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ON THE CUTTING EDGE

Stanley Swift with Hardgrave Inc. uses a coping saw to fit a joint of the crown molding in the conference room of
the offices of Beall Barclay & Co. The room is one of the last projects to be completed in the company’s new building at 3101

S. 70th Street.

Beall Barclay Expands

FINANCE COMPANY INVESTS
$1.5 MILLION IN RENOVATION

By Ben Boulden
TIMES RECORD + BBOULDEN@SWTIMES.COM

t Beall Barclay &
Co,, it’s paint by
number crunchers.
Literally.

And the numbers on the
physical expansion at the Fort
Smith-based accounting and
financial management
company show a 10,000-
square-foot expansion, 35
new offices to handle a
growing staff that will likely
surpass 60, and more than
$1.5 million invested in new

construction, furniture and
equipment.

The paint on financial
adviser Carolyn Philpot’s
office at Beall Barclay had
only been dry a few days as
she and Michael Carroll,
certified public accountant,
described growth in the
business, in staff and in the
firm’s building on South 70th
Street.

By mid-December, the
contractor was completing a
10,000-square-foot expansion
of the building in east Fort

SEE EXPANSION PAGE 7C

» Company Name: Beall Barclay
& Company PLC, Beall Barclay
Wealth Management LLC.

» Company Locations: 3101 S.
70th St.; Rogers; Clarksville and
Russellville.

» Business Description: Financial
plans, retirement plans,
portfolio design, risk
management, reviewed or
audited financial statements,
budgets, internal control or
compliance testing, personal
financial statements and
agreed-upon procedures.

PROFILE
BEALL BARCLAY & COMPANY

COREY S. KRASKO e TIMES RECORD

» Date Established Locally:
Accounting, 1963; July 2002 in
wealth management; merged
with Rogers office in 1997.

» Local Employment: 76 — 57 in
Fort Smith; 19 in Rogers.

» Business Co-owners: 13
partners.

» Web Address: www.beall-
cpa.com

MacSteel, AOG

Dispute

Legality

Of Gas Pipeline

CASE OVER EASEMENT NOW BEFORE
ARKANSAS COURT OF APPEALS

By Ben Boulden
TIMES RECORD » BBOULDEN@SWTIMES. COM

Arkansas Oklahoma Gas
doesn’t want to lose MacSteel
— its biggest Fort Smith cus-
tomer — and will take legal ac-
tion to keep them.

To lower the distribution
costs MacSteel is paying AOG
for natural gas, the company
bought an easement from Se-
bastian County through Ben
Geren Regional Park and has
constructed a pipeline to bypass
AOG’s network.

MacSteel, a steelmaker owned
by Houston-based Quanex
Corp., also made arrangements
with CenterPoint Energy Gas
Transmission Co. to satisfy the
natural gas needs of the com-
pany’s plant on Planters Road
through that bypass. Center-
point owns a pipeline that pass-
es through Chaffee Crossing and
to which MacSteel hopes to
connect.

Because the county did not
conduct a competitive bid when
granting the easement, AOG re-
quested Dec. 4, 2003, a declara-
tory judgment action from Se-
bastian County Circuit Court.
Circuit Judge Mike Fitzhugh de-
clared the easement “null and
void” on Sept. 8.

MacSteel Proposal

SEBASTIAN
45

“There isn’t a clear-
cut solution to the
matter. If there was, |
would have come up
with one.”

DAVID HUDSON
Sebastian County judge

MacSteel now wants to
arrange a lease with the county
for the same easement that it
thinks will be allowed under the
law.

With the case now before the
Arkansas Court of Appeals, the
dispute between the companies
remains unresolved.

Sebastian County Judge David
Hudson granted MacSteel the
easement through the park in
summer 2003.

“There isn’t a clear-cut solu-
tion to the matter;” Hudson said.
“If there was, I would have
come up with one.”

Hudson said his focus has
been on “how we can resolve
the issue between the two par-
ties.”

Given the tension and state-
ments between company offi-
cials on both sides, a negotiat-
ed resolution might not be easy.

SEE DISPUTE PAGE 8C
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Liquefied Natural Gas Quickly Joining Oil As Major U.S. Energy Import

By H. Josef Hebert
THE ASSOCIATED PRESS

COVE POINT, Md. — Once or
twice a week, a tanker unloads
millions of gallons of frosty liquid
at a terminal on the Chesapeake
Bay, bringing to the United States
a fuel that many economists be-
lieve will help temper energy
prices in the coming decades.

