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i So we’ll bring the classes to you
SEMINARS =
_— GCSAA EDUCATION CONFERENCE

FHELD TRIPS >

STUDENT ACTIVITIES >

SPEAKERS =

THANK YOU TO OUR
SPONSORS >

The GCSAA Education Conference is the largest education event in the industry and covers all aspects of golf
course management, including agronomics, environmental management, communication and business
management. The upcoming event will feature a total of 84 seminars, including 26 new seminars joining the line
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[ Practical Steps to Increase the

Investment Return of Your Public Course
February 23, 2015

7\




J. J. I(EE GAN == WHY: MY PASSION IS CREATE VALUE FOR GOLFERS ON A FOUNDATION (8%
THAT OPTIMIZES THE FINANCIAL PERFORMANCE OF A GOLF COURSE.

¢ Experience: Managing Principal - Golf Strategist — 10 years including 7 months
as Interim GM operating golf course in Dallas, TX. CEO - Fairway Systems — 16
years (450 golf courses, 7 countries, all major municipalities);

Sample of 2014 Client Engagements: Cities of Arlington, Litchfield, Louisville,
Sioux Falls, Virginia Beach; Cog Hill, MacDonald Island Park, Minneapolis Park
Board, Play Golf Calgary, Talking Stick Resort, Trilogy

Memberships: CMAA —inactive (305 hours), NGF, GCSAA

Speaker: NGCOA - Canada, Clemson PGM, NGCOA, GCSAA, NRPA, Wisconsin
PGA

Webinar Host: Clemson University, Keiser College, Holland College, Golf
Academy, Professional Golfers Career College, University of Wisconsin

Golf Magazine Panelist: Visited 4,000+ golf courses in 46 of the 203 countries,
played 1,600+ of the world’s 33,000 courses.

Education: BBA — TCU, MBA — University of Michigan
Licensing: CPA, inactive

Author: “WkhiExvihvwir # ra#z kdwbihi\rxditk bmlyj?” (A Basic Primer) — 16
countries, 4,400+ copies sold, 15 Colleges and Universities

Author: “WkhiExvighvviri# ra# k | B rz Bz kdvBS3HVhdvrghg#
Surihvvirgdor,Panelist: Golf Magazine Top 100 Golf Courses in the World
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Our Goal for Today is to

Build a Foundation For

You To Have a Fabulous
2015

DID YOU
KNOW
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€hn the beginner's mind there are

many possIbI
mind there a

—Shunryu Suzuki

ties, In the expefits

e fe\/\,,




Heuristic ( ; : "Eupiokw", "find" or "discover")

Refers to experience-based techniques for problem solving, learning, and
discovery that find a solution which is not guaranteed to be optimal, but good

enough for a given set of goals.

Where the exhaustive search is impractical, heuristic methods are used to speed
up the process of finding a satisfactory solution via mental shortcuts to ease the
cognitive load of making a decision.




Technology EES Customers

223l fele]”

Weather Financial Operations
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Uncontrollable Controllable




STRATEGIC TEMPLATES

(0] Strategic Web based Entry These pre-test templates ask 40

Planning SUMeYy gquestions o ascertain the lewvel of the
respondent’s knowledge of the business
of golf. Y our answers can bbe compared to

a national Surneey

-1 A Geographic Exce] Intermediate Demographic profile (age, incorme,
Local Market ethnicity & population density ) contrasts
Analysis WOouUr course with the golf courses within

20 miles of yours o determine strategic

potential.

“1 Wision — Private PowerFPoint Entry Promises versus perfonmance. This

Solf Course templates helps a private club deternmmine
if its brand promise is at the platinumnm
(S—=star), gold {(4-star), silver (3-star,

bronze (Z-star) or steel (1-star).

1 wision — Public PowerPoint Entry Promises versus performance. This

Solf Course template helps a public course (daily
Tee, municipal, or resort) determine it its
brand promise is at the platinum {(S-star),
gold (d-star), silver (3-star, bronze (2-star)

or steel (1-star).

=2 Weather Excel Intermediate Is your facility under- or over—paerforming
FPlayable Days in relationship o the number of golf
Calculation playable days? This tem plate will help you

measure that bemnchmark.
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TACTICAL TEMPLATES

Forecast — &

©2015 Golf Convergence, Inc.

Years — Resort

Technology Excel Intermediate How are you leveraging technology to
Integration boost yvour revenue? This template
Checkpoint grades your use of technology from 1st
grade to the PhD lewvel.
Cash Flow Excel Advanced The operation of a daily fee or a
Forecast — 5 municipal golf course can be forecast
Years — Daily based on 60 controllable variables.
Fese/fMunicipal This worksheet facilitates sensitivilty
analysis to quickly project revenues,
income, and expenses for the next 5
years for daily fee and municipal golf
COUrses._
Cash Flow Excel Advanced The operation of a resort can be
Forecast — 5 forecast based on 75 controllable
Years — Resort variables._ This worksheet facilitates
sensitivity analysis to gquickly project
revenues, income, and expenses for the
next 5 years for resort golf courses.
Cash Flow Excel Advanced The operation of a private club can be

forecast based on 50 controllable
variables. This worksheet facilitates
sensitivity analysis to gquickly project
revenues, income, and expenses for the

next 5 years for private club courses.




