
Focus 2004

Separating your course from 
the crowded field”

You can advance the presentation at 
your desired pace via the PgDn or 
down arrow keys.  Average time to 
review:  10 minutes



What will be covered…Business of Golf

1. Risk - PGA Industry Conference, Crittenden, ING, Golf 
20/20, NGCOA Solutions Summit

2.1 Macroeconomic Trends
2.2 The Game of Golf
2.3 Seven Trends Creating a Time Crunch Conversion

3. Think Change – Five year predictions
4. Challenges – Adapting now to benefit tomorrow
5. Leading Through the Storm

5.1 Growth in the Internet
5.2 Growth in the E-Golf Network

6. Making it happen – A program to create loyal customers
7. Excellence – Getting started is as easy as 1 – 2 – 3



Golf:  
A Business in 

Turmoil



Where do your customers come from? 

Local
Golfers

• Individual Local Golfers: Comprise about 60 –
65% of a golf courses customers.

• Group Golfers & Planners: On average, 
tournament, league play and ladies/men’s club 
comprise 20 – 30% of total rounds.

• Corporate Golfers: A declining segment 
comprising perhaps as much as 5 – 10% of current 
customers for a golf course.  

• Destination Golfers: A direct correlation exists 
between the green fee and the percent of their 
golfers which might be classified as “destination 
golfers.”



Supply and Demand Balance

Golfers per course (18 hole equivalents)
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Current statistics

• Rounds 01 – 02 
• Rounds 02 – 03 (Datatech, Jan 04)

• Revenue
• Demand exceed supply
• Avid golfers
• Women golfers
• Private Clubs

• ▼3.0% 
• ▼2.6%
• ◄► 1.0%
• 1990
• ▼ 2.0%
• ▼ 3.0%
• From waiting lists to 

resignation lists

© NGF, 2003



Current statistics
• Courses (18 hole equivalents)
• Total Participants 
• Total Golfers
• Occasional (1 to 7 rounds)
• Core Golfers (8 – 24 golfers)
• Avid Golfers (25+ rounds) 
• Junior Golfers
• Alternative Users
• Range Users

• 14,903  (01.2%▲)
• 36.7 m  (01.1%▼)
• 26.2 m  (01.6%▲) 
• 13.6 m  (04.0%▼)
• 6.8 m  (20.0%▲) 
• 5.8 m  (02.8%▼) 
• 6.1 m  (38.6%▲)
• 1.3 m  (35.0%▼)
• 3.1 m  (36.7%▼)

© NGF, 2003



Two categories of golfers
1. Traditional:  (rules, history, respect, Golf Association)

• 17% have handicaps < 20

• 3% have single digit handicaps 

• .00068% are scratch golfers

2. Recreational (Fun, social, drinkers, loose knit) 

• 83% of all players 

• Hitting creates 3 times more pleasure than score. (Ron Drapeau, 
Calloway, Calloway)

• Golfers play to hit 5 to 15 good shots a round.  Less than five shots, 
they quit.  More than 15 good shots per round they become avid 
golfers.  (Ron Drapeau, Calloway)



The excuses for the downturn

• 2000
• 2001
• 2002
• 2003

• Accessibility, Stock market crash
• Market overbuilt by 18%, 9/11
• Economy/affordability
• Time crunch, weather, price cutting 

strategies

August 2003:  “Is Golf Dying” UAL Hemispheres – Art Pollard
September 2003:  “Golf Course Contraction” Key to Economic 

Recovery” Golfweek – Brad Klein

The problem we face will not be solved in the short term. 
It is a long term problem that will take 5 to 7 years. 

Dana Garmany, Troon Management



The 1960s 
Sexual 

Revolution

The impact of societal changes

© DYG, Inc. 2003

The Birth Control Pill
(Technology Trend)

Reduced Social Conformity
(Social Trend)

Large Youth Cohort – Boomers

(Demographic Trend)

DYG, Inc. gave a compelling presentation at Golf 20/20 about impact of societal 
changes on our society.  The example below was used to introduce the topic:



7 Trends Creating A Time Crunch
1. The technology trap of endless improvements:  the more empowered technology makes you, 

the more you are expected to do. 