For years, liquefied natural gas
was too expensive. It really was
not needed. Even today, there are
safety and terrorism worries, ex-
aggerated or not, about shipments
of the fuel.

Corporate
Watch

WAL*MART

Wal-Mart Stores Inc.
(NYSE: WMT)

@ Bentonville-based
Wal-Mart Stores Inc. is
the world’s largest
retailer. It is organized
into three segments:
Wal-Mart Stores, Sam’s
Club and International. As
of Jan. 31, 2004, the
company had more than
1.5 million employees
worldwide.

‘ ANALYSTS DEBATE GLOBAL NATURAL GAS MIARKET PAGE 6C

But as growing demand for nat-
ural gas outstrips North America’s
conventional supplies, many ex-
perts view imports of LNG as the
only way to head off decades of
soaring prices for businesses and
the tens of millions of households
that rely on the fuel for heat and
electricity.

While politicians talk of the
need for greater U.S. energy in-
dependence, American con-
sumers are expected to be re-
lying increasingly on LNG im-
ports from Algeria, Qatar, Rus-

H. Lee Scott
president, CEQ
and chairman

@ Compensation
(salary and bonus only)
2004: $5,392,308
2003: $4,304,808

SOURCE: Securities and Exchange Commission, Yahoo! Finance, wire and staff reports
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sia and elsewhere.

If current trends continue, the
United States “by far will be the
largest consumer of LNG in the
next decade,” says Guy Caruso,
head of the government’s Energy
Information Administration.

“If we don’t have the capacity
to bring in the amount of gas we
need and domestic supply goes
the way we think it will, the clear
implication is higher prices,” Caru-
SO says.

Nowhere is the emerging glob-
al LNG market more evident than

on the shores of Chesapeake Bay
70 miles south of Baltimore.

It was only two years ago that
Dominion Resources Inc’s LNG
import terminal, in the shadow of
the Cove Point lighthouse, was in
mothballs. Its offshore docking
platform, able to handle two LNG
tankers at a time, sat idle — a
monument to a business gone
awry.

Now, the platform built in 1974
and shut down in 1981 unloads a
tanker full of imported LNG on
average every four days. The cold
liquid is piped through a 1.2-mile
underwater tunnel to four huge

storage tanks. Delivered at minus-
260 degrees Fahrenheit, the fuel
is warmed and turned back into
gas, then shipped over pipelines
to mid-Atlantic customers.

A larger tank is near comple-
tion and two more tanks are
planned. By 2008, the terminal will
be able to handle 1.8 billion cubic
feet of imported gas daily, more
than double today’s volume and
enough fuel to serve 6.1 million
homes, Dominion spokesman
Daniel Donovan says.

LNG import terminals in
Louisiana, Georgia and the Boston
area also are expanding. Despite

WEB WATCH

FEDERAL ENERGY
REGULATORY COMMISSION
http://www.ferc.gov

CENTER FOR LNG
http://www.Ingfacts.org

AMERICAN GAS ASSOCIATION
http://www.aga.org

ENERGY DEPARTMENT
http//www.fe.doe.gov/programs/oilgas

community opposition, more than
40 new LNG projects are
SEE IMPORT PAGE 6C
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ON THE GO

Tyson Concept Provides Quick Meals

PRODUCER PROVIDING FOOD
FROM VENDING MACHINES

By Shea Van Hoy
THE MORNING NEWS + SVANHOY@NWAONLINENET

A stale cup of coffee. A mi-
crowave burrito. And maybe a
candy bar for dessert.

Vending-machine meals, as a
rule, don’t entice the appetite,
but Tyson Foods says it hopes
to change that through a part-
nership with a California firm
to provide quick, hot meals of
Tyson food products.

The Springdale-based com-
pany is touting an agreement
with KRh Thermal Systems of
Irvine, Calif,, creating the Tyson
Diner, a vending machine that
heats frozen products such as
chicken strips, hamburgers and
other items in about 90 seconds
or less.

KRh approached Tyson look-
ing for the latter to supply chick-
en strips to its new vending-ma-
chine technology, according to
Belinda Mayo, innovation and
business development produc-
tion manager at Tyson.

“It was an innovative and
technical match,” she said. “The
level of quality of this product
makes it comfortable for us to
put our brand (name) on it.”

Mayo said Tyson reached an
agreement with KRh and sells
specially produced food items
to the company, which markets
machines and food products to
vendors such as Jackson Broth-
ers, a vending company serving
Arkansas, Missouri and OKkla-
homa.

She said Tyson began testing
about 60 of the diners in August
and plans are to expand that
number to 350 this year. She said
it will be the largest vending

push for the company.