4 Sreen Fee Excel Advanced There is a relationship bebween 18
Calculator — weekend, weekday, 9 holes, morming.,
Complex: afiermoon, senior, and junior green fee
Quantitative rates. This template confirms those

interrelationships to ensure all of your
prices are “in balance” for the fees
posted .

. 5 SGreen Fes PowerFPoint Intermediate wWhat is the correct green Tfee price? The
Calculator — slope rating. the strategic elements,
Simple: conditioning, grass texiure, ambience;
Qualitatve the amenities prowvided are the variables

that should determine price._

<1 SGreen Fee Yield Excel Intermediate The impact on future revenues from
— Revenue changes in rounds and associated
rModeling yvields from the top revenue categories
Exercise are modeled o measure the impact of

potential rate changes.

“ Season Pass — Excel Beginner Utilizing weather-playable days,

Fair Fes anticipated rounds the season pass
holder will play during the year, and an
appropriate discount, determine the fair
price o assess.

A Sensitwvity Pass Excel Intermediate wWihat is the impact of changing the
Anahysis sSeason pass price on total revenues,

considerning the golfers that will choose
o merely pay-as-they-go? This template
Tacilitates calculating the revenue iImpact
of price changes and the numbeaer of
subscribers._

©2015 Golf Convergence, Inc.




OPERATIONMAL TEMPLATES

5 Solf Course Exxcel Audvanced Colf course maintenance is a
BudgetrBusiness considerable expense, offen
Plan Template accounting for 40%%G-60% or

more of Qrnoss incorme. T he step—
by-step budget process helps to

builld a business plan as well as

an excellent., goal-based golf

course maintenance operation

budget.

5 Step S - Exxcel Entry There are 14 depreciable capital
Deferred Capital components that comprise a golf
Expenditures course. This spreadsheset will
Template help you determine the annual

capital allocation that should be
n resernve and the aggregate

deferred Ccomponant.

o Step S - Excel Avdvanced There are 44 different pieces of
Equiprment equipment required o properhy
Template maintain the course. This

worksheet calculates the wvalue
of egquipment on hand. capital
reserves required and
components that should be

acqguirned.

L5 Labor Task Excel Intermediate Labor has an impact of great
Aonaly sis proportions on any aspect of the
golf operation; propeaer allocation
of resources mMmust be top-of-
mind. This template will allocate
sensibly labor resources and

report back costs and hours

©2015 Golf Convergence, Inc.




Step 5 - Excel Advanced A superintendent engages in 40
Maintenanoe — separate tasks that vary by day,
Labor Hour weelk, season, or annually . This
Templates worksheet calculates the labor
hours required annually to
maintain a golf course and
provides a comparison to actual
labor expended.
Step S - Weekly Excel Advanced By keeping track of the hours
Solf required per week, their cost,
Maintenanoce and who should be assigned the
Labor Scheduler tasks at hand, this worksheet
aids the superintendent in
scheduling the week ahead.
Step 6 —Golf Excel Entry On the assembly line of golf,
Course there are 111 customer touch
Checklist — points that contribute to the
Secret Shopper player's perception of value.
Service This checklist provides guidance
in Mmeasuring the experience
provided at your golf course._
Step ¥ — Golfer Excel Entry There are 30 guestions that a

Survey — Loyalty

and Prefersnce

customer survey should include_
Use of this document will help
your golf course craft an
effective survey o ensure

insightful responses.
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RICK LUCAS, PGA, DIRECTOR OF
PROFESSIONAL GOLF MANAGEMIENT =
CLEMSON UNIVERSITY

" &
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.

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 winning the Philadelphia
Assistant Association's Southern Championship.
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* 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.

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.
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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
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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 Conver; gence, Inc.
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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




So, what does it all mean?
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The Golden Circle of Communication™: Simon Sinek

WHY

HOW

WHAT
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ome experience the serenify

of Virginia Beach's finest resort
golf course, Red Wing Lake. Just
o moments from the franqui Aflanfic - e«
nG Oceun we offer a haven from the daly gind ===
20 of ffe. Our course layout, with wide faiways, |
g hos become one of the best places fo golfin
@ 2 Virginia Beach.
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Mosaic
Profile

Open Park

Age and
Ethnicity

Beginner or
Recreational

Golfers Per
18

Beginner or
Recreational

Green Fee

Beginner or
Recreational

Mosaic
Profile

Beginner or
Recreational




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.