2. The update mandate:  We must be constantly updating our information:  our devices 
(phones, email), our knowledge (events, educations), our values (tolerance to risk, work, 
etc.).  We have dramatically increased our “work cycles.” Employee productivity is up 24.2 in 
the past ten years.

3. The marketplace of endless choices (47 car manufacturers, hundreds of models, 1000 of 
choices.)  Shopping takes a lot more energy, thought and time.

4. We have become an experience economy:  Starbucks to see it made, Krispy Kreme to watch 
in bake, Harley to gather on weekends at events to participate. 

5. Lifestyle integration.  Our key value is that everything must be efficient and we can do it at 
once causing the erosion of the barriers between home, work, and commuting.

© DYG, Inc. 2003



24 Hour Daily “Fluidity”

At HomeAt Home

At WorkAt Work

In The CarIn The Car

Day care 
at work

Dry 
cleaning 
at work

Home 
office

“Playing”
at work

Home 
spa

In-vehicle 
entertainment

Cell 
Phone

© DYG, Inc. 2003



The Experience 
Economy

Technology Trap of 
Endless Improvements

Conspicuous 
Activation

The Marketplace Trap 
of Endless Choice

The Update 
Mandate:  Media 

Trap of 24-7

Life style IntegrationChild Centered-ness

Time Time 
CrunchCrunch

Conclusion – We don’t have enough time for golf

© DYG, Inc. 2003





Five year predictions for the business of golf

1. Increased focus on identifying the core customers via:
Driver’s licenses at the POS counter
Affinity program reward cards
Internet customer registration and renewal

2. Marketing dollars will be allocated to retain existing customers rather than 
attract new customers.

3. Email programs to contact customers with specials will become a required 
module.

4. E-money will be issued for gift certificates, rain checks (Starbucks card)

5. Hand held I-Paqs will be used by starter’s

6. Emergences of debit/credit card based touch screen kiosks to allow 
customer to check themselves in



Five year predictions for the business of golf

7. Geographic Information Services (GIS) will be become popular for
mapping customer profiles.

8. The role of Golf Associations will dramatically change.



USGA – Growing the Game of Golf

July 25, 2002 

March, 2003

September, 2003 

October 4, 2003

January 31, 2004

March 1, 2004

USGA On Line Virtual Handicap Club model created

USGA Handicap position paper circulated

IAGA and State Golf Associations Oppose

USGA Handicap committee meets and defers

Exec. Comm. to review virtual on line clubs

Possible commercial Implementation by Clubs



USGA – Why would they change tradition?

Doesn't know there are rulesStudent of RulesRules

There is a history?Respects gameHistory

85% of all golfersLess 15% of all golfersRepresents

46,000,000 actual/potential players4,000,000 golfersMarket size

Plays to hit shotsPlayerTournament Orientation

Middle ClassUpper Middle Class or HigherIncome Level

Reflective of America in generalHighEducational Background

Fun (Casual Player)Traditionalist (Avid Golfer)Target Market

Virtual ClubsGolf AssociationsCategory



Example of Firms Posturing:  
Golf Serv – Owned by NBC



Book4Golf – NetHandicap



National Golf Network



Golf Associations – Arizona 
Varying Product Mix to Remain Competitive



Golf Associations – Chicago District
Varying Product Mix



Five year predictions

7. Geographic Information Services (GIS) will be become popular for mapping 
customer profiles.

8. The role of Golf Associations will dramatically change.

9. Golf courses will increase the number of “access points” to their golf course
– Kiosks
– Internet – private web sites
– Public web sites:  Golf Switch, Book4

10.  Tee Time auctions by independent third parties will become commonplace.   
Practices has severe adverse economic impact for course:

– Core customers will be dis-intermediated
– Severe downward rate pressure will increase resulting in lower average daily rate
– Sophisticated core customers will wait for last minute emails for lowest rate.



