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 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, Kokanee Springs, MacDonald Island Park, Minneapolis Park 
Board, Talking Stick Resort, Trilogy

 Memberships:  CMAA –inactive (