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

A B C

Sophisticated mét ! Caer and

Singles I Family

Routine Service
Workers

~—~High

Comfortable '

Retirement

Affluancsa

Low-income
Elders Survivors

Postindustrial Rural

Inheritance

L e

Urban Geographic location Rural




Crystal Don
Mountain [Vellmer, Mussatto, [Pine Meadow, |Cedar Creek -
Resort, Ml |FSU Oak Creek, Irvine, CA Maccomb, IJMundelein, IL [San Antonio

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

op 4 Rating -17.00% -7.90% 40.30%| 16.20%| 13.10% -22.10% 37.60% 31.90%

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

Routine Service

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

Hard Working Blue
Collar -3.80% -5.40% -10.40% 1.30% 0.60% 0.40% -9.50%
Metropolitan

-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%
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Management

Course Name

Mileslncome

Age

Park

Alamo Trail Cedar Creek 5

City of Brooklyn | (. 1 ireh 10 36.1
Park

City of Charlotte| cnaissance 5 $47,870 34.1

Black

Slope Rating

Golfers

6.50%

22.70%

$53,937

. Charles T.
City of Charlotte Myers
City of .
Columbus Champions
City of
Columbus Turnberry
Crystal
Mountain Highlands
Resort
Irvine Company [Oak Creek
Irvine Company [Oak Creek

. Pine
Jemsek Family Meadow

34.1

.. H
Western lllinois

arry
Mussatto

©2015 Golf Convergence, Inc.

17.10%

12.40%

132

2,298




Emerald Greens Fox Hills Shanty Creek
5 10 20 5 10 20 5 10 20
Sophisticated Singles -2.90%| -2.90%| -2.50%| -2.40%| 2.10% 0.60%| -2.90% -2.90% -2.90%
Bourgeois Prosperity 5.30%, -1.40%
Career and Family - -5.50%

-0.90%| -0.10%
1.70%

-0.30%

Comfortable Retirement

Routine Service Workers

Hard Working Blue Collar 0.10%

Metropolitan Strugglers

Low Income Elders

Post Industrial Survivors

Rural Inheritance
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Course

Name Miles Hispanic Asian|Slope Rating| Golfers/18
Emerald 5

Emerald 10

Fox Hill 5

Fox Hill 10 $65,710

Shanty

Creek 5

Shanty

Creek 10

©2015 Golf Convergence, Inc. -



MOSAIC ANALYSIS
MOSAIC Initial Reaction Slope Rating | Highest Price 2.5 5 10
Meadowbrook Wrong Product 125 40 -8.40%
Pecan Valley - Hills Good Potential 128 38 -5.80%
Pecan Valley - River Good Potential 126 45 -5.80%
Rockwood Maybe 114 35 -10.30%
Sycamore Creek Maybe 119 28 -10.30%




T
Age, Income, Ethnicity

Sycamore
Mileage  |Meadowbrook| Pecan Valley | Rockwood Creek
Conclusion Close
Age 2.50
Age 5.00
Age 10.00 91
Income 2.50
Income 5.00
Income 10.00 89
Ethnicity - Hispanic 2.50 299
Ethnicity - Hispanic 5.00
Ethnicity - Hispanic 10.00
Ethnicity - African American 2.50
Ethnicity - African American 5.00
Ethnicity - African American 10.00

Golfer/18 2.50
Golfer/18 5.00

Golfer/18 10.00
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Historical Weather Reporting &
Leveraging Weather Forecasting is an
Underutilized resource




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 nex y  “Will mother nature take
care of my course

yatering needs?”




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

AMFEUSE ﬁ Busck Morgan Stanl_ey -. M|Croso'ﬁ: KOH .—.s

expect great things




Year-Over-Year Change (Bars)

NATIONAL Year-Ahead WEEKLY Temperature Trends/Accuracy

2013 2014
i } | I _— I —
Q1 coldest and Q3: Warmer than LY,
3 snowiest in 19
years
C
]
\ I
’ . \!
L H —¥
-3 2 H Q2 coldestin 5
]
: ! years,
Q2 coolest in 4 \i
. 1
years...wettest 1 :
- coldestin 18
in 25+ years! Q o
L1 years, snowiest in 20
ears (mostly Feb
BARS = year-over- | y [ g Y )
year temperature Winter (Dec-
-2d forecast _
DOTTED LINE = Feb) Coldest in
Actual _4 years snowiest
o I Velrlflcatlon |
e P e N e L S L g P By At
IS iisIfiicEssEEssiso--Ad-ca3g ﬁ.,;z:““‘“ﬁ.ﬁ,.%
“\_ERT%— ) o o Dates are weekend géatarday
(o)
=3 o Year-ahead Temperature Accuracy 86% MAE +/-1.1°F...more accurate than a DAY 5 forecast!
‘1)"'“« AT \°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 2011 - 31 Mal

g Temp Vs Pravious Year (01 Mar 2013 - 31 Mar 2013 Vs Previous Year (01 Mar 2012 - 31 Mar 2012,

2008

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

SSSSS

Note: Maps shown are March year-over-year
temperatures. If the weather is identical, the maps would o8 -060C 406°C  >42.8C
be grey which happens about 15% of the time or less.