Example of Auction Site



Auction Site:  2



Auction Site:  3



Auction Site:  4 (gogogolf.net)





Take-Away:  Challenges

1. The white Caucasian, with European descent, middle/upper income 
market is mature.

2. The game of golf has barriers to its entry door such that the average 
individual is intimidated.
• Traditions
• Skill level required
• Social expectations

3. Discounting, which is becoming prevalent, is a bad practice. 

4. Everybody is getting it for juniors. But very few facilities have created 
effective programs to attracts adults.



Take-Away:  Opportunities
1. All golfers are local, all solutions are local. The best ADVERTISING is local 

print media that drive golfers to the INTERNET in which their needs are 
fulfilled.  Prevailing themes:
– Fun
– Now 
– Outdoors
– Family 
– For a life time

2. Opportunities for growth in the game will come from ADULT PLAYER 
DEVELOPMENT. 
– Couples
– Leagues
– Ladies day
– Clinics for beginner, intermediate, experienced and accomplished golfers:  

separately

3. Developing a CUSTOMER DATABASE though KIOSKS at the course in 
which EMAIL ADDRESSES are  captured is fundamental.



Take-Away:  Opportunities
4. Creating a CUSTOMER AFFINITY PROGRAM based on $$$ (not 

rounds played) with the issuance of loyalty cards  will stimulate 
incremental revenues.    

– What % of players generate 60% of your revenue?
• 12%

– What % of players generated 85% of your revenue?
• 25%

– What % of your players represent first time golfers to your facility?
• 60%

– What % of your customers who play this year will NOT return next
year?
• 70%

5. Focusing on CUSTOMER RETENTION will have dramatic impact on 
net income.  An increase in retention by 5% will increase your 
profitability from 25% to 100%.



98%23%58%4,035Total Customers

98%40%56%462Retained Customers

98%

97%

% phone
Numbers

15%

27%

% postal
Addresses

Notes 1:  Average course has 4,000 distinct customers
2:  Customer retention averaged only 26% on an annual basis.  

49%

70%

% e-mail
Addresses

1,999Lost Customers

1,574Acquired Customers

Tot #
Customers

2001 & 2002 Customer Files

High = 67+%
Mod = 34-66%
Low = 0-33%

Customer Retention – Key to Bottom Line



$388,615

-$371,656

-$500,000
-$400,000
-$300,000
-$200,000
-$100,000

$0
$100,000
$200,000
$300,000
$400,000
$500,000

Lost Customers
$$ Rev

Acquired
Customers $$
Rev

The Net Revenue Gain/Loss In The 
Acquired/Lost Customer Turnover



Leading through the storm



The Growth of the Internet Offers Alternatives

• $96 billion online Internet in 2002, (4.5% of total retail sales), a 48% percent 
increase over 2001 

• It took the catalog industry 100 years to represent 4.7% of total retail sales.  
Online retailers will accomplished that in six (6) years.

• 36% of all consumers have bought online

– Computer hardware and software
– Event tickets
– Books



Give Golfers What They Want

32% check the weather

28% find places to play

25% find golf products/equipment

7% use it to book tee times

NGF Golf Business Almanac, Sept. 2002

Of the 87% of Golfers who use the Internet:





The Four Steps to Financial Success
The formula for financial success in the golf business has become very clear:

1) Identify your core customer as 12% of your golfers generate 60% of your 
revenue.

2) Create a customer affinity program to provide both financial and
aspirational incentives. 

3) Communicate efficiently with your core customers  cost effectively.

4) Proactively engage in automatic yield management of your available.



