The Winning Playbook
For Golf Courses
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J. Wood Platt to give out more than $1 million in 2014-15

The 2014-15 class of Plait Caddie-Scholars has been finalized. For the first ime ever, we will be giving out 31 million

in granis! Click on the picture for a full list of Caddie-Scholars.

Meet Our Caddie-Scholars

KYLE WAMBOLD - Binghamton University

Kyle has caddied at Lehigh Country Club for the last five years. A freshman at Binghamton, he's on the
golf team and is already one of the team’s top players.

Platt Info

Scholars Contributors

©2015, Golf Convergence, Inc.

Dawn to Dusk Golf Marathon

a chance.”
-J. Wood Platt

CADDIE YARD LOGIN | REGISTER

RECENT HEADLIMNES

= Facts & Figures about our J. Wood Platt
Caddie-Scholars

J. Wood Platt to give out more than 51 million in
201415

Plower & Muller win JWP Alumni Toumament

Another successful year for the Dawn to Dusk
Golf Marathon

Tim & Jeff Klagholz defend their tile at the Platt

GOLF MARATHON

AY. AUGUST 4. 201

W




STRENGTHS
FINDER

TOM RATH
New York Times Bestselling Author of
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LEARNER
ACHIEVER
FOCUS
STRATEGIC
ANALY TICAL
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HOW THE WORLD SEES

DISCOVER YOUR HIGHEST VALUE
THROUGH THE SCIENCE OF FASCINATION

SALLY HOGSHEAD

©2015, Golf Convergence, Inc.




POWWER/FPRESTIGE is “THE MAESTRO.™

Confidence is one of your greatest assets and you waste no time in accomplishing
your goals. Mever wanting to settle, you are ambiticus and always looking for ways
to improwve. People admire your unwawering conwiction.

PASSIONMILERT is “THE ORCHESTRATOR.™

ou are abrerays mindful of a situation and you can gquickly discern how to achieve
the best results. You make sure that projects are ahways on track and that the
details are not forgotten.

THE 49 PERSOMNMALITY ARCHETYPES

THE

AT LYET

o
S

THE CHAMNGE HIE THIE
AARERT e > MASTERMBND

THOE SANETLE
TOuRC

TROE
DETECTIVE

FRIMARY ADWVAMNTRAGE SECOMDARY ADWVANTAGE
PASSION
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MAESTRO
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HOW THE WORLD SEES

DISCOVER YOUR HIGHEST VALUE
THROUGH THE SCIENCE OF FASCINATION

SALLY HOGSHEAD
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Our Goal for Today is to

Build a Foundation For

You To Have a Fabulous
2015

DID YOU

©2015, Golf Convergence, Inc.




A WRRE
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> ST.LOUIS

Golf Around the World A_lGl-'

2013

33,331 Golf Facilities
in
200 Golﬂng Countries
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We Create Walls to Protect our Vulnerability

e Nationally - Supply Exceeds Demand. Competitive Forces control
the prices we can charge

Supply

Weathe r * Rain, Snow, Sleet, Wind: Unpredictable Variability

e Internet & Social Media of endless improvements and update
mandates have changed in a marketplace of endless choices in an
experience based economy

Technology

e Lifestyle integration of home, work, commuting and a child

T| me Cru nched Cu Itu re centered focus on the wants, needs and desires have transferred

to millennials seeking high intensity activities of short duration.

Expenses » Water, Electricity, Fertilizer, Labor, Benefits
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The basic business model for
golf courses is flawed.

Only 60% can cover operational costs,
Less than 20% can cover capital costs
without assessment or borrowing.







The business skKills
of the typical golf course
employee

are

resulting from
and a attitude because a
heretofore
thus, they are frustrated.

- L. ] ([ o' Convergence




Foundation for Study

DID YOU

KNOW




€hn the beginner's mind there are

many possIbI
mind there a

—Shunryu Suzuki

©2015, Golf Convergence, Inc.

ities, In the experis

e fe\/\,,




©2015, Golf Convergence, Inc.

=
m
£
@
|
£
b
2
=
c
=
e
=
I
o

uefbaay

The Business of Golf
What Are You Thinking?

Golf Convergence

A Textbook
How to Maximize
The Financial Return of a Golf Course

James J. Keegan



RICK LUCAS, PGA, DIRECTOR OF
PROFESSIONAL GOLF MANAGEMIENT =

CLEMSON UNIVERSITY (\-Y
Rick Lucas, Director of the PGM Program at Clemson University,
received his Bachelor of Science Degree in Business Administration at
Old Dominion University and his MBA at Virginia Commonwealth
University.

RN

Currently, he is working on his doctorate in Career and Technology
Education. Mr. Lucas has over 20 years experience in the golf
industry with extensive knowledge in management of golf programs
and operations.

His positions in the golf industry have included: assistant
professional, teaching coordinator, head golf professional, and
general manager at both public and private facilities. Some career
highlights include scoring in the top 5% in Business School | & Il and
vinning the Philadelphia Assistant Association's Southern




‘k Dissertation Title

<

Empirical study of the effectiveness,
reliability, relevancy, and development of a

golf management system and tools
designed to educate golf course managers
towards completing strategic, tactical, and
operational plans to improve the financial
performance of golf facilities.




I
Perceptions to Support Study

Observation #1 - You are working too hard on the wrong things that make little difference.
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I
Perceptions to Support Study
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I
Perceptions to Support Study

Observation #1 - You are working too hard on the wrong things that make little difference.

Observation #2 - There must be key measurements that accurately forecast the potential of your
facility.

Observation #3 — Weather reporting and forecasting is poor.

Observation #4 - The adoption of technology is template based with little understanding of its
power.

Observation #5 — Benchmarking to meaningful competitive statistics is haphazard.
Observation #6 - Capital reserves are underfunded.

Observation #7 — Courses operate with "illusory superiority" thinking that their customers are
loyal when they are not.

Observation #8 — Third parties are lowering rates and disintermediating customers.

©2015, Golf Convergence, Inc.




Executive System for Golf Course Management
Based on Rules of Thumb

MName

@5 Step 1 - Geographic Local Market Analysis 2015.xIsm

ﬁf} Step 2 - Weather Playable Days 2015.xdsm

ﬁﬁ Step 3 - Technology Integration Checkpoint 2015.xlsm

ﬂ_’ﬁ' Step 4 - Cash Flow Forecast -Five Year- Daily Fee and Municipal - 3 Course 2015.xsm
ﬂfj Step 4 - Cash Flow Forecast -Five Year- Daily Fee and Municipal - 4 Course 2015.x1sm
ﬂb Step 4 - Cash Flow Forecast -Five Year- Daily Fee and Municipal 2015.dsm

ﬂ__'ﬁ- Step 4 - Cash Flow Forecast-Five Year-Private Club and Resort 2015.x1sm

ﬁ‘fj Step 4 - Green Fee Calculator - Complex - Quantitative 2015.xdsm

B Step 4 - Green Fee Yield - Revenue Modeling Exercise 2015.xsm

Type

Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet

Microsoft Excel Macro-Enabled Worksheet

ﬂ_ﬁ Step 4 - Punch Pass Subscription Fee Analysis 2015.xlsm

B Step 4 - Season Pass - Fair Fee 2015.xlsm

ﬁb Step 4 - Season Pass Sensitivity Analysis 2015.dsm

ﬁ_fj Step 5 - Annual Golf Maintenance Labor Scheduler 2015.x1sm

ﬁfﬁ Step 5 - Deferred Capital Expenditures Calculations 2015.dsm

85 Step 5 - Equipment Template 2015.xIsm

ﬁ'ﬁ Step 5 - Golf Course Maintenance Business Plan & Budget 2015.dsm
@E Step 5 - Weekly Golf Maintenance Labor Scheduler 2015.x15m

ﬂﬁ Step 6 - Golf Course Checklist - Secret Shopper 2015.xIsm

ﬁ_ﬁ Step 7 - Customer Value Experience 2015.xlsm

©2015, Golf Convergence, Inc.

Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet
Microsoft Excel Macro-Enabled Worksheet




Core: Slope Rating 115 -124, <20
Miles 75%, MHI $45,000 - $65,000,
Typical Age & Ethnicity, 1,600 — 2,000
Golfers Per 18

Demand Exceeds Supply

Strategic, Conditioning, Slope Rating >
125, +50 Bunkers

Turf Texture: Bent Grass Greens,
Fairway, Tees ; Short Game Facility,
Grass Tee Driving Range

Ambience: Ocean, Mountain,
Amenities, Clubhouse, Championships




Core: Slope Rating 115 -124, <20
Miles 75%, MHI $45,000 - $65,000,
Typical Age & Ethnicity, 1,600 — 2,000
Golfers Per 18

Demand Exceeds Supply

Strategic, Conditioning, Slope Rating >
125, +50 Bunkers

Turf Texture: Bent Grass Greens,
Fairway, Tees ; Short Game Facility,
Grass Tee Driving Range

Ambience: Ocean, Mountain,
Amenities, Clubhouse, Championships




Value = Experience - Price
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Experience > Price

Financial Prosperity

©2015, Golf Convergence, Inc.
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Experience = Net Income + Capital Invt.
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Ability of

Golfer




Green Fee Should Equal

.0001% of Maintenance Budget
Average Municipal Budget $450,000

Average Green Fee = $45




Green Fee Should Equal

.00084% of Median Household Income

Average Median Household Income:
$53,214

Average Green Fee: $45.05




The Formula

©2015, Golf Convergence, Inc.
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Sinek - 10 minutes




The “Golden Circle; WHY - HOW - WHAT.”