©2015 Golf Convergence, Inc.




- 000000
Golf Playable Days

Farmingdale, NY

290

280 277

269

)

270

260 _ 259
j . 254

GPD

250 247 ' 246 247

INTE ATIONAL

240 -

230

220

210

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013
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
_____
San Francisco 2,016

SilverHorn 1,792 67
Southwyck 1,824 169
Stone Creek 1,856 185
The Orchards 1,696 151
The Tides 1,728 39



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

Copyright © 2014 Weather Trends International
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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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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

4 ©2015 Golf Conver gence, Inc. ‘ l | ‘ I ‘ I




"V
Marketing Options Are Clear

Email Database Website

Facebook or Twitter

Google Circles

You Tube Linked In

©2015 Golf Conver; gence, Inc.




To Learn About the Course &
Specials




Effect of Day-of-Week on Clickthrough Rate

Monday

©2015 Golf Convergence, Inc.




Effect of Time-of-Day on Clickthrough Rate

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

N —— N
©2015 Golf Convergence, Inc.




: Local
| TEE TIME BOOKING Weathor E ! I

GOLF
THE LEARNING CENTER

CALLAWAY GOLF
PERFORMAMNCE CENTER

CATERING

LODGING
CONTACT US

2301 Sowth Branch Rd.

W] . SITE MAP Neshanic Station, NJ 08853
i hc Station, N

 AWARDS = Aeration Schedule + ProCelebrity Tournament Video +« Championship Course Schedules
* Quting Schedule




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:

Step 1

Create anm ASAacoco

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
Resarvatiom Searwice, msae oo
meramrmmiber card®# as yowr isaer
Tx# mnd Eype Tpasswword™ as
the Passwveord o imitialhy sigm
re. e i Yo raeacoerod o
mmeay oreate a meeww passwwoerrod i
Urpdate Preofile.

e ek followvws this step if wou
purchased a subscripbtion to the
Teaa Time Recsarvatbhon Sarwice. Go
directly o Step 2.

After recerwving = bteas Eirme woe weill
receive amn email confirmation o be
Eepit for vour records.

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 fbee Ghimme™
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!




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™
D Enter a Discount or Promo Code

Book as a Member Book as a Guest

1 Europe: Upgrade + Save up to 555




EXPLORE&PLAN  MEETINGS &EVENTS ~ MARRIOTT REWARDS B MY ACCOUNT SignIn

MAME: James
: . MEMBERSHIF LEVEL: Silver
Mobile check-in n - Exeryurpsmort s
[ 7

Check-in from anyw

EXplO E Remember Me - Private Computers Only

Seemore big ideas What's this?

Eam big - really big-

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

Forgot password?

Leam more » ITY/AIRPORT SEARCH 0 My Account Overview
Trip Inspirations
DreamRewards Tracker

f| Profile

Marriott Rewards Insiders
Mariott Rewards Credit Card

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™ JW MARRIOTT EDITICN /\\ COURTYARD [(usul(,m,c % A¥1o1D ot LE
MARRIOTT o
THE RiTZ-CARLTON AUTOGRAPH SPRINGHILL SUITES'  TownePlace Narriott
COLLECTIC il VACATION CLUB
) RENAISSANCE FAIRFIELD Marrioft

INN & SUITES EXECUTIVEAPARTMENTS



Welcome Mr. James J. Keegan | United States - English| change
ASTAR ALLIANCE MEMBER 17" Sign Out | My Account | Contact Us | H Site Feedback

UNITED §

Home

Reservations | Travel Information | Deals &Offers | MileagePlus® | Products & Services | About United Ask Alex™ for help >

Hotel Car Vacation

Earn 25 award miles per dollar spent
on summer flowers and gifts at FTD*
*Exceptions apply. Limited-time offer expires July 31, 2013.

Qround Trip.One Way Multiple Destinations
From: (cty oraiport) ~ T0: (dity or airport)

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

B Search Nearby Airports MileagePlus
B Find Lower Fare +/- 3 Days uniTen ]
Osearch Specific Dates .MV Dates are Flexible Latest News Changed bag rules and optional services 2014 MileagePlus Premier® program
Depart Date: Time: and Offers  1mportant notices unitedhub.com: United naws, videos & tips
mm/ddyyyy = Anylime v Print Boarding Pass My MileagePlus Summary
R S e Confirmation or MileagePlus Number: MileagePlus Number: UK688433
mm/dd/yyy = Anytime v Mileage Balance: 429,817
Mileage Expiration; 12/31/2014
Adults: Offer Code (optional): © More Check-in options MileagePlus Status Level: ~ Premier

: Check-in is available vithin 24 hours of departure Platinum
Children _ = Star Alliance Status Level:  Gold

Regional Premier Upgrades: 2
Global Premier Upgrades: ~ 0

N 2013 Premier Miles: 22,818
Change or View Reservations @ see or= 2013 Premier Segments: 20

C

Economy v

Search By:
O Price ® Schedule ® Award Travel

Find a Reservation by Confirmation Number | View Account Detafls >

Reservation Type: ®Flight _Car

. (D Heed help signing in? Yisit the United Hub
Confirmation: _Last Name: for information shout PINS and passwords

I

W Nonstop Flights Only

50% MILEAGE BONUS
. Earn 1.5 miles for
Customize your trip with each dollar you spend.

