to drag your dismembered 
torso behind my truck,” the email 
said. That was just the first of many 
that were still to come.

I was a budding journalist at the 
time, a sophomore in college at the 

University of Kansas, writing for the student 
newspaper. In that morning’s paper I had 
blasted the Kansas State football program in a 
column that was 100 percent intended to incite. 
It was published in both KU’s Daily Kansan as 
well as K-State’s The Collegian.

(To my many K-State friends: Don’t worry, 
you’ll never be as evil as Missouri in my eyes. I’m 
especially thankful you guys beat Mizzou twice 
this season in basketball, helping my Jayhawks 
win their eighth consecutive Big 12 regular sea-
son championship...)

The threat of dismemberment was easily 
the creepiest email, partly because I enjoy the 
use of my arms and legs, but mostly because I 
didn’t like that the angry Wildcat didn’t tell me 
what was actually going to happen to my limbs. 
I only knew that eventually I was going to lose 
them, before I was to be attached to this guy’s 
truck. Disturbing.

Thankfully I didn’t lose any limbs, and even 
better, I learned a lesson: don’t be surprised 
when people get mad. It’s the nature of this 
business.

Sure, there’s a difference between goading 
on your in-state rival and writing about a bank-
ruptcy, a lawsuit, an accident. Sports rivalries are 
always fun because the only truth is in the win-
loss column. In business, there could be many 
truths. It’s a bigger challenge to tell the whole 
story and to get it right.

I’ll admit I’ve made a few people mad since 
I’ve arrived at Golfdom. Sometimes, people 
would just prefer to have their names left out of 
the paper, after all. But my job is to report on 
the industry. When someone’s desire to keep 
their name out of the paper conflicts with my 
desire to report on what I deem a newsworthy 
story… well, unfortunately,  that’s when feel-
ings get hurt.

Trust me, I take no pleasure in publishing 
stories that someone would prefer to see not 
published. I like to think I’m a decent person, 

after all. But sometimes, it happens. Golfdom 
magazine and the industry is bigger than any 
one person or group’s feelings.

I’m sure it’s a lot like when something goes 
wrong at a golf course. Sometimes, you might 
have to reprimand a crew member, or even fire 
someone. No one enjoys doing that, but at the 
end of the day you have to do what’s right for 
the golf course.

The key for me, and I’m sure for you, is to 
be fair. 

I ask myself: Did I report the truth? Did I try 
to sway the news one way or the other? Did I 
have a personal agenda? 

If the answer to all three is “no,” then I can 
go to sleep at night knowing I’ve done my job. 
And that’s what I always plan on doing.

Golfdom has always prided itself on being 
up-front and honest. That was a hallmark 
of this magazine long before I arrived, and 
I plan on keeping that tradition for my en-
tire career here. One thing I want readers to 
know about this magazine is, though I might 
occasionally make a bad joke (read the last 
paragraph of the Florida Golf Day story for a 
clear example) I take reporting facts and the 
truth very seriously.

If you ever feel we’ve done a poor job of re-
porting the truth, call us out on it. Our door is 
open. Let us know. We want to hear both sides 
of every story, all the time.

Some stories may make you momentarily 
lose your head — and conversely, make you 
hope for me to lose my arms and legs — but 
after the dust settles, the course will still need to 
be maintained the next day. I’ll still need to meet 
another deadline for the next issue. 

No matter the story, life goes on.

Email Jones at sjones@questex.com.

In busIness, 

there could be 

many truths.  

It’s a bIgger  

challenge to tell 

the whole story 

and get It rIght.

A Story with No 
Legs (or Arms)
B Y  S E T H  J O N E S

“
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From the Back Tees
■ OPINION

O
n February 14th I had the 
honor to be in the Florida 
GCSA delegation along with 
FGCSA President Mark Kann 
and Vice President Nancy 
Miller, CGCS, as part of the 

Allied Golf Associations in Florida that went 
to the state capitol in Tallahassee to celebrate 
Florida Golf Day. Joining us were Todd Lowe, 
USGA Florida Green Section and Pete Snyder, 
Florida Turfgrass Association.

Both houses of the Florida Legislature and 
Governor Rick Scott proclaimed February 14, 
2012 to be Florida Golf Day in recognition of the 
Economic, Environmental, Charitable, and Well-
ness and Youth Developmental contributions of 
the Florida golf industry to the state of Florida. 

The lineup of Golf Associations was impres-
sive: The GCSAA, Word Golf Foundation, 
PGA of America, PGA Tour, LPGA, Club 
Managers Association of America, Florida 
Club Managers Association of America, USGA 
Florida Green Section, The First Tee, Florida 
Junior Golf Council, World Golf Hall of Fame, 
Florida Turfgrass Association, Florida State 
University Professional Golf Management 
School, Golf Channel and the David Leadbetter 
Golf Academy were all there.

Rhett Evans, CEO of the GCSAA, and 
Ralph Dain, GCSAA’s Florida Field Repre-
sentative, were in attendance. Rhett was the 
superintendent’s representative in the business 
roundtable session and in private meetings with 
the governor and legislators. I was in the gallery 
at the business roundtable. Rhett did a great job 
of discussing the environmental contributions 
of courses in general and the Florida GCSA’s 
contributions in particular.

Also at the roundtable were the heads of 
several state departments like Enterprise Florida, 
the Senate Commerce Committee, the House 
Economics Affairs Committee, the Department 
of Economic Opportunity, Enterprise Florida, 
the Florida Sports Foundation, Visit Florida 
and the Department of Environmental Protec-
tion (DEP). The most welcome and unexpected 
report came from Drew Bartlett of the Florida 
DEP’s Department of Water Policy. Mr. Bartlett 
raved about the Florida GCSA’s proactive in-

volvement and cooperation in the development 
of the Florida Golf BMP Manual. I admit, I 
was filled with pride as he spoke so highly of our 
association’s role in the partnership with DEP 
and the development of the manual, which has 
received national recognition.

Rhett was quick to point out that the FGCSA 
was now developing a voluntary certification pro-
gram for the Golf BMPs, which we hope to have 
in place later this year. We are working out final 
details with the DEP, Department of Agriculture 
and the University of Florida. The exam portion 
has already been Beta-tested. We are now devel-
oping a designated team of qualified presenters to 
present the material.

Meanwhile, behind the scenes at the Allied 
Golf Association reception on Monday night 
before Florida Golf Day, the energy generated 
by the occasion brought another welcome sur-
prise as discussions focused on creating a perma-
nent “Florida Golf Council” of all the associa-
tions. The council would meet regularly to stay 
current on issues facing the industry and speak 
with a consistent message. I know several states 
already have such coalitions and have been very 
successful, so I was pleased to see this initiative 
on everyone’s mind. I had always hoped that the 
We Are Golf concept would trickle down to the 
state level. I’m glad Florida associations are now 
on board with the idea.

It was heartening to see the officers of the 
various state departments begin to recognize 
how the various pieces of the Florida Golf puzzle 
fit and how they contribute to the economic, 
social and environmental well being of the state. 
I encourage all of you to reach out to your state 
golf organizations and give it a try. 

Certified superintendent Joel Jackson is Executive 
Director of the Florida GCSA.
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