“We weren’t in the tradition-
al (refrigerated) vending be-
cause you can’t control the qual-
ity of the product like you can
when it’s frozen. The frozen
items stay good for up to a year,”
Mayo said.

KRh has been marketing its
Hot Choice Diner since before
April 2000 when it paired with
industry giant Kraft Foods to de-
liver hot meals to consumers
under the Kraft brand name.
KRh sought out Kraft and Tyson
because of their diverse prod-
uct portfolio and experience
selling frozen foods, according
to Jim Stevens, vice president of
U.S. sales and marketing at KRh.

“First and foremost, we want-
ed menu items that resemble
what people see in a fast-food
restaurant — chicken, pizza,
burgers and fries,” Stevens said.
“Our criteria was that the com-
panies already have the confi-
dence and trust of the con-
sumer, enough so they would
buy the products out of a ma-
chine.”

He said the units cook food at
about three times the power of
a typical microwave, using a
process that pushes hot air
through the products via jets.
He said that allows items such
as bread to toast and not get
soggy. He said new food choic-
es and partnerships are on the
way, including more healthy
choices and ethnic foods.

He said the company has
more than 500 branded units in
the marketplace and there is
room to grow, a sentiment
echoed by a Kraft executive.

“There is no doubt demand

FAST FACTS
TYSON DINER

» What: Vending machine that
cooks frozen food items such as
chicken strips or hamburgers in
about 90 seconds.

» Partnership: KRh Thermal
Systems makes the vending
units and Tyson Foods supplies
food items.

»Other Partnerships: KRh also
has a deal with Kraft Foods for
vending diners, and some Kraft
products are placed in Tyson
Diners and vice-versa.

» Per-Item Cost: About $1.75 to
$3.50.

» Number Of Tyson Units: About
100 in various locations with
plans for around 350 soon.

» Frozen Food Temperature:
About zero to 4 Fahrenheit.

» Cooking Temperature: Varies,
but normally around 400
Fahrenheit.

SOURCE: STAFF REPORTS

exists for greater variety in read-
ily available hot meal and snack
solutions, not only in the
$430 billion food service indus-
try, but in the other markets
food service has yet to reach
with manual operations,”
Thomas Sampson, president of
North America Foodservice for
Kraft, said in a company release.

Tyson is seeking a chunk of
that market, but Mayo and Bill
Tervin, vice president at Jack-
son Brothers, see Kraft as more
of a complement than a com-
petitor. Mayo said many of the
machines feature items from
both companies.

In the Tyson machines —
which feature colorful graphics
on the front showing products
— Mayo said the company rec-

EXPANSION: Staff Added As Business Prospers

CONTINUED FROM PAGE 1C
Smith. Painting over the wall
color of the older section so it
matches the brown color of the
new one was a remaining task.

Merging two halves into one
is a task with which the 13 part-
ners in Beall Barclay are famil-
iar. In July 2002 and under the
name of Beall Barclay Wealth
Management LLC, Philpot
joined the firm so the business
could add financial services to
the menu of items it offers its
clientele. Until then, it only had
provided accounting services.

‘Well-Paid’ Jobs

As the wealth management
side of the partnership has ex-
panded and the accounting di-
vision has prospered, staff has
been added.

Carroll said in the last half of
2004 Beall Barclay added four
people to accounting and one
to wealth management. About
10 new positions will have been
created when the staff expan-
sion is finished, he said.

Although he declined to give
an average salary, Carroll did
characterize them as “well-
paid, white collar” jobs. Fifty-
seven of them are in Fort
Smith and another 19 work out
of Beall Barclay’s office in
Rogers. Of the 76 people in the
total work force, 43 are de-
greed accountants, six are fi-
nancial advisers and the re-
mainder are paraprofessionals
and clerical and administrative
staff. The $1.5 million invest-
ment includes improvements
at the Rogers office, Carroll
said.

In 1997, Beall merged with the
Barclay accounting firm in
Rogers.

But, it’s the more recent move
into financial advisement push-
ing much of the recent growth.

“We’ve seen a very good
growth year from both sides of
the business, wealth manage-
ment and accounting,” Carroll
said.

When wealth management
started, Beall had three or four
spare offices, but adding staff
quickly ate up that spare space
and forced people to share ac-
commodations.

The 35 new offices are giving
them the room they need to do
their jobs, Carroll said.

Philpot said that’s boosted
morale by alleviating crowding.