Travel Options by United®>

A )

Reservations Fitness
uNiTED @
Mileage LR Earn 2,000 miles
E,. Nonstop sleep Deliver smiles while you shape ;
UNITED &1 | Figbeg seats on more fights to children in need, up this summer, 1 '8
from New York/Newark. Give 2 bear and get one, too. — ﬁ
Eam upt0 5000 bonus Learn more » Donate now> [S=rn =
* miles at participating
hotels or resorts within
the Hifton HHonors™
portfolio.

1
HLTON
HHOMNORS
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Find it » Las Vegas Golf Courses | Golf Packages | Tee Time Reservations | Golf Discounts | Golf Instruction

TEE TIME RESERVATIONS

pote: I 3

Players: m

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

EXPERIENCE GOLF

Las Vegas Golf Courses

Experience Golf. Looking for 8 memorable Las Vegas Golf Vacation? Look
no further than the three Las Vegas Golf Courses owned and operated by
Walters Golf - Bali Hai, Royal Links and Desert Pines.

Bali Hai Golf Club
7,002 yards of tropical paradise located right on the Las Vegas Strip.
White Augusta sand bunkers, black volcanic rock outcroppings and
blue lagoons transport golfers to the south pacific.
Rates starting from $125
» Enter Paradise

Royal Links Golf Club
You know you've always wanted to experience those legendary
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.
Whatever your skill level, if you golf you owe yourself this "taste” of
the Open.
Rates starting from $95
» Play The Soul of Scotland
Desert Pines Golf Club
| Nestled in the historic part of Las Vegas, Desert Pines is truly your
"country club away from home" with country club-like amenities,

Las Vegas Golf Packages

' oMo 13 Jr 7 SAVE spioder $4 ()

Dare to Compare - You Won't Find A Lower Golf Rates on
Golf in Las Vegas Guaranteed!

Reasons to book your Las Vegas tee times online with Walters
Golf...

No Booking or Cancellation Fees

No Prepayment For Tee Times

BEST AATE
GUARANTEE

Access to the Best Tee Times

/
/
{ Lowest Rates, Guaranteed
/
/

Proud Member of the BBB

Comparable Direct Online
Courses Walters Golf
Rali Hai

PEPT ) Lo banr




{E  COURSE  TEE TIMES & SPECIALS GES LESSONS TOURNAMENTS WEDDINGS LEAGUES CONTACT & INFO

EST. 1996

Creating Memaries Worth Repeating

Calgary Golf Courses - The Links of Book a Tee Time
GlenEagles - Public Golf Course

Select Tee Time Range :

At
Best of Calgary's Golf Courses at GlenEagles Before:

Select Desired Date :

Score Magazine Awards Thu, 06-27-2013 Join Our E-Club

#1 Courses You Can Play in Calgary - Score 2011 T agree to Terms of Service [

#7 Courses You Can Play in Alberta - Score 2011 Search Tee Times

Top 100 in Canada - Score 2008 s
; Breaking News
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 Wejust read the latest revien of

play through. Aside from the breathtaking vistas that are around every wiwalgarygolfblog.com. Chee | [Jcochrane Resident

DDai\y Text Specials

corner, the design, architecture, and playability of our greens is hitp: v calgaryeollogeor | (e cort 1

challenging and exciting to compete on. olfeourse eview tae Bnks 0 | rurior cademy Infe

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

Canada beeause of our commitment to the sport and those that are Sin Up

passionate about it. [n our off-season, we take the time and resources




I Thu 1172052014 626 Ak I

Website Tracking Daily Email <reports@visistat.com:

WisiStat - Daily Summary (www.golfconvergence.com)

To  jkeegan@golf convergence.com

ﬂ If there are problemns with how this message is displayed, click here tosaew it in 3 web browser

Where Clicks Convert™

%‘j VisiStat

Web Analytics Cverview forwiww qolfconyengen ce Com Movember 15th, 2014)

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

|l At-A-Glance

. Page \iews - o  Hnigue \isitors
fg P2 fg P2 feg P 1S fug P 3 fug P9 g Pt 8 g P14 g P 3
212
219 280
155
107

38 41 43 | ‘
Ed b k4
(- _— [ - ] [ - ] [ - | [ - — [ - ) [ - )

15 17 15 15 1z 19 20 72

Nov 12th Mow 13th Mow 14th Maow 15th Maow 16th Maow 17th Mow 15th Mow 19th
(Wed)