Every single company and organization on the planet
knows WHAT they do. They are easily able to describe
their products and services.

Some companies are able to explain HOW they are
different — their unique selling position.

Few companies are able to clearly articulate WHY.

He concluded that the most successful companies
communicate from the inside out. All other companies
communicate from the outside In.

©2015, Golf Convergence, Inc.




The Golden Circle of Communication™: Simon Sinek

WHY

HOW

WHAT

©2015, Golf Convergence, Inc.




Walt Disney World

“Walt Disney World has four 18-hole golf courses and one 9-hole golf course on the
property. Two great 18-hole architects, Joe Lee and O0Tom Fazio, will present you with
various challenges in design and course strategy on championship caliber courses.

Combined with Disney’s world-renowned level of service, you will have a great
experience playing these courses, whether staying at a Walt Disney World resort on
vacation or for a business trip in the area.

The three Joe Lee courses (the Magnolia, Palm and Lake Buena Vista) harken to the
original days of Walt Disney World and more traditional Florida golf course design.
Through 2012, the Palm and Magnolia courses hosted an annual PGA Tour
professional event in

the fall of each year, which had been a part of Disney World golf tradition since 1971.

The Tom Fazio designed Osprey Ridge course brings an updated approach to course

design with interesting challenges and elevations in the midst of the more remote parts
of the Walt Disney World property.”

©2015, Golf Convergence, Inc.




"V
Walt Disney World

“Be thrilled by a magical journey through an enchanted forest
crafted by the leading wizards of golf course sorcery, Tom Fazio
and Joe Lee.

While you may be tricked often, Mickey and his friends will
ensure that you are charmed and treated to a memorable
experience at the Kingdom of entertainment—Disney World.”

©2015, Golf Convergence, Inc.




Municipal or Daily Fee Golf Course

The subtle message here is that frequent customers who act as though
this is their private club should sense the equality in the message and
perhaps play elsewhere if they don’t want to encounter beginners. And
conversely, beginners and many women might feel more welcome reading
this “why.”

©2015, Golf Convergence, Inc.




Tenison Park, Dallas

Golf in Dallas begins and ends at Tenison Park

Welcome to the Online Home of Tennis Park Golf Club.
Click here and register today to receive club emails and specials

“Only 10 minutes from downtown Dallas, Tenison Parks offers the best in
public golf with different experiences on each of its 18-hole courses.
Tenison Highlands is a remodel upscale public course with tree fairway and
picturesque elevation changes. Tenison Glen is a classic public course over
and around White Rock Creek, and has been a favorite of Dallas golfers
since 1924.

Tenison Park can be the perfect site for your tournament, weekly
foursome, or family outing. The clubhouse a well-supplied golf shop
including rental clubs and a café with big screen TVs to relax after your
round. The driving range is perfect for warm-up, practices or lessons from
a staff of PGA and LPGA instructors.

©2015, Golf Convergence, Inc.




Municipal or Daily Fee Golf
Course

This would be appropriate wording for a course with a slope rating
greater than 140. The subtle message here is to bring your game, and
that this is not the facility for rank amateurs who don’t appreciate the
challenges golf offers and the traditions so respected in golf that shape
the culture of the game.

©2015, Golf Convergence, Inc.




T
“Torrey Pines:

“Welcome to the nation’s foremost
municipal golf course.”

Situated atop cliffs towering above the Pacific Ocean in San Diego, California, golfers marvel
at the views of the coastline, deep ravines, and classic championship golf holes.

Torrey Pines is the beautiful site of one of the most memorable battles in golf ’s history—the
2008 U.S. Open. While taking in the views and gorgeous weather, discover our award-
winning golf shop where you can take home some of the magic.

Live close by and want to improve your swing? Or perhaps you’re visiting San Diego on your
dream golf vacation. In either case, our popular player development programs will get you
smiling, about your game in no time. To learn more, please follow the links

below.”

©2015, Golf Convergence, Inc.




Resort

The subtle message is that this is a home away from
home for you and for your family.

©2015, Golf Convergence, Inc.




Resort

“We offer an oasis from the daily hassle of life, a place
to restore your soul.”

The subtle message is that this is a vacation hideaway
where you can decompress and focus on what is
important in our life.

©2015, Golf Convergence, Inc.




ome experience the serenity

of Virginiar Beach's finest resort
golf course, Red Wing Lake. Just
moments from the ranaull Atlantic
Oceon we offer a haven from the daily grind
2 of lfe. Our course layout, with wide fainways,
-~ hasbecome one of the best places to golfin
Virginio Beach.




80% - 60% 20% - 40%

Amateur and Exclusive Clubs Better Market
Professional - High Initiation Segmentation
Championships Fees and Dues of Experience

Golf Boys 2.0,
Feherty,




GLMA Technology Facilities Customers

224507

Weather Financial Operations
Impact Metrics

Uncontrollable Controllable







The Critical Path

You Might Have
A Chance
> Median
> Median

) Slope
> Median P

Green Fee
Golfers Per

Age and 18
Ethnicity

> Median

Income
Mosaic
Profile

Beginner or Beginner or Beginner or Beginner or
Recreational Recreational Recreational Recreational

Open Park




Mosaic Global

Mosaic USA is part of a global
segmentation network that classifies

more than 1 billion people worldwide.

Organizations leverage tha

Mosaic Global network of more than
30 countries to unify consumer

definitions around a common
customer language.

Experian Marketing Services
enables marketers to tap into Mosaic

Global's 10 distinct groups, which

share comman characteristics,
mativations and consumer

preferences. Using highly localized
statistics and the simple proposition

that the world's cities share common
patterns of residential segragation,

the 10 Mosaic Global groups are
consistent across countries.

©2015, Golf Convergence, Inc.

The Mosaic Global groups are mapped against two
dimensions: affluence and geographic location.

5
I
‘ Sophisticated | Bourge¥i1(=lc ¢l isioer and

Comforiable ’
Singles Prosperity l Family

Retirement

Affluancsa

Low-income Postindustrial Rural
g Elders Survivors Inheritance
-
Urban Geographic location Rural




Great Hope — No Prayer

> - $500,000 - $250,000 Break Even + EBITDA

Low Income: $53,500

Young Median: 37.6

African AmericanfHispanic Caucasian

Golfers Per 18 [Te]g!

©2015, Golf Convergence, Inc.




Crystal
Mountain
Resort, Ml

Don

FSU

Vellmer,

Oak Creek, Irvine, CA

Mussatto,
Maccomb, IL

Pine Meadow,
Mundelein, IL

Cedar Creek -
San Antonio

10 Miles 10 Miles 5 Miles | 10 Miles |15 Miles| 10 Miles 10 Miles 5 Miles

-17.00% -7.90% 40.30%| 16.20%| 13.10% -22.10% 37.60% 31.90%

op 4 Rating

-2.90% 1.00% 12.90% 7.00%| 5.10% -2.60% 5.10% 3.20%

Bourgeois Prosperity -6.50% -1.30%| 13.50% 9.40%| 7.30% -10.60% 21.50% 12.80%

Career and Family -12.70% -3.90% 19.80% 5.10%| 5.70% -9.50% 12.70% 21.30%

Comfortable
Retirement
Routine Service

5.10% -3.70% -5.90%| -5.30%| -5.00% 0.60% -1.70%

-14.90% -6.50%| -6.00% -2.90% 2.00% -14.00% 0.10%

Hard Working Blue
Collar
Metropolitan

-3.80% -5.40% -10.40% 1.30% 0.60% 0.40% -9.50%

-16.20% 26.10% -9.70%| -0.20%| -1.00% 19.60% -13.50%

-1.40% -1.80% 0.20% -0.30% -0.60% 1.50% -0.90%

17.50% 1.20%| -7.10% -6.90% -6.80% 3.60% -6.50%

Rural Inheritance 35.70% -5.80% -7.40% -7.40%| -7.40% 10.80% -7.40%




Bethpage State Park
Radial Trade Area, 5 miles

©2015, Golf Convergence, Inc.

Number Percent
Radial Trade Area, 5 miles

Number Percent -4.10%
Sophisticated Singles 2,193 0.60% -2.30%
Bourgeois Prosperity 61,140 16.80% 3.30%
Career and Family 31,936 8.80% -4.40%
Comfortable Retirement 23,026 6.30% -0.70%
Routine Service Workers 226,029 62.20%
Hard Working Blue Collar 5,839 1.60% -9.30%
Metropolitan Strugglers 7,310 2.00%
Low Income Elders 4,774 1.30% -1.80%
Post Industrial Survivors 1,184 0.30% -7.00%
Rural Inheritance 20 0.00% -7.40%
Total 363,451 100.00%




Management |Course Name| Mileslncome i i Black Asian Slope Rating|Golfers

Alamo Trail Cedar Creek 5 6.50% 6.50% 132 2,298

City of Brooklyn | . 1 ireh 10 36.1 12.40%

Park

City of Charlotte E::If'ssance 5 $47,870 341  22.70% 3.50%

City of Charlotte|"21eS T 5 $49,410 341  17.10%
Myers

City of . 0

Columbus Champions 4.20%

City of

Columbus Turnberry $53,937

Crystal

Mountain Highlands

Resort

Irvine Company [Oak Creek

14.30%

Irvine Company [Oak Creek 133 3,680
Jemsek Family | "¢ 40.1  13.70%
y Meadow i A

.. |Harry
Western lllinois
Mussatto
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What About Bethpage: The

Management

\WHES

Income

Hispanic

Golfers - 5

Golfers - 10

Bethpage

5

176

73

5,380

3,164
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GLMA Technology Facilities Customers

3jelslel”

Weather Financial Operations
Impact Metrics

Uncontrollable Controllable




Historical Weather Reporting &
Leveraging Weather Forecasting is an
Underutilized resource

©2015, Golf Convergence, Inc.