Consolidate all data sources

Easily Accessible Data:

Learn about golfers

Generate custom email   
messages

Manage yield real-time

Golf Course 
Database

POS System
Loyalty Card

Online 
Reservation 
System

Website

Phone

Other

$$

Email

e

©Sitewire, NGCOA Solutions Summit Conference



Engage in Permission Marketing: Not Optional

If you do not wish to receive these e-mail messages, click here.

If you do not wish to receive future e-mails, click here.

Please remove me from this list

If you want to be removed from future messages, click here.

Edit your profile or remove your name from our list

Unsubscribe

Please Remove me from this list

Effective marketing has the cooperation of the golfer – all 
messaging should be based upon permission and opt-out 
always an option such as:

©Sitewire, NGCOA Solutions Summit Conference



Initiatives You Should Launch

1. ADVERTISING is local print media that drive golfers to the INTERNET
• Underwriting Advertising on behalf of clients in 2004
• Theme:  “We make Golf is Easy” with 6 different tag lines

2. ADULT PLAYER DEVELOPMENT  
• Launching “Book It, Play It, Track It”
• National Web based tee sheet creating local communities
• Weekly newsletters featuring:

• Opt in 
• Course preference
• Time preference
• Ability
• Dating Service 
• Auctions

• Last minute tee times notice at FULL rack segmented by 18, 9, 1 - 4 players for 
individuals, families, couples, ladies.

• Tournaments; Lessons registration, League sign up and scheduling.



Initiatives Being Launched …

3. CUSTOMER DATABASE though KIOSKS in which 
EMAIL ADDRESSES are  captured is fundamental

• Integration of POS/Electronic Tee Sheet critical to create 
marketing and communicating system.

• Touch screen kiosks

– Self pay
– Advanced reservations
– Pending tee times
– Email newsletter and virtual on line club sign up
– Tournament Registration
– Individual Scoring Averages
– USGA Handicaps



Initiatives Being Launched…

4. CUSTOMER AFFINITY PROGRAM based with the 
issuance of loyalty cards.   

• Rate and Frequency Oriented Programs crafted
• Dynamic Affinity functionality added to core 

software.

5. CUSTOMER RETENTION PROGRAM
• Surveys automatically generated and tabulated for a 

course that determine:
• A course’s market share of the golfer’s total business
• Demographic and economic profile of your customers
• What a golfer’s think of your course and the value you provided 

based on 14 attributes 



Initiative 1: Selective Advertising – “We make golf easy”

1. Tee times can be made 24 hours per day
– By phone
– On the Internet
– Or at the course

2. Tee time reserved especially for
– Families
– Couples
– Juniors
– Ladies

3. Friendly, qualified instructors offering lesson clinics for beginner, 
intermediate, experienced and accomplished golfers  

4. Leagues available and open for all
5. Equipment for all abilities and all price ranges
6. We are loyal to our loyal customers.  Join our affinity program and play 

more for less 



Initiative 2:  Adult Player Development

Offers products and services that 
reflect the stages a golfer goes through to play golf

• Tee Time Solution

• Course Information

• Group Events & 
Tournament Services

• Corporate Accounts

• Membership 
Program

• Tournament and 
League 
Registration

• Charity Events

• Lesson Scheduling

• Golf Communities

• Handicap Management

• Performance Tracking

• Instruction & 
Improvement

• Facts & Information

Book It Play It Track It



Quote from USGA

August 11, 2003  Kevin O’Connor, Senior Director of Handicapping, 
USGA

“The technology being made available and utilized by the average 
consumer will make it so that some percentage of consumers will 
not be willing to pay $20 or so for what is perceived as a handicap 
only.  The idea of bundling a number of Internet related services
may make it more appealing to the golfer and more cost effective to 
the golf course.



Many vendors offer handicapping services in compliance with the USGA manual.