Ej Popular Pages

Pane Mame Wiaws
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- File  Edit View Favorites Tools  Help C X EEConvert v EHSelec
Alamo & Adobe Central |8 AWEX uy Bith BEvA [ Facebook Editor = ESPN Golf Convergence Galf Convergence - Admin [ Google [ Adards LinkedIn &) My Reservations [ MSN PGALinks Schwab 2| Tactician 9 Twitter ¢ Surve United 7 YRR WisiStat
i ¥ [ 9 1 g oy ¥ hd ul

QVisistat

Where Clicks C

Analytics Conversions Forms Pulse® Settings

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

Leaming Cenler o
Admin Live Leads Orientation %

ﬂ;gn out of Linkedin 5es v Aoply Fiters

ss]  Ilinois State University 4L [} g
DatefTime: © Nov 19ih, 2014 {9:23am)
Engapement: m
.'iuun:e:(D @hlm:m:asted-pﬂ vresp.com/724985/a23b28824c/ARCHIVE (Vi AdCal Campsign 11NN)
Page Views: 1
Location: @ BEE Nomal, lingis (Uned tes) Last Activity: On-fine Now
=" ERTE O
IPilderIIity:(D {EMAIL_ADDRESS} - (138.87 61.138) New Visitor - This is their first visitto your Website Score: calculating
Landing Pa‘ge:(D E [online-store-leaming/productT6-golf-convergence-business-...
Watchlist: © ? This company iz nat currently on a Watchlist. [Add To Watchlist]
itie]  Local Government Information Systems 3 A i &
Daneﬁ'l'lme:(D Nov 19ih, 2014 {9:12am) o)
o o Engagement: llll
Source: L Google: Not Provided
Q a Page Views: 8
Ln\:a(iun:(D E Minneapolis, Minnesola (United States) Last Activity: 13 Minutes Ago
== MInEapots, e
IPilderIIity:(D akattreh@edinamn.gov ) Refum Visitor - They were Esst on your Website on Oct 21, 2014 3t 8:31am Score: 50

Landing Page: © ﬁ www golfconvergence.com (Home Page)

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

LeadTicker®

©2015 Golf Convergence, Inc.




100

11,

12,

13

14,

15

16

7.

Visit Time IP Address/Tdentity [w ||

6202 14pm

5:13:35pm

5:09:57pm

34532 1pm

2:43.47pm

10:08:45am

913 2Z3am
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&:52:06am

8227 15am
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4533 3am
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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 Convergence, Inc.

Source: PGA PerformanceTrak

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 - 5125 [Your Faciity's Monthly Uaia |
. . Your CGM Comparative Data
Facility: Your Facility Name
Rounds Played Revenue
January YTD January YTD
2012 2011 Change (%) 2012 2011 Change (%) 2012 2011 Change (%) 2012 2011 Change (%)
Your Facility -496 (-3%) 15718 16,214 -496 (-3%) [ Your Facility $718,902 $715409 $3,493(0%) $718,902 $715409 $3,493 (0%)
Your Avg. 16,455 15241 1.214 (8%) 16455 15241 12148%) | e Avg. $713,764 $681,345 $32419(5%) $713.764 $681345 $32,419(5%)
Rank 100f18 T7of16 100of18 T7of16 Rank 7 of18 9 of 16 7of18 9of 16
20,000 —— 1,000,000
15,0pp -| S ’\ e 500,000
~ - £00,000 4
10,000
400,000 4
5,000 200,000
0 T . . T T : : . . : : : ; 0 -— - - : : : T - - r - ; ;
0141 0211 0311 04411 0511 06M1 O7M1 08M1 0SA1 1041 11111 1211 0112 01/M1 0211 03M1 0411 0511 06/1 O7M1 0BM1 0SHM1 1041 1111 1211 D112
RevPur (Revenue per Utilized Rounds) RevPATT (Revenue per Available Tee Time)
January YTD January YTD
2012 2011 Change (%) 2012 2011 Change (%) 2012 2011 Change (%) 2012 2011 Change (%)
Your Facility $44.12 $ 1.62 (4%) $4574 %4412 $ 1.61 (4%) Your Facility $3462 >5017(0%) $3479 $34.62 $ 0.17 (0%)
Your Avg. $4644 55297 §-653(-12%) $46.44 $5297 §-654(12%) Avg. S$3040 352919 $1.21 (4%) $3040 $29.79 5 0.61(2%)
Rank Gof18 Sof 16 Gof18 5of 16 Rank 5of18 50f 16 Sof18 50f 16

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

1211 0Mn2

©2015 Golf Convergence, Inc.