Weather matters to ALL golf course operators

“‘How many days over
the next 2 weeks will it
rain?”

“Will it be too hot for

it’s always on people to golf?”

your mind!

“How many employees
will | need to schedule?”

“When should | chose
to run promotions?”

“How will the weather
impact my business
this week?”

“‘How has weather impacted
my sales in the past?”

“‘How many golf playable
days will | have in the ne

- “Will mother nature take
14 ¢

care of my course
@atering needs?”

69 cold snow wet




weadathertirends. ool Why Weather Trends? Features Industries Enterprise Login Sign Up Demo/QuickCast

The Only Accurate
Forecast with B -

What would you do'_
life if you knew the w

Enter a location ...

Retailers & Supply Chain Agriculture Small Business | Financial Services |

Welcome to weathertrends360, a
complete, global, web solution to help ! ¢
retailers and suppliers capitalize on the " Advertising &
weather and its influence on sales and ‘ Promotional Piannlng
marketing plans up to a year ahead. mme

TR T s

“TIVE _Wiﬁ‘lfﬁ’e‘ weathe
phase of your business - how much
inventory to buy/produce, where to
allocate more/less, when to run
weather-optimized
advertising/marketing campaigns - Lab;}r_Scheduling
weathertrends360 can help you
determine all of this in minutesl

o |- -] -

IIHHH:.‘EE
A

Companies who depend on weathertrends360

AMENEZUSE ﬁ Busck Morgan Stanl_ey =. Microsoft KOH .—.s

expect great things

©2015, Golf Convergence, Inc.
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. 2013 2014
S [ S N R S N ——
Q1 coldest and Q3: Warmer than LY,
3 snowiest in 19
e :
oy G l
o I
: Y ny
= 1 1
() " = “Whii.
s \ H ! Q2 coldestin 5
2 1 N H
5 \ ! : H years,
L. Q2 coolest in 4 ! \i
i ] ] i
5 years...wettest i
2 | 1 coldest in 18
1 in 25+ years! Q
19 years, snowiest in 20
ears (mostly Feb
BARS |= year-over- | y [ § y )
| year temperature Winter (Dec-
=20 forecast _
DOTTED LINE = Feb) Coldest in 4
Actual years snowiest
- __Verification |
i u o l“wl o '_lJ D O I MNI1— Lt"vl o ™ :l? < N N = < oo N '.'.‘l ’..:‘ ”n QIS|_ un L gl :7\_ N W O N F*_«. —_ N Oh N
:::ﬁ“‘“:z-ﬁ,?““ﬁﬁﬁ,‘ii§_ i _:”—““Znuz:“":ﬁ:,fs
&&\\ERT% Dates are weekending Saturday
i@ Year-ahead Temperature Accuracy 86% MAE +/-1.1°F...more accurate than a DAY 5 forecast!
* Canat \°g Copyright © 2014 Weather Trends International
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I ——
Volatile Weather = MAJOR BUSINESS RISK!

The weather repeats from year-to-year less than 15% of the time!

Vs Previous Year (01 Mar 2012 - 31 s Previous Year (01 Mar 2011 - 31 Mal

Mar 2012) Avg Temp

2010 2009 2008

Avg Temp Vs Previous Year (01 Mar 2010 - 31 Mar 2010) Avg Temp Vs Previous Year (01 Mar 2009 - 31 Mar 2009) Avg Temp Vs Previous Year (01 Mar 2008 - 31 Mar 2008)

Note: Maps shown are March year-over-year
temperatures. If the weather is identical, the maps would
be grey which happens about 15% of the time or less.

©2015, Golf Convergence, Inc.



]
Golf Playable Days

Saint Johns, MI

240
235
230 22 228
225

2201 16 26 < XNTI

215 212 213
210

205
200
195

190 1 | 1 1 1 1 | 1 1 |
2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

Year

GPD

INTERNATH

208 208

202
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]
Golf Playable Days

Farmingdale, NY

290

280 277

269

270

260 - 259

GPD

250

240

230

220

210 ' '

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013
Year

©2015, Golf Convergence, Inc.




GPD

Golf Playable Days

Calgary, AB

250 -
' 241
240 -
230
WV Tk
210l L2121 211 0
200
: 194
190
180 1 L 1 1 1 L 1 1 1 |
2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Year
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Golf Playable Rounds Average REVPAR Revenue Exposure

Week 1 ( Starting 2014-09-15)

Arlington Ridge 1,408 -123
Balcones 1,760 65
Bay Hill 1,888 122
Buffalo 1,632 76
Columbus 1,760 73
Dallas 1,696 115
Dublin 1,728 97
Eagle Landing 1,216 -290
Eagle Ridge 1,792 313
Harbor Links 1,920 197
Houston 1,824 77
Las Vegas 1,984
__———
Los Angeles 2,016

Minebrook 1,824 189
New York 1,920 219
Ocean Breeze 1,344 -129
Orlando (Disney) 1,408 -118
Oronoque 1,888 179
Palm Beach 1,440 137
Palm Springs 1,824 125
Rhodes Ranch 1,888 131
Ridgeview Ranch 1,984 195
Riverchase 1,920 170
SanDiego 140 502
San Francisco 2,016 215
SilverHorn 1,792 67
Southwyck 1,824 169
Stone Creek 1,856 185
The Orchards 1,696 151
The Tides 1,728 39
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PAONES

Forecast




2015 Year-Ahead Forecast

Max Temp Vs Previous Year (01 Jan 2015 - 31 Jul 2015)

East
MNorth MNew England
Central

< -5% -1°F +1°F > +5°F

< -2.8°C -0.60C +0.6°C > +2.8°C
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2015 Year-Ahead Forecast

Total Precip Vs Previous Year (01 Jan 2015 - 31 Jul 2015)

New Englanc ’

Nurﬂ'l
,, Cerrtral

<50% <75% >125% >200%
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GLMA Technology Facilities Customers

Start

1|2

Weather Financial Operations
Impact Metrics

Uncontrollable Controllable




3

Technology is underutilized by nearly

all golf courses. The web site design

of 98% of all golf courses is poor; thus
vield per round is not optimized.




Numerous Channels to Book Revenue

How




Website

, Twitter

Linked In

Email Database

Facebook or \
Google Circles

s,

You Tube
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To Learn About the Course &
Specials




Effect of Day-of-Week on Clickthrough Rate

Monday

Source: Dan Zarrella, Social Media Scientist, Hubspot, “The Science of Email Marketing”
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Effect of Time-of-Day on Clickthrough Rate

Source: Dan Zarrella, Social Media Scientist, Hubspot, “The Science of Email Marketing

©2015, Golf Convergence, Inc.




A
Marketing Options Are Clear

Email Database Website

Facebook or Twitter
Google Circles
You Tube Linked In
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Search all of NY.gowv

e;s’c_,ﬁ-aﬂs Andrew M. Cuocno

Gowvernor

Rose Harvey

- P .
"‘,D/ - - P e
L= ol 1 = - Commissioner

| Custom Search | | Search

Heritage Trust State Council of Parks

| Employment | Inside Ouwur Agency |

- —
- ey »\u ————

Bethpélge State Park Golf Courses |

Home : Golf Courses : Bethpage State Park Golf Courses Address

99 Quaker Meetinghouse Road
Farmingdale, WY 11735

Course Information

General Information: (5168) 245-0700
Reservations: (516) 249-0707

Pro Shop: (516) 245-4040
Restaurant: {(516) 501-3700

Blue Course

The Blue Course was one of the three courses designed by Tillinghast. In 1960, it was
redesigned by alfred Tull to provide room for the Yellow Course. The front nine are
considered very challenging, with an easier back nine to finish a round of golf. Some of the
slopes are fairly steep.

urse Information
s

Forvward Regulation Championship
Par 72 Par 72 Par 72 S—
Slope 118 Slope 122 Slope 124 Leng Island Region
Rating T2 Rating Fo.9 Rating F1.7
Yardage 5158 Yardage 5406 Yardage 5538
Sun Mon Twue Wed Thua Fri Sat
21 1 2 2 4 5 11
Green Course 7 =3 ] 10 11 1z 1=z
. . 14 15 15 17 18 19 20
The Green Course is the first of the five courses at Bethpage. Ornginally called the Lenox
Hills Course, it was redesigned when the Black, Red and Blue Courses were built. This is a 21 22 23 24 23 26 27
gentlyv-sloped course that features small greens. It is considered an excellent course for the 28 29 30 1 =2 3 4
novice and casual golfer, vet it can be challenging when played from the regulation tees. 5 G 7 2 10 11