Because some space has to be
left for employee and customer
parking, Beall has reached the

very limits of their lot lines and
had to build up. The new addi-
tion reaches up to three floors
in height, but the third floor is
unused, reserved for future
growth. The third floor also re-
flects an optimism Carroll and
Philpot share about Beall’s fu-
ture.

It’s a future grounded in the
decisions of the recent past re-
garding the merger of the two
sides of the business that Car-
roll and Philpot represent.

Carroll said clients had in-
creasingly been asking for fi-
nancial planning and wealth
management services that
“frankly as CPAs we probably
did not have the right expertise
and skill set to do.”

New Rules

In 1999, the Arkansas rules
were loosened to allow revenue
sharing between accounting and
financial services so there
weren’t legal or ethical imped-
iments.

When looking at how to ex-
pand, Carroll said the firm
looked at the option of com-
bining accounting and financial
advising in one person but us-
ing CPAs who also had certifi-
cation as financial advisers did-
n’'t work for Beall.

“We needed to combine in
one organization the same peo-
ple to whom we were referring
our clients,” he said. “Once that
was the approach we decided
on we had a very short list of
people who fit that profile. For-
tunately we were able to get our
number one draft choice with
Carolyn coming on. ... Clients
would receive the same level of
service as before but in one
place.”

Initially, Philpot, who had
worked at Beall many years be-
fore, had some reservations that
the two business cultures might
clash, but she was relieved to
discover her fears were largely
unfounded.

“I knew there would be a lit-
tle bit of a culture shock from
the two sides coming together,
but I've been surprised how very
little that has become an issue,”
she said. “Where it has become
an issue, it’s been a good issue
because it forces you to look at
both aspects for our clients.”

Often, Philpot said an adviser
will be made aware of a new ac-
counting aspect to a client’s fi-
nancial profile or an accountant
will learn from the advisement
side of a new way to structure

the profile for a tax advantage.

“One skill complements the
other and challenges the other
to come up with new and cre-
ative solutions,” she said.

Things in the accounting pro-
fession aren’t as staid as they
once were when Philpot worked
at Beall in the 1980s either.

It’s a business that has become
less conservative attitudinally
and more accustomed to change.
Even the male to female ratio
has achieved greater balance,
she said.

Now, Philpot and the other
advisers who have joined her at
the firm since 2002 have the
freedom to offer a range of fi-
nancial services — planning for
taxes, investment, retirement, es-
tates, business and education as
well as portfolio design; risk and
debt management; and asset, dis-
ability and income protection.

New Competition

In offering those services,
Beall Barclay also is competing
against banks and insurance
companies that increasingly are
providing all or some of the
same services to their customers
as well.

However, Joel Allegretti,
spokesman for the American In-
stitute of Certified Public Ac-
countants, feels a firm with
CPAs in it might have an edge
in the financial planning sector.

“Your bank is not going to
have the knowledge of your tax-
es,” Allegretti said. “They just
don’t. They don’t need to. That’s
not what they’re there for. ... The
CPA has a deeper understand-
ing of the client’s financial pro-
file.”

To some degree, Beall will
more and more be coming up
against other accounting firms
trying to do the same thing.

“The fact that more CPAs are
getting into financial planning
indicates its growing success,”
Allegretti said. “We’re seeing
the numbers growing among
our membership who are doing
it. Some are doing it a little bit
and some have full-fledged fi-
nancial planning practices.”

Beall Barclay’s clients have re-
sponded enthusiastically so far
to the diversity of services in its
practice, according to Carroll
and Philpot.

Word-of-mouth from them,
Carroll and Philpot both said,
has grown the firm and caused
them to generate new jobs and
space to accommodate that
growth.

ommends at least three out of
the five slots be filled with a
Tyson product.

“Kraft has fries as one of their
items and that creates a natural
combination with things like
burgers or chicken sandwiches,”
Tervin said. “Kraft also has
dessert items.”

Mayo said there are about
500,000 vending machines in
the United States, and Tyson
would like to seize 5 percent of
that market, for about 25,000
Tyson Diners. The majority of
the machines will end up in
hospitals or health-care facili-
ties, she said.

Tervin said his company plans
to place a Tyson Diner in every

location the company services.
He said Jackson Brothers buys
the vending machines and prod-
ucts from KRh.

He said the company has 26
Tyson Diners in Arkansas and
Missouri and has 25 more on or-
der from KRh. There are ma-
chines at some Tyson facilities,
at Gates Rubber in Siloam
Springs and Glad in Rogers, he
said.

“The response has been very
positive. The machines are gen-
erating about $250 in revenue
every week, which is very good
for a food machine,” Tervin said.