NATIONAL GOLF ROUNDS PLAYED REPORT

U.S. TOTAL
SEPTEMBER '14 YTD "14
-2.3% -1.7%
Mountain
ROUNDS +1.3% West North Central East North Central
JEMB -0 5 ROUNDS -4.4%
PRECIP -38%. s _;30 ROUNDS -5.1%
: TEMP -2.1° Mew England
Pacific PRECIP +20% PREGIP +67% g
ROUNDS +1.6% H?ghr\:gs ’;22'3%
TEMP +2.1° Bt
PRECIP -61%
l Mid Atlantic
ROUNDS -1.5%
£ TEMP +2.0°
- PRECIP -33%
= imp
= )
Hi ~ South Atlantic
o
ROUNDS -5.7%
TEMP +0.6°
PRECIP +54%
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 WTT's historical analysis of weather conditions for all South Central
US markets. Results may vary by region ROUNDS +0.6%
This report represents 3755 participating courses. TEMP -1.0°

reporting courses.

= 2.0% and higher |
between -1.9% and + 1.9% |
- 2.0% and lower

PRECIP -27%

=21 N

L
3

PGA PerformanceTrak in cooperation with NGCOA, the joint financial benchmarking initiative of the PGA of America and the National Golf Course Owners Association, supports
the MNational Rounds Played Report by supplying data included in this report.

&7
|;'?l'...l.
T v
MATIONAL GOLF FOUNDPATION

©2015 Golf Convergence, Inc.




June, 2014

Top Selling Golf Ball Models Unit Share / Avg. Price National On-Course Golf Balls
{per sleeve) Unit Share of Market By Brand
m Titleist Pro V1 $12.49 = Titleist
m Titleist Pro V1x $12.61 =
Pinnacle
m Pinnacle Gold $3.89
L . Nike
m Titleist Velocity $7.48
280K ® Callaw
16.6% mTitleist DT Solo $6.31 ay
m Titleist NXT Tour $8.72 B Bridgestone
m Titleist NXT Tour S $8.71 m TaylorMade
m Callaway Supersoft $5.50 = Srixon
mEBridgestone Golf e6 $7.35 ® Wilson
Nike Distance Soft $4.87
4.4%  4.3%
3.1%
2% g g0
1.2%

Top Selling Wood Models Units Share / Avg. Price National On-Course Top Selling Woods
mTaylorMade SLDR Driver $375.22 Unit Share of Market By Brand
w Titleist 913 D2/D3 Driver $315.12 B TaylorMade
mCallaway X2 Hot Fairway $193.44 m Callaway
® Ping

mCallaway X2 Hot Hybrid $176.82
mTitleist 913H Hybrid $202.97
mTaylorMade JetSpeed Driver $253.99

29.1%
Call X2 Hot Driver £253.25 coem
mCallaway er : 24.4% Nike
= Titleist 913F Fairway $220.06 = Tour Edge
mCallaway Big Bertha Driver $363.36 m Cleveland
7.9% = Ping G25 Hybrid $171.73 m Wilson
A4.7% 4.5% 4.3,

I 13.3% 12.5m
©2015 Golf Convergence, Inc.

w Titleist
m Adams

40% 3.9% 38% 3.39;

6.8%

4.9%
3.3%

16% 1.4% 1.3%

I

Golf Datatech MNational

3.2% 5 go




Course Maintenance as a
Percentage of Available Cash
National 31%

CLUB

BENCHMARKING

PARTICIPATION » KNOWLEDGE * SUCCESS
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CLUB

BENCHMARKING

Payroll as a Percentage of Operating Revenue
National 54%

PARTICIPATION » KNOWLEDGE * SUCCESS
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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.




Golf Convergence

= |Season Leneth —Weeks /Mont EL = To complete:

5 |Task Daily Monthly |Yearly Hours FerTask |Total Hours

4 |[Administration Fiecord Heepine 7 1 232.00 Enter the
% |Bunkers Fake 7| 20 4, 76000 Enter the
& |Cart Faths Cart Faths 7| 20 4, 760.00 Enter the
7 |[Clubhouse Clubhous e Grounds 7 5 1,190.00

& |Course Ck. Irrieation = 10 1,700.00 d

a |Course Irrication Kepairs 2 16 1,632.00

0 |Cours e Trimmine 5 16 2,720.00

11 |Course Owers eed/Topdress Areas El 5 510.00 Fiow 1 Completed az Example: Course is maintained 32 weeks per year
12 |Cours e Funeicides = 5 220.00 for 8 months in which record keeping occurs daily for 1 hour per day.

13 |Cours e Herbicides =] 512.00 Flease changs to fit your circumstances and then enter rest of data,

14 |Cours e Ins ecticides [ =] Z24.00 While it may seems tedious and not a valuable exercize, the end

15 |Cuttinge Greens 0.00 result iz priceless. It helps you ascertain the proper staffing levels

16 |Cuttine 20" Collar 0.00 and gives you an appreciation For all the tasks accomplished by the staff
17 |Cutting Tees 5 =] 1,260.00

15 | Cuttine Fairways 2 =] 125.00 Rlote that “daily, monthly, and yearly” represented the frequency

13 |Cuttinge First Cut 1 22 22.00 on which atask is performed. For example, if you verticut greens

20 |Cutting Fioushs 7| =] 1,904.00 twicee per month, you woul ter [in this example], & months times

21 |Cuttine Mative Areas 7 L .00 for a tokal of 16 oo of that task.