Forward Regulation

Par 71 Par 71

Slope 124 Slope 121

Rating 73.5 Rating 59.5 & i
vardage 58665 vardage G124 Empire Passport

©2015, Golf Convergence, Inc.
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GOLF
THE LEARNING CENTER

CALLAWAY GOLF
PERFORMANCE CENTER

(ATERING
LODGING
CONTACT U

NESHANICVALLEY

2304 South Branch Rd.

+ SITEMAP  Neshanic Staion, NJ 06853
e

+ AWARDS + Aerafion Schedule Pro-Celebrity Toumament Video - Championship Course Schedules
+ Quing Schedule
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On-Line - Tee Time

Reservation

Redagister o Ty 1 Ca el

AT thhe moment thhaere are a few problemnms withim thhe systernm. IF yow are uwmnabhile
Tty complete a resaervation, or mod iy or cancel] am existing resaervation, please
call the course of youwur choice amnd they will help yow. Sorry for the
imcomnwenience. READY TO BOORK YWOUURR TEE TIMES? FOLLOW THESE STITMPLE

STEPS:
Create amn ASaccourst Booclk wowur Tee Tirm
Click on Reqgister - Click on Reserwe - Click on Modi Cancel
Fill owE form - Loy I

- Mo-Showvw Mo—Call may be

Subrmit form - Book vour tes timeaes
charg=d = f==

Cradit Card wwill be used o
hold Ressreations

IF wouw hawe purchasa=d =
swubscripitiomn to the Teaee Timee
D ok Ffollowvs this Sl_:Ep af wou mmbean-tcarlls: 35-:.:,.!_.;._‘.. ._.s_e.__“r After recerving = tese Eirme yowu il
purchased a subscription to the receive amn email confirmation o b=
Tea= Timea Recsarvation Sarmwicese. G kept for vour record=s.

directly o Step 2.

Tx# mnd Eype Tpasswword™ as
the Passwveord o imitialhy sigm
re. e i Yo raeacoerod o
mmeay oreate a meeww passwwoerrod i
Urpdate Preofile.

FO RGO Wil iR PAS SR e
Clicl hhere?

OQuessticons?s Checlk owt owr FAC or call the Solf Operations Office at (9082]) ZE9- 1958 321 ..

Freguentlhy Asked Ouestioms:

Howw do T pray™

Feaes will be charged upon check-in at thhe golf shop on the day of boocking.

what is the cowuwrse check—im policy™

Suests must check in af thhe golf shop 20 minuobtes priior to reserved start Eirme. Failure 8o check im on Efimes masy
ekt im the forfeffure of yvour position and your group’'s resesrsed bee Eirme.

wvwhat if T meaed o cancel a tee tirmeae™

To rewieww,. modify or cancel your bookaed teae timeae, call or logon to vowr account at amy tirma.

Howw far im adwvamnce camn T reserve tTeae time?
IFf wou purchased =& subscription Eo the Tee Time Reservation Service, fese Himes may be ressrced one vwweeaelk im
adwvance. For 1-day in adwance or same day recervations,. yowu may call theae golf shop.

Wrihat if I forg=t iy Passwword 2
IFf wouw forget ywour passwword., Click hers!

©2015, Golf Convergence, Inc.




United States (English) Change | Career | Customer Support | O
Hertz Car Rental & Car Sales
&

Hertz Gold Plus Rewards m Not Yet a Member? | Join Now

Reservations Discounts & Coupons LocationsM\Vehicle Guide Hertz Car Sales Hourly Car Rentals Hertz Gold Plus Rewards

Book a Car View/Modify/Cancel a Reservation - |
Weekend Special @7

Pickup Location (City, State, Airport Code or US

L zpcet) $14.99 per day
.Helg me find a locafion - on an Economy or Compact
[[] metum car to a different Heriz location 2 Book Now
2 Pickup Date & Time:
B0 10:00 AM

Return Date & Time:

E | 10:00 AM

s Please Select an Age 7
Flease Select an Age |
Rental Car Type: 7
Show Me All v

|:| Use my Hertz Gold Plus Rewards Poinis

Skip The Lines With Hertz Gold™ »

] Enter a Discount or Promo Code

Book as a Member Book as a Guest

©2015, Golf Convergence, Inc.
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EXPLORE&PLAN  MEETINGS & EVENTS

MARRIOTT REWARDS B MY ACCOUNT Signlin

MAME: James
MEMBERSHIPLEVEL: Silver
Enter your password to signin
Explo [y] Remember e -Priste Computers iy
What's this?

Mobile check-in
Check-in from anyw

Seemore bigideas -, - big-reallybig -

i ‘ Not James? Cl bered
with stays worldwide ames? Clear remembered user

Forgot password?

My Account Overview

Trip Inspirations
DreamRewards Tracker

f| Profile

Marriott Rewards Insiders
Mariott Rewards Credit Card

Leam more »

Upcaming Reservafions FY
Rewards Account Activity

ﬁ ﬁ

No. of g G 0
Marrioft R numpoel C‘UMPH COLLECTION |

behvinsan deland M n
Hutchvirsan ieland Mar .H':HF_ ards

MARRIOTT

+ Special Rates & Awards
¥ Hotels by Brand

50,000 POINTS

( $50 OFF
shopmarriott "__

PLUSANNUAL FREENIGHT - 8

e =
er -

Home Collection

Explore Our Brands
DESTINATION
ICONIC LUXURY LUXURY LIFESTYLE | COLLECTIONS SIGNATURE MODERM ESSENTIALS EXTENDED STAY ENTERTAINMENT
BVLGARI™ Jswwuarriorz.  EDITICN COURTYARD"  Residence 2; atton HoriLe
MARRIOTT "“

HE RITZ-CARLTON AUTOGRAPH SPRINGHILL SUITES'  TownePlace Namiott

COLLECTIC il VACATION CLUB
) B RENAISSANCE FAIRFIELD Marrioft

INN & SUITES EXECUTIVEAPARTMENTS




UNITED|

Reservations

A STAR ALLIANCE MEMBER V:‘;.’

Travel Information | Deals & Offers | MileagePlus®

©2015, Golf Convergence, Inc.

Products & Se About United

Hotel Car Vacation

Qround Trip.One Way Multiple Destinations

From: (cty oraiport) ~ T0: (dity or airport)

Denver, CO (DEN) @San Jose del Cabo,

B Search Nearby Airports
B Find Lower Fare +/- 3 Days

Osearch Specific Dates .My Dates are Fles
Depart Date: Time:
mmiddyyy 2
Return Date: Time:

M &

Offer Code (optional):

Adults:
Children

Cabin:

Economy v

Search By:
O Price ® Schedule ® Award Travel

W Nonstop Flights Only

Customize your trip with
Travel Options by United®>

Ay

Earn 25 award miles per dollar spent
on summer flowers and gifts at FTD*

*Exceptions apply. Limited-time offer expires July 31, 2013.

MileagePlus

uniTEDll

Latest News Changed bag rules and optional services
and Offers Important noticas

2014 MileagePlus Premier® program
unitedhub.com: Unitad news, videos & tips

Print Boarding Pass My MileagePlus Summary

Confirmation or MileagePlus Number:
7

© More Check-in options
Check-in is available within 24 hours of departure

MileagePlus Number: UK6B8433
Mileage Balance: 429,817
Mileage Expiration; 12/31/2014
MileagePlus Status Level:  Premier

Platinum
Star Alliance Status Level:  Gold

Regional Premier Upgrades: 2

Change or View Reservations 8 Se= More

Find a Reservation by Confirmation Number

Reservation Type: ®Flight _Car
Confirmation:  Last Name:
;

Cruise i
Reservations

Mileage

uNITED §]

Earn up 0 5,000 bonus

* miles at participating
hotels or resorts within
the Hilton HHonors™

portfolio.

m

N E
Nonstop sleep Deliver smiles
Flat-bed seats on mare flights
from New York/Newark.

Learn more > Donate now>

to children in need.
Give 2 bear and get one, too,

Global Premier Ungrades: 0
2013 Premier Miles:
2013 Premier Segments: 20
View Account Details >

(D Heed help signing in? Yisit the United Hub
for information about PINs and passwords.

50% MILEAGE BONUS

Earn 1.5 miles for

2ach dollar you spend.

Mileage
Fitness
uniTes @

Earn 2,000 miles
while you shape

Welcome Mr. James J. Keegan | United States - English| change
Sign Out | My Account | Contact Us | H Site Feedback




Proud global partnars with Al"anl @

Latest Nevs | Book Online | Getting Here | Login  Select Language | ¥

ST ANDREWS LINKS' PLAY  LEARN  SHOP  RELAX Doearch Y wy 3z £0.00

the home of golf

More than a round of golf, playing at St Andrews Links is about playing your part in
3 story which continues to unfold 600 years after it began.

- ) Our history

' ) Ballot resuits




Find it » Las Vegas Golf Courses | Golf Packages | Tee Time Reservations | Golf Discounts | Golf Instruction

TEE TIME RESERVATIONS

pote: I 3

Players:m | EXPER_[ENCE GOLF

Reserve Tee Time
CURRENT PROMOTIONS

Pray DeserT PNES For ONLY

$ ( Sy - THuRDy 4
Sepr1-Fes 2818 Drr s Garz e

as vazas
A DVE-DESIGNED TASTE OF THE CAROLINAS

Car.888-427-6678 10 BOOK

Las Vegas Golf Courses Las Vegas Golf Packages

Experience Golf. Looking for 8 memorable Las Vegas Golf Vacation? Look

no further than the three Las Vegas Golf Courses owned and operated by m1w.mmﬂﬁwhmm $1 00
On selact e times and packages - Inquire Tod ay!