Mayo said Tyson is research-
ing and developing new choic-
es to help keep the machines

MICHAEL ZAMORA © THE MORNING NEWS
Belinda Mayo, innovation and business development production manager for Tyson Foods, opens up a
cooked hamburger served out of a new Tyson Diner vending machine at the Tyson headquarters in
Springdale. The machines can heat and serve prepackaged Tyson foods in less than 90 seconds inside a
built-in oven.

filled. She said the company has
asked consumers using the ma-
chines what products they like
best or what they might like to
taste in the future.

“All the products are specific
to the machine as far as mois-
ture and fat content and meet-
ing the machine’s requirements
as far as size,” she said. “We’re
in the process of developing a
couple of breakfast items like an
omelet and biscuits.”

Mayo said the company and
development team are dedicat-
ed to growing the business.

“People want things at an
arm’s reach of desire and they
don’t want to sacrifice quality
or time,” she said.

Manufacturers Enjoy Boost

By Art Pine
BLOOMBERG NEWS

After shrinking to what its chief
executive calls “survival mode”
following the economic slowdown
of 2001, Bison Gear & Engineer-
ing Corp. hoped for something
better last year.

The company got its wish —
and then some.

“It exceeded our expectations
by 50 percent,” says Ron Bullock,
the chief executive of the St.
Charles, IlL, transmission-parts
maker, which sells about $40 mil-
lion of products annually to such
larger firms as Hartford, Conn.-
based United Technologies Corp.
and Lake Forest, Ill.-based WW.
Grainger Inc. “It was a nice sur-
prise.”

U.S. manufacturers just record-
ed their best year as a group since
1999, aided by steady consumer
demand and a weaker dollar. Fac-
tories added their first jobs in sev-
en years; the Federal Reserve’s
main manufacturing gauge out-
paced the gain expected for the
economy. And the good news may
continue this year, say forecasters
at Eaton Corp., Northern Trust Se-
curities Inc. and JP Morgan Se-
curities Inc.

“The very strong momentum

we saw throughout 2004 is going
to continue, and the industrial and
the investment sectors — the cap-
ital-goods sectors — are going to
be leaders as we work through the
year,” says James Meil, chief econ-
omist at Cleveland-based Eaton,
the world’s No. 2 maker of hy-
draulic equipment.

At St. Petersburg, Fla.-based Ja-
bil Circuit Inc., the company will
benefit this year from “exploding”
demand, said CEO Timothy L.
Main says.

“Since our trough in 2002, we've
more than doubled our revenue
and more than tripled our earn-
ings, so there’s been a tremendous
amount of growth in our busi-
ness,” Main says. Jabil designs and
builds electronics for other com-
panies such as San Jose, Calif.-
based Cisco Systems Inc., the
world’s largest maker of comput-
er-networking equipment.

For manufacturers, the re-
bound — which came even as
they faced a surge in raw-mate-
rial costs, including a one-third
jump in the price of crude oil —
has been a welcome respite from
long-term trends. Manufacturing
has been in decline for more
than 40 years, shrinking to about
13 percent of the United States’
economic output, from a peak of

27 percent in 1960.

Just from 1998 through 2003, the
U.S. economy lost about 3.26 mil-
lion factory jobs. Figures released
by the U.S. Labor Department on
Jan. 7 show that manufacturing
employment rose by 76,000 jobs
in 2004. While that figure is
dwarfed by the number of jobs
lost previously; it still represents
the first annual gain since 1997.

The Institute for Supply Man-
agement’s factory index, a key in-
dicator of manufacturing strength,
averaged 60.5 during the year, the
highest since 1973. Bruce Kasman,
head of economic research at JP
Morgan Securities in New York,
said he is “expecting that strength
to continue through 2005, as con-
sumer and business spending sus-
tains demand and the weaker dol-
lar makes U.S. goods cheaper
overseas.

Federal Reserve policy is one
reason for the recent rebound.
The Fed kept its benchmark in-
terest rate at 1 percent, the lowest
since 1958, for a year, until last
June. Even after raising the rate at
five straight meetings since then,
the rate is still only 2.25 percent.
Fed policy makers, who next meet
on Feb. 1-2, are trying to head off
faster inflation while maintaining
growth.

Kenneth Meacham, M.D.
Board Certified, Urology
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2010 Chestnut Plaza, Suite A
Van Buren, Arkansas 72956

mGeneral Urology

mPediatric Urology

mFemale Incontinence

mSurgical Care

Most Insurance Plans Accepted

Call for your appointment

479-471-4221
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