22 |Cuttinge Aprons i L ﬁ

2% |Cuttine Drivine Range = h‘ .

24 |Cuttine Wearticut Greens Bi-Weakly r__ .

25 |Equipment Cleanine “ .

26 |Equipment Maintenance Tr——— =

27 |Greens Fins

25 |Greens Eall Marks 0.00d

2a |Greens Topdress Green2X Month 2 =] S6.00

30 |Gresens Folling Greens 0.00

F1 |Greens Erus hinz Grzens g.00

32 |Maintenance Snil Testine 0.00

33 |Maintenance Aerification 0.00

34 |Maintenance Fertilization 0.00

35 |Fonds Fonds 0.00d

F6 |Shop Cleanine 0.00

37 |Shop Maintenance g.00

35 |Shop Gardens 0.00d

3

40

41 |Task Daily Mlonthly JAnnually Total Hours

az [Tees 3 Markers 0.00 | |

43 |Tees Ouerseed Teas 0.00

44 |Tees Topdress Tees 0.00

45 |Training Training 0.00

46 |Treeas Trees,/Ornamental g.00

47 |Total Man Hours Reguired 25,395.00
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Technology Facilities Customers

Weather Financial Operations
Impact Metrics

Uncontrollable Controllable




6

The brand is defined by the experience
up to 14 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
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Creating a Sustaining Brand

Pre-Purchase Purchase Post Purchase

— —

’/ .

Awareness Knowledge Consideration r 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
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Golf CONvergence  ...ccoi: - ensuring your vision becomes r

YOUR GOLF COURSE SCORE, AS A
PERCEMTAGE.
ASSEMBLY Deseribti Weighted
LINE EAsKRan Score

Reservations 2.00
Club Entrance 2.25
Bag Drop 2.00
Locker Room 1.00
Pro Shop 3.60
Carts 0.90
Range 2.52
Starter 0.00
Course 28.50
Bewerage Cart 1.00
Halfway House 2.40
Cart Return 0.55
Locker Room 1.26

Bar/Restaurant &.00
Description

[y

Wm |~ @O |0 0N

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 plavers names?

Did agent get all plavers names?

Was email address of group "captain” obtained
Where the fees discussed?

Where the amenities mentioned?

where directions to the course provided?
Wim Wweb site?
Was ability to book an home pagein 3 clicks?

|m| Registration | Secret Shopper | (&)

©2015 Golf Convergence, Inc.
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Golf Convergence

ASSEMBLY LIME Description

slope

strategists - ensuring your vision becomes reality

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

B

Raw Score

Course Type
|Municipa| . - |

Weighted Score

Step 2 Strategy 20% 30 ]
Step 3 Conditioning 20% 30 3
Step 4 Turf Texture 8% 10 0.8

Ambience

Amenities

Variance

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 vralks through a
canopy of nature with many alternatives on hovr
to play a hole. k is hard to describe but you knovr

a preat course when you play it

Description

114 -120

121-125

126-130

131-135

136 -140

141-145

Over 145
Description
ast majority of holes are straight, course is flaf, few trees, bunkers, dunes, water hazard
and options to play hole are well defined providing few options. No requirement to
position shots. Mo risk/reward options,

Afew dog legs with modest bunkering and trees, saome rolling terrain, green camplexes 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 golf holes provide a unique golf experience requiring thought to successfully
navigate riskreward

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

The putting greens are historic (Raynor, Ross, Tillinghast) where ball position on the green
becames a sighificant element of playing the course.

The par3-4 and S holes have varving length, i.e., par3s of 120, 150, 150, and 210 vards.
Course rnay have dual fairevays, bunkering that pinches the fairsay, streams crossing the
fairway and/or the green, narrow green openings, green side bunkers af varving depth and
heayily contoured putting surfaces.

Subtotal Green Fee Experience = 90.4
Demand Adjustment = 138%
Recommended Value Based Green Fee = $124.30
Course’ Current Green Fee Prime Time With Cart $120.00
>

$4.30

Ml Registration | Value | *®
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HAESLEY STYLE




Technology Facilities Customers

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







"V
Your Take — Aways

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
is easy. Create SKU that identifies third party times sold
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So, what does it all mean?




biD You [P
KNOW ?
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~OCUS

Action
Decision




What’s I mportant Now
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Thank you
For Learning About
/-Practical Steps to Increase the Investment Return
GOl COULS e

J. J. Keegan, Managing Principal
4215 Morningstar Drive
Castle Rock, CO 80108
t 303-283-8880
¢ 303-596-4015
jkeegan@golfeonvergence.com

-—
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