Walters Golf - Bali Hai, Royal Links and Desert Pines.

Bali Hai Golf Club Dare to Compare - You Won't Find A Lower Golf Rates on
7,002 yards of tropical paradise located right on the Las Vegas Strip. Golf in Las Vegas Guaranteed?
White Augusta sand bunkers, black volcanic rock outcroppings and
blue lagaons transpart golfers to the south pacific. Reasons to book your Las Vegas tee times online with Walters
Rates starting from $125 Golf...
» Enter Paradise

Royal Links Golf Club No Booking or Cancellation Fees

You know you've always wanted to experience those legenda o
4 " i o - P - g v No Prepayment For Tee Times
courses of the British Open. This is your invitation to enjoy 18 of the

best holes from 11 different Open rotation layouts all on one course. J Lowest Rates, Guaranteed

BEST RATE
Access to the Best Tee Times EII“I“[E

Proud Member of the BBB

Whatever your skill level, if you golf you owe yourself this "taste” of
the Open.
Rates starting from $95
» Play The Soul of Scotland

4 Desert Pines Golf Club Comparable Direct Online
Nestled in the historic part of Las Vegas, Desert Pines is truly your Courses Walters Golf

"country club away from home" with country club-like amenities, Q—/);ﬂ/f n/‘ﬂw
LL & L4l

PEPT ) Lo banr
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{E  COURSE  TEE TIMES & SPECTALS GES

Calgary Golf Courses - The Links of
GlenEagles - Public Golf Course

Best of Calgary's Golf Courses at GlenEagles

Score Magazine Awards
#1 Courses You Can Play in Calgary - Score 2011
#7 Courses You Can Play in Alberta - Score 2011
Top 100 in Canada - Score 2008

On the edge of the Rockies and just a few minutes from the beautiful
Calgary limits, The Links of GlenEagles invites golfers into a serenely
beautiful course that is second to none for Calgary golf courses.
With the beautiful mountain scenery that can be easily seen from any
of the 18 holes at The Links of GlenEagles, every fairway is a delight to
play through. Aside from the breathtaking vistas that are around every
corner, the design, architecture, and playability of our greens is
challenging and exeiting to compete on.

The Links of GlenEagles has become one of the best places to golf in

Canada because of our commitment to the sport and those that are

passionate about it. In our off-season, we take the time and resourees

LESSONS

TOURNAMENTS ~ WEDDINGS

EST. 1996

Book a Tee Time

Select Tee Time Range :

Select Desired Date :
Thu, 06-27-2013

T agres to Terms of Service [
Search Tee Times

Breaking News

We just read the latest review of

wiww.calgarygolfblog.com. Chec

http://ww.calgarygolfblog.com

golf-course-review-the-links-of-;

LEAGUES ~ CONTACT & INFO

Creating Memaries Worth Repeating

Join Our E-Club

First Name:
Last Name:
Phone:

Email:

[cochrane Resident
DDai\y Text Specials
(IFlex Card Info
[aunior Academy Info
[ Ladies Night Info

Sign Up




(< VisiStat

Where ClHcks Conwve

YWiweaelbh Analytics Overview for vwyww golfconwvergen ce corm cMovember 18th, 20143

To adjust your analytic email reporting, Log into your account and visit the Settings area.

wrebhsi

= - FPage “Wiews i_; Unique YMisitors
S PR S Svag PRA 2 S PR 2 g PR 1S Seag PR = T = g PRA S S PRy 14
=19 =50
' . 155 .
125 107 i
36 41 43 i
= 2 | IE i = | 'y = | £ : = . i
[—-— I _— i _— 1 _— ] _— ] _— 1 _— I [ . i
== =] i7 15 i5 1= 19 =0
FMow 11th Mow 1Z2th Mow 13th Mow 14th Mow 15th FMow 16th Mow 17th MMow 18th
T ere Hfe=r ) T e ) (=5 R ) el (] T |
E Fopular FPages
i s

Fage Mame
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¢ File Edit View Favorites Tools Help C X SR Convert v [EHSelec
amo obe Central uicy Bl aceboo itor olf Convergence alf Convergence - Admin 1 Google [ ords inkedin eservations b inks ichrial actician writter urve nite siStat
f Al did| Adobe Central | AMEX ww Bitty | BBVA [E{ Facebook (&) Ed EESPN Golf € q Golf C q Ad Googl AdWord Linkedl Q‘\ oy R MSW 2| PGALink Schwab 2] T; T & Survey ] United ﬂ\FRR o WisisH

Where Clicks Convert

%?VisiSta’g

Analytics

Conversions Forms Pulse® Settings

Dashboard Live Leads Lead History Lead Search ~ Alerts ~ CRM ~ Watchlist = Lead Filter = Lead Scoring Manage Users Purchased Contacts

Leaming Center )
Admin Live Leads Orientafion %

m;gn out of Linkedin £es v e

4 & g

iwde] [llinois State University

Date/Time: 0 Nov 15ih, 2014 {9:23am)

[Engagement: m
.'iuun:e:(D @hlm:m:asted-pﬂ vresp.com/724985/a23b28824c/ARCHIVE (Vi AdCal Campsign 11NN) Z ;
age Vievs:
Location: © [ Nomnal, linais (Urted Stses) Last Activity: On-line Now
- Past Visits: 0
IPilderIIity:(D {EMAIL_ADDRESS} - (138.87.61.138) New Visitor - This is their first wisit to your Website Score: calculating

Landing Pa‘ge:(D D [online-store-eaming/product/T6-golf-convergence-business-...

Watchlist: © @ This company iz nat currently on a Watchlist. [Add To Watchlist]

\v/
1Wée]  Local Government Information Systems ﬂ i} ]
Daneﬁ'l'lme:(D Nov 19ih, 2014 {9:12am) o)

o o Engagement: llll
Source: L Google: Not Provided
Q al Page Views: 8
Ln\:a(iun:(D E Minneapolis, Minnesola (United States) Last Activity: 13 Minutes Ago
== Minneapoks, —
IPilderIIity:(D & akattreh@edinann gov ) Refum Visitor - They were Esst on your Website on Oct 21, 2014 3t 8:31am Score: 50

Landing Page: 0 ﬁ wwwi golfconvergence.com (Home Page)

Watchlist: ® @ This company iz nat currently on a Watchlist. [Add To Watchlist]
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Learning Center )

e =ik3 EIE3 ETIR] =

12, &:01:54am

13 T:453:33am

14. 721:15am Eogmihotmail. com 5

150 715:04am drenegan@bluerhino. com 3

16 7:04:16am ror artong@acl. com 3

Visit Time [1p Address/Tdentity [~ || iews & Bounce & Fraud ™ Comert@ Detail

1. 6:30:58pm dgrbuchang@juno.com 2 %
2. 6:02:14pm baregorylcc@@peoplepc.com 4 0
3 5:13:35pm peteraiello@shaw ca 1 (=) ]
4. 5:09:57pm 3 (]
5. 3:4821pm 8 0
6.  2:43:47pm <] 0
7. 10:08:45am rsf4653@anl com 1 = (i
8. 9:13:28am kyle@theprairieciub.com 1 (=] 0
a. 8:57:33am 1 (=] 0
10,  252.06am bobba@greystonece. com 1 (=) (]
11 &27:15am & jolsen@fainvinds.ca ! e =
=

=

i

]

=

=

17. T:00:15am clabelled@niagaraparks.com 2

View dynamic conversions that resulted from this Ad Campaign: ¢
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ored S290207 952 PRA

LeadlLandar Alert =alerts @ leadlamnder.coarm =
Adert Humboldt State Liniversity

T ikeeganmgolFoconwaergence . Corm

g 1 = = El #t o

LLead Instant Alert

Humboldt State LUnivers ity

Arcata, T2, Llnited f

States

Inforrmation about this wisit:

O etail=: Zlick here to wviegww details in | eadl and er

I~

Sddress 137 150 103,79

Search

Engine: Hoogle

Referring hitp A Yfyvvvee. Qoo gle. comsurlPsa=tE&rct=j&E&g=&asrc=s&Sa U
page: rce=web S&cd=F&wved=0O0CCgOF A S uarl=http - Afveeow. g o lif o mw

rogence. cormdocuarriculum-vitaeSZei= kL =Tyl A7 CrofaSdiol
Eo2usg=2FjHHe 1w S d g bt e AE S wydd mbls TS B b =
2475544 "d . i

First 3 pages wieveed during this wvisit:

242014 A4:31:09 FRA http e gqolfconw ergence. cormsfcarriculuarm
-witae

S 2A 201 451168 F R hittp A Pvvwrew. golfconw ergence. cormfsbusiness-ao
f-golf-university

S AASAT A A 51355 F R hitp A Pveverer. golf conw ergence. co rmefveh y - o we—weh
atfprocess=

s et e s gerrer=ded’ Fos oo e e T ose S e S e IS SIS T WS s T D S ST
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GLMA Technology Facilities Customers

slel”

Weather Financial Operations
Impact Metrics

Uncontrollable Controllable




4

Financial benchmarks provide keen
insights as to your facilities
performance as there are only a few
items that determine your net income