USGA Handicapping System – Many Alternatives

Vendor

Other
Modules

Golf
Associations

Golfers

GHIN

Tournament

70 Golf 
Associations

1.915 
million

Golfnet

Tee Times & 
Tournament

Golf 
Associations 
of Maryland, 
Virginia, the 
Carolinas & 
Individual 

Clubs

750,000

Handicomp

Yes

Michigan & 
Individual 

Clubs

300,000

EZ Links

Yes

Arizona
Illinois

150,000

Computer
Golf

Software

Yes

Florida & 
Individual 

Clubs

125,000

Starplan

Tournament

Iowa
Wisconsin

125,000

Vision
Perfect

Tournament

Utah & 
Individual 

Clubs

15,000

Golf
System

Yes

Texas

10,000

E-Golf
Network

Yes

Individual 
Golf 

Clubs in 
Colorado

1,000

USGA Handicapping Manual

Section 1.1 A USGA Handicap Index can
be issued by a golf club or authorized golf association



Initiative 4.  Affinity Programs
• Frequency Oriented Program

Eligibility to receive 10% discount after twenty rounds. 
USGA Handicap membership at your course. 
Additional advanced reservation access over general public. 
Advanced access for Internet reservation system and touch screen kiosks at course.
Five dollar discount on next golf lesson (this is a no brainer).
One free bucket of range balls upon purchase of the card.
A 5% discount on merchandise upon purchase of the card. 

• Rate Oriented Program 

Eligibility to receive discounted green fees of 5% off rack rates. 
USGA Handicap membership at your course. 
Additional advanced reservation access over general public.
Advanced access to Internet reservation system and touch screen kiosks at course.
Five dollar discount on next golf lesson (this is a no brainer).
One free bucket of range balls upon purchase of the card.
A 5% discount on merchandise upon purchase of the card.



Types of Rewards Possible

- ‘Do this’ get ‘that’

- Buy one; get one free

- Play 9 rounds get 10th round 

free

- Get x% off for playing during a 

certain period

- Exchange coupon for a stated 

discount

• Financial Rewards • Aspirational Rewards

- Golf x times in one year and 

free buddy pass for the 

following year

- Entry into a contest every time 

they play during a certain period

©Sitewire, NGCOA Solutions Summit Conference



Affinity Program - Why Reward Loyal Golfers?

• Repeat customers, on average, spend 67% more (than 
transient and unknowns)

• After 10 visits, a golfer has referred an average of 7 new 
golfers

• A 5% increase in retention yields profit increase of 25% to 
100%

Bain and Co., 2002



Retention Survey:  What’s your market share?

30%237100 +

28%501480 – 89

9%767Under 80

Average Score

33%5217100K +

18%45850K – 100K

44%2511Less than 50K

Income

32%196Female

27%4512Male

Gender

29%4212Overall

% Rounds at this CourseAv. Annual RoundsAv. Rounds at this CourseSegments



Retention Survey:  What do they think about your course?

Overall Experience

On course services (restrooms, water

Food and beverage service

Friendly - service of staff

Amenities (clubhouse, pro shop)

Condition of golf carts

Pace of play

Scenery and aesthetics of course

Condition of greens

Overall Course conditions

Tee time availability

Convenience of course location

Affordability/value

54321

(Check 3)Circle Your Choice

ImportanceRatingFactor





Revenue Management

• Reservations
•Electronic Tee Sheet
•Internet
•Touch screen kiosks

• Retailing
•Point of Sale
•Inventory
•Purchasing
•Member Billing
•Food and Beverage

• Identification

• Newsletters

• Surveys

• Tournament  
Registration

• Lesson Scheduling

• Golf Communities:  
dating service, etc.

• Last  Minute @ Retail

• Last Minute @ Discount

• Tee time auctions

Core Application
Marketing and 

Communication System

A course should seek a vendor that offers all core applications, a marketing and communication 
system plus revenue management seamlessly integrated into a single application.  What is unique 
is that the golf course owner is in control of your own inventory, pricing and revenue – not a third 
party.

Summary



Thank You