Financial Performance

Municipal Golf Courses vs. Daily Fee

Platinum Silver Steel - Bottom

Top 10% Median 25%

Rounds Played
Full Time Employees
Total Revenues

EBITDA

50,000 40,000 30,000 22,865

> 20 >11 >6 >5
$1,860,000 $1,450,000 $822,000 512,500
1,000,000 §572,541 $142,406 58,000

Rounds Played

Full Time Employees

Total Revenues

EBITDA

©2015, Golf C Inc.
Source: PG/ggerforr%ancoe I%rlgence, e

40,000 30,400 22,000 15,000

58 30 14 6
$4,500,000 $2,500,000 $1,375,000 $800,000
$1,295,777 $613,419 $205,435 $73,000




FerformanceTrak At-a-Glance - September 2014

Seplember 2014 Highlights Seplember 20147 Septemiber 20137 Change Ly Change

Moan eearage) Rounds Playad - Saptambar 26802 2 A4 -2 A

Maan (fvaragal Daye Jpen - Seplember 278 2E1 1A%

YT Sepiember 2014 Highliphis

eanAverage] Rounds Plaved - 5T0 1595606 159,850 -1 A%

e an Peerage) Days dpen -TO 03T 2nea -2 A

Semember 2014 Median Gross Revanue Per Fﬂ:ll‘[:l.l'2

Median dofFes Revenues - Septermber JrE TS §AE A9 - 2SN
W edian Merchandise Revenue - Seplembzr §15.3ar7 15229

Madian Food & Baveraee B esanua - 5aplermber F52.386 F54 845 S2TH
Ko dizn Total Fevenuse - Saplember §201.208 §201.965 -OA%

HTD Sepiember 2014 Median Groess Bevenuwe Per I’n:l:irl:wE

Do mEnE @ -
3

Meflan GofFes Revenue - 5 TE §e=24 242 FR=7 2032 -0.5%
Madizn Marchandise Revenue - ~TCD §122386 §1z2z 603 -0
Medizan Food & Beverape Fevanue - ¥TD Fd10.420 §IB5.04z 3.9
Medizn Total Revenue - vTD® 1050610 afaET 1.3%
Performance Factor” Index

Seplermber 2014 SE.6

IO S e plermbar 2074 1010

1 Rounds played, days opan, and revenue daka ama weighied by slabke and facility type.
2 edian qross relenues exclude responses where one walus afthe paired data was missing [Le, 8 FOvalue).
2 FPermormance FAclor s an indey of rodnds plasted per day opean, where 10000 represents c onsisbent plsy on @ par day basis.

4 Totzlfacility revenue i= comprised of Solf, WMerchandi=ze and F&B revenue (those meirics measured by Permanrmancelrak) and further includes any and 31|
other revenue items =l a facility including dues and memhbarship fees.

©2015, Golf Convergence, Inc.




PGA PERFORMANCETRAIKK

IN COOPERATION WITH THE NGCOA

Executive Summary Report (Public & Resort Facilities)
Period: 01/2012 - 01/2011
CGM:  Florida: Southeast Color Legend S
Rate Set: $76 - $125 [Your Facility's Monihly Data |
= = Your CGM Comparative Data
Facility: Your Facility Name
Rounds Played Revenue
January ¥TD January ¥TD
2012 2011 Change (%) 2012 2011 Change (%) 2012 2011 Change (%) 2012 2011 Change (%)
Your Facility 496 (-3%) 15718 16,214  -496(-3%) | Your Facility $718902 $715400 $3,493 (0%) $718,902 $715400 $3,493 (0%)
Your Avg. 16455 15241 1214 (8%) 16455 15241 1214(8%) o Avg. 5713764 5681345 $32410(5%) G713,764 $681345 532 419(5%)
Rank 100f18 7 of 16 100f18 Tof16 Rank 7of18  9o0f16 7of18  90f16
20,000 — 1,000,000
15,000 | S=—er ’\ — 500,000
: ' 600,000 -
10,000
400,000
5,000 200,000
01— . . . . . . . . . . . . 04— : : . . . . v . ; ; . .
0141 0211 03411 04M1 0541 O6M1 O7A1 08M1 O0SM1 10A1 1111 1211 01A2 0141 02A1 03/11 0411 0511 06M1 O7M1 0BHM1 D9A1 10/41 1141 1211 D112
RevPur (Revenue per Utilized Rounds) RevPATT (Revenue per Available Tee Time)
January ¥TD January ¥TD
2012 2011 Change (%) 2012 2011 Change (%) 2012 2011 Change (%) 2012 2011 Change (%)
Your Facility $162(4%) $4574 $4412  %$1.61(4%) | Your Facility $3479 43462 >$017(0%) $34.79 $3462  $0.17 (0%)
Your Avg. $4644 $5297 $-653(12%) $46.44 $5207 & 654C12%) o Avg. $3040 S$2919  $121(4%) 53040 52979 5 0.61(2%)
Rank Gof18 5of 16 60f18 50f16 Rank 50of18 50f 16 50f18  50f 16

0 T T T T

T T T T T T T T T 0 T T T

011 02M1 0341 0441 05A1 DBAT1 O7A1 0BA1 09A1 10A1 1111 1211 0142 o1A1 021 0311 04411 0SA1 0BA1 OFA1 O08AM1 D09M1 1011 11M1
Notes:

1211 0Mn2
1. %TD figures include results enly for those facilities that have reported for all periods.

©2015, Golf Convergence, Inc.




NATIONAL GOLF ROUNDS PLAYED REPORT

U.S. TOTAL
SEPTEMBER '14  YTD "14
-2.3% -1.7%

Mountain

ROUNDS +1.3%

TEMP -0.5"
PRECIP -38%

Pacific

ROUNDS +1.6%
TEMP +2.1°
PRECIP -61%

- — ‘,P

Hi

LEGEND:
Qutline colors represent regions. Round percentages compare
September 2014 to September 2013.
1 WARMER Temp YOY = 0.76% Increase in Rounds Played®
1" RAIN increase YOY = 2.2% Decrease in Rounds Played®
*Based on WTI's historical analysis of weather conditions for all
US markets. Results may vary by region
This report represents 3755 participating courses.
reporting courses.

+ 2.0% and higher |

between -1.9% and + 1.9% |

- 2.0% and lower

— . e —
NATIONAL QOLF FOUNPATION

PGA PerformanceTrak in cooperation with NGCOA, the joint financial benchmarking initiative of the PGA of America and the National Golf Course Owners Association, supports

West North Central

East North Central

ROUNDS -4.4% ROUNDS -5.1%
TEMP -4.3° TEMP -2.1° Mew England
PRECIP +20% PRECIP +67% d
ROUNDS +2.7%
TEMP +1.2°
PRECIP -69%

l Mid Atlantic

ROUNDS -1.5%

TEMP +2.0°
PRECIP -33%

South Atlantic

ROUNDS -5.7%
TEMP +0.6"
PRECIP +64%:

South Central

ROUNDS +0.6%
TEMP -1.0°
PRECIP -27%

L 1 B ] L S

g, | — S
e orh “NVTI
l1g, '..." L 5‘; WEA TRENDS
et C o INTERNATIONAL

the MNational Rounds Played Report by supplying data included in this report.
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ON COURSE - MEN'S SHIRTS
FEBRUARY, 2011
Shirts Include Short and Long Sleeve Shiris

Price Points - Men's Shirts Men's Shirts -Top Brands by Unit Share
i 15.0%
Average Price $50.14 a= TNIKE
E50.00 - $49.99 B GREG NORMAN
@$50.00 - 574 99 10.0% . W ADIDAS
T S _ B CUTTER AND BUCK
37.0% 54 2% : ' 5.0% 4 O UNDER ARMOUR
B$100.00 - $124.99 B FAIRWAY & GREENE
H5125.00 and up o.0% 1 O OXFORD
Top Seven Brands - Unit Share Top Seven Brands - Unit Share Top Seven Brands - Unit Share
%0.00 to $49.99 Price Point £50.00 to §74.99 Price Point $75.00 to $99.99 Price Point
Represents 54.2% of Total Sales Represents 37.0% of Total Sales Represents 7.1% of Total Sales
1 1 1 1
NIKE ] - - -
i ey ' FAIRWAY & GREENE
GREG NORMAN ADIDAS seisiiciicl =
GUITERS HUCK ) GREG NORMAN NIKE | ]
e UNDER ARMOUR ADIDAS
R FAIRWAY & GREENE CUTTER & BUCK
RO CUTTER & BUCK GREG NORMAN
ASHWORTH B . —— POLO/RALPH LAUREN = _ _
00% 30% 60% 90% 120% 150% 0.0% 7.0% 14.0% 21.0%

T T
0.0% 5.0% 10.0% 15.0% 20.0%

Top Selling Brands Between $100.00 - $124.99 - Fairway & Greene and Carnoustie
Top Selling Brands $125.00 and Up - Carnoustie and Bugatchi
Questions? For More Information Contact Suzie Phillips, sphillips@golfdatatech.com / 888-944-4116

These reports are copyrighted works of Golf Datatech, LLC and may not be reprinted, reproduced or
redisftributed in any form without the written consent of Golf Datatech, LLC.
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Course Maintenance as a
Percentage of Available Cash
National 31%

CLUB

BENCHMARKING

PARTICIPATION » KNOWLEDGE * SUCCESS
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Payroll as a Percentage of Operating Revenue
National 54%

CLUB

BENCHMARKING

PARTICIPATION » KNOWLEDGE * SUCCESS
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We use cookies to make your experience of our website befter. Some of these are set by third party Google Analytics to X A
help us look at and improve how the website is used. We need your consent to set these cookies. If you confinue fo use

the site without selecting an option we will assume you are happy to use these cookies. Please see our privacy pelicy

for more details No Thanks

@A coursetracker .

IMPROVING YOUR GOLF COURSE ¢ (w

PIOZTESS Over time.

Get started

0f view viceo tour

How does my club benefit?

@ Monitor, analyse and evaluate your Other materias
COUISE'S Progress r— bt by st
ﬂ |dentify where your business can — ¢
make money and save money Greenceepas and Envonment Offcer
= Scotand
T Track income and expenditure and I .;.'.‘."::. CourseTracker vl o ol
plan for the uture I 6 Couseracker wil pay a cud roe
when delivering budget proposals,
k| helping greenkeepers

communicate in the clear and
prafessional manner which modem
business praciices demand

E] Generate llustrated reports to help you
make informed decisions

A Anonymously benchmark with other _ o
similar courses in your country - L]
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GLMA Technology Facilities Customers

Hd

Weather Financial Operations
Impact Metrics

Uncontrollable Controllable




S

The golf course is a living organism
that requires constant capital
reinvestment to maintain the customer
value proposition to avoid the death
spiral of a declining experience.




H A= 3 - Deferred Capital Expenditures Calculation - |
FILE HOME IMZERT PAGE LAYOUT FORMULAL DATA, REWIEWS WIEWS ADD-IME ACROBAT
s —
D J Cut |Ca|ihri ==_ - =¢ Wrap Text |Genera| "| '-;c A | Mormal
Past B Copy - =5 C d' I F ﬁt Check Cell
At . B I U~ = = = | == Merge & Center ~ $ ~ 9% » 53 ondimional Format as
- ¥ Format Painter ? ? Faormatting = Table -
Clipboard a Font a Alignment P Mumber a
Hz1 v J=

: Golf Course - Estimated Deferred Capital Expenditures: Conservative &pproach

s Golf Course Name: Based on Maximurm Life Autormatic Calculation

Component Years Minimum .‘rE:ars Estimated Cost to Replace Years 5'"“_! Asset .ﬂnnua.l Capital
Maximum Replaced Reserve

.
: Greens %and based root-zone 15 30) & 1,250,000 25| & 1,041,667 | 2 41,667
: fand Bunkers Total Bunkers 10 15( = 75,000 15 = 75,000 | 2 65,000
: Irrigation System
' Contrals and Satellites 15 20( % 175,000 3 s 26,250 | & §,750
. Pipe and wire 15 25| 4 500,000 27| & so0,000 | 2 20,000
n Purnping Systerns 15 25| % 425,000 275 425,000 (2 17,000
" sprinklers 10 15] = 150,000 27 = 150,000 2 10,000
1 Tees Re-Turf 15 20| 5 225,000 275 225,000 = 11,250
" Drainage 20 30( % g70,000 271 8 Faz,non | s 29,000
" Water Features Front Mine Liners [estimate) 25 35( 3 65,000 gl = 14,857 | 2 1,857
1 Back Mine Liners [estimate) 25 35( 2 0,000 3| e 6,857 | 2 2,286
" Cart Paths Asphalt (6-8 feet wide) 15 25| & 625,000 25| & 625,000 2 25,000
" Fairways Re-Turf as needed 15 30 1,500,000 % - | = 50,000
"
" Total Deferred Capital 6,540,000 4,772,631 231,510

Instructions: To complete
schedule, merely enter in
column “F* the number of
years since the golf course
compaonent has been

21 replaced,

©2015, Golf Convergence, Inc.




wo = ®m A B L

=

Golf Convergence

Season Lensth —Weaks /Mont EL] =]

Tas k Daily Monthly |¥early Hours FerTask JTotal Hours
Administration Fecord Keeping Fi 1 235.00
Eunkers Fake 7 20 4, 7:0.00
Cart Faths Cart Faths 7| 20 4, Fe0.00
Clubhous e Clubhous e Grounds 7 5 1,190.00
Cours & Ck. Irrigation 5 10 1,700.00
Cours e Irrization Repairs E] 16 1,622.00
Cours & Trimmine 5 16 2,720.00
Cours & Owersead/Topdress Areas E] & 510.00
Cours e Funeicides = E 2z20.00
Cours e Herbicides = ] E12.00
Cours e Ins ecticides 5 =] 224.00
Cutting Greens g.00
Cuttine 20" Collar 0.00
Cutting Tees 5 =] 1,260.00
Cutting Faireays 2 =] 1z22.00
Cuttine First Cut 1 22 22.00
Cutting Fioushs Fi =] 1,904.00
Cutting Mative Areas Fi L g
Cutting Aprons 7| L

Cutting Drivine Fansge =]

Cutting Werticut Greens Bi-Weeakly

Equipment Cleanine

Equipment MWaintenance

Greens Fins

Greens Eall Marks

Greens Topdress Green?X Month

Greens Folling Greens

Greens Erus hing Greens

Maintenance Soil Testine

Maintenance Aerification

Maintenance Fertilization

Fonds Fonds

Shop Cleanine

Shop Maintenance

Shop Gardens

Tas k Daily MWonthly |Annually Total Hours
Tees 2% MWlarkers 0.00
Tees COwerseed Tees 0.00
Teas Topdress Tees g.00
Training Training g.00
Trees Trees/Ornamental 0.00
Total hWan Hours Regquired 25,395.00

To complete:

Enter the
Enter the
Enter the

eiabie vl

Fiow 1 Completed as Example: Course iz maintained 32 weeks per year

for 8 months in which record keeping occurs daily for 1hour per day.

Flease change to fit your circumstances and then enter rest of data.

While it may =eems tedious and not a valuable exercize, the end

result is priceless. |k helps you ascertain the proper staffing lewvels

and gives you an appreciation For all the tasks accomplished by the staff

Mlote that "daily, monthly, and yearly” represented the frequency

on which a task is performed. For ezample, if you verticuk greens

twice per month, you woul

= i for a total of 16 o

ter [in this example], 8 months times
of that tazk.




GLMA Technology Facilities Customers

Weather Financial Operations
Impact Metrics

Uncontrollable Controllable




6

The brand is defined by the experience
along the 13 customer touch points in
the "assembly line of golf”




The Assembly Line of Golf

Touch Point

Municipal

Reservations

Club Entrance

Daily Fee Military Resort | Private Club

Bag Drop

Locker Room

Pro Shop

Cart

Range

Starter

Course

Beverage Cart Attendant

Half Way House

Cart Return

Locker Room

Bar/Restaurant

Likely # of Points of Contact

©2015, Golf Convergence, Inc.




Golf Convergence

strategists ensuring your vision becomes realit 4

YOUR GOLF COURSE SCORE, AS A
PERCEMTAGE.

Stepl - Reservations CiEsOip R

Touch tone Telephone

Trained agent through call center

Booked directly by Pro Shop Staff?

Did phone ring less than 4 times?

Did agent get all playvers names?

Did agent get all players names?

Wwas email address of group "captain” obtained

Where the fees discussed?

Where the arnenities mentioned?

Where directions to the course provided?

Wim Wweb site?

was ability to book on home pagein 3 clicks?

B I e T B+ B+ e+ <+ e e

Sacret Shopper | )

|m| Registration

Golf Convergence, Inc.

’&S?_IIE',TEBLY Description Weight SF::T:e w;?:rt:d
1 Reservations 2% 100 2.00
2 Club Entrance 3% 75 2.25
3 Bag Drop 2% 100 2.00
4 Locker Room 2% 50 1.00
5 Pro Shop 5% 72 3.60
] Carts 2% 45 0.90
7 Range 9% 28 252
8 Starter 1% 1] 0.00
9 Course 50% 57 2850
10 Bewverage Cart 2% S0 1.00
11 Halfway House 4% &0 2.40
12 Cart Return 1% 55 0.55
13 Locker Room 2% 63 1.26

Bar/Restaurant 5.00




Creating a Sustaining Brand

Pre-Purchase Purchase Post Purchase

— —

Awareness Knowledge Consideration 7 Selection Satisfaction } Loyalty Advocacy )

Drivers The Influence Customer Loyalty

v" Word of Mouth v Condition v Customer Experience
v Email Communication v Course Layout v Compliant Resolution
v Corporate Web Site v" Price v Customer Surveys
v" Social Media v Brand Image v' Staff Interaction

©2015, Golf Convergence, Inc.




Golf Convergence

ASSEMBLY LINE Description

Slope

strategists - ensuring your vision becomes reality

FAIR MARKET VALUE FOR GREEN FEE, BASED ON
CUSTOMER EXPERIENCE DERIVED.

Course Type
|Municipal l - |

Yeighted Score

B

Rawvs Score

Strategy

Conditioning

Turf Texture

Ambience

Amenities

Subtotal Green Fee Experience

Demand Adjustment

Reconimended Value Based Green Fee

90.4

138%

$124.30

Course’ Current Green Fee

Prime Time With Cart

$120.00

Yariance

Select Slope Rating for Your Course from the Back
Tees (Select Only One)

The architecture of a golf course varies greatly.
Som e are merely "hit it and find it" that don't
offer much challenge on flat piece of ground with
fevr trees and bunkers. Others are brilliantly
crafted in which the golfers walks through a
canopy of nature with many alternatives on howr
to play a hole. R is hard to describe but you knovr
a great course when you play it.

Description

114 —120

121-125

126-130

131-135

136 -140

141-145

Orver 145
Description
ast majority of holes are straight, course is flat, fevw trees, bunkers, dunes, water hazard
and options to play hole are well defined providing few options. Mo requirement to
position shots. Mo risk/reward options.

A few dog legs with modest bunkering and trees, some ralling terrain, green complexes are
uniform throughout the course. One or two riskSreward options

Terrain, bunkers, water hazards, trees, and green complexes provide typical golf experience.

One third of zolf holes provide a unique golf experience requiring thought to successfully
navigate riskreward

Up to two-thirds of golf holes provide a challenging experience where placerment of the
drive and the secand shot has a significantimpact on the ability to score well.

The putting greens are histaric (Raynor, Ross, Tillinghast) where ball position on the green
becomes a significant element of playing the course.

The par3 -4 and 5 haoles have varving length, i.e, par3s of 120, 150, 180, and 210 vards.
Course riay have dual fairwvays, bunkering that pinches the fairsay, streams crossing the
faimway andfor the green, narrow green openings, green side bunkers of varving depth and
heavily contoured putting surfaces.

$4.30

ml Registration | Malue I

, Golf Convergence, Inc.
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HAESLEY STYLE




GLMA Technology Facilities Customers

Start

2234 ]e]e

Weather Financial Operations
Impact Metrics

Uncontrollable Controllable




’

Frequency does not equal loyalty and
“firing” your worst customers is a good
thing




Based on your playing experience over the last 24 months,
how likely is it that you would recommend the following
courses to a friend, colleague, or family member. (Rate your
likelihood to recommend on a scale of 0 to 10 with “10” being
“Extremely Likely” and “0” being “Not At All Likely.” If you did

not play a course please indicate by checking "N/A.")

10+9-6-5-4-3-2-1-0
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Why We Play Not and Fringe Casual

Time outdoors

Social aspect 33 46
The exercise 32
Ball striking 23
The challenge 18
The courses 20
Stress relief 19 36

Mental game 23
Values of the Game
The competition
Keeping score

History & Traditions

Practicing

©2015, Golf Convergence, Inc.

Hooked and Nuts

53

43

39

39

34

35

Average

44
41
41
40
33
33
24
24
18

17



Does the Process Work

©2015, Golf Convergence, Inc.




"V
Your Take — A ways

Lesson #1 - You are working too hard on the wrong things that make little difference: \WHY.

Lesson #2 - There are six key measurements that accurately forecast the potential of your
facility: MOSIAC, Income, Age, Ethnicity, Golfers Per 18, Slope.

Lesson #3 — 10 Year Playable Day Reports and 11 Month Forecasts. \Weather Trends

Lesson #4 - The template website you have created and your current use of technology have
little value. Become transaction vs. information oriented

Lesson #5 - Do you know the financial results of your competitors? Benchmark
Lesson #6 - Avoiding the Death Spiral? Invest and budget capital reserves

Lesson #7 — Shattering "illusory superiority" thinking that their customers are loyal when they
are not. Secret Shop and Survey

Lesson #8 - Stealing customers from your competitors and from third party tee time providers

©2015, Golf Convergence, Inc.




-
Does the Process Work?

Participant Response

“Participating in the Clemson Study with Golf Convergence was one of the best moves we made in 2013. Our
company strives to be on the cutting edge, and we do many creative and unique things.

However, going through the steps outlined by Jim Keegan’s “The Business of Golf: What Are You Thinking” was
an eye-opening experience for us.

We found many basic areas where we had substantial room for improvement, and came away from the process
with a better understanding of our overall business. We have tweaked our business plan in a way that has
already resulted in revenue improvement, and | am excited about our ability to continue to make positive
changes based on what we learned.”

Del Ratcliffe, PGA

Ratcliffe Golf Services, Inc.
President

800 Radio Road

Charlotte, NC 28216

(704) 236-3921 (cell)

(866) 552-9988 (fax)
dratcliffe@earthlink.net

©2015, Golf Convergence, Inc.




e
Does the Process Work?

Participant Response

"As a golf course operator for over thirty years, I was surprised at how much useful information I gleaned from
my participation. If you want evaluate the way you are doing business, and compare it to others across the
country, this is the class for you. Jim Keegan and Golf Convergence are experts in golf operations and you will
find the process enlightening and invaluable."

James E. Roschek
President & CEO
Municipal Golf Association San Antonio

Brackenridge Golf Course
2315 Avenue B.
San Antonio, Texas 78215

jim@satxgolf.com - Email
(210) 853-2261 Office
(210) 268-5110 Cell

©2015, Golf Convergence, Inc.




[
Does the Process Work?

Participant Response

June 2014 saw us increase our sales just in Greens and cart fees by $40,000 with an increased ADR of $3.00.

We have put into effect almost all of your recommendations. And it is working! Here are the things we have done. And | am
putting these in order of importance.....

1. Hired a high-quality golf course superintendent who is a fit for our culture. He has totally transformed the quality of our golf
courses to rival any course in Northern Michigan.

2. Using yield-managed tee times through Golfswitch.

3. Maintaining closer contact with our email database. We are sending more information out (once per week).

4. More of a golf focus on our website and easier to find where to book tee times

5. Purchase of new golf accessories such as tee signs, garbage cans, water coolers, ball washers. Also revamped our driving range
with all new products. AND USING WHITE RANGE BALLS!!!!

6. New wooden flagsticks and bunker rakes.

7. New rough unit and greens roller and bench grinder and reel grinder.

8. Added amenities to golf carts (hand towels, bag tags, tees) and put a scorecard and pencil with an eraser on each cart.

Jim | brag to everyone how you brought life back to our golf operation.

| even had Chris and Jim Maclnnes say “Thanks for reviving our golf product”. It was forgotten for several years. Bringing you into
the picture MADE THE DIFFERENCE!! Cause nobody would listen to me!!

Brad Dean | Director of Golf

p: 231.378.2000 x4001
i f: 231.378.4757
e: braddean@crystalmountain.com

5 Crystal Mountain
R‘lr TA L 12500 Crystal Mountain Drive
MOUNTAIN Thompsonville, MI 4'9683-9742
www.crystalmountain.com

©2015, Golf Convergence, Inc.




So, what does it all mean?




DID YOU

KNOW




Solution 1: Self - $199.95 “Why50”

www.golfconvergence.com

The Business of Golf
Wiy Haw? What?

©2015, Golf Convergence, Inc.




_ Goli Convergence
Risinoss of Gell Butvorchy

Winter Webinar Series:

January 8, 2015

Create 2015 Strategic Plan and Annual Budget
$7,500 total investment: $3,750

J.J. Keegan, Managing Principal
jkeegan@golfconvergence.com
t. 303 283 8880
c. 303 596 4015




2015 Program
University
Class Schedule

Class Exercises

Attributions

Register Now
Tweets % Follow
JJ Keegan @golfconvergence 19 Sep

Video: Segway. Another way to attract
entrants. Look more stable than golf board.
Would try if course rented. bit.ly/To3Ump1

|

JJ Keegan @golfconvergence 18 Sep
Email marketing isn't going anywhere, here is
why - statistics about the every presence and
beneficial use of email. bitly/1rgsM20

JJ Keegan @golfconvergence 16 Sep
Should munys invest $12.5 mil. in TopGolf
franchise & close money losing courses? If
Parks' role is to entertain masses, answer
maybe "yes.”

JJ Keegan @golfconvergence 15 Sep
Should your emails be image or text based?
This case study presents some great insights
on what you should do. bit.ly/Xp0EKd

Tweet to @golfconvergence

©2015, Golf Convergence, Inc.

Date

January 8, 2015

Golf Convergence

11:

2015 Business of Golf University CLASS SCHEDULE

The Golf Convergence
Business of Golf University

Start Time

30 EDT —8:30 PDT

January, 2015

Class: 60 Minutes

Introduction to Why? How? What?

January 15, 2015

11

230 EDT — 8:30 PDT

Step 1 — Geographic Local Market Analysis

January 29, 2015

11

230 EDT — 8:30 PDT

Step 2 — Weather Playable Days

February 5, 2015

11

30 EDT — 8:30 PDT

Step 3 — Technology

February 12, 2015

11

30 EDT — 8:30 PDT

Step 4 — Financial Benchmarking and Financial

Modeling

February 19, 2015

11

230 EDT — 8:30 PDT

Step 5 — The Golf Course: A Living Organism

March 5, 2015

230 EDT — 8:30 PDT

Step 6 — The Assembly Line of Golf

March 12, 2015

30 EDT — 8:30 PDT

Step 7 — Customer Loyalty and Preferences

March 19, 2015

30 EDT — 8:30 PDT

The WIN™ Formula




FAD
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FOCUsS

Action
Decision




What’s I mportant Now
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Thank you
For Sharing in the Results from the Clemson Ph.D. Study
A Winning Playbook for Golf

J. ). Keegan, Managing Principal
4215 Morningstar Drive
Castle Rock, CO 80108
t-303=283-8880
_€ 303-596-4015
jkeegan@golfconvergence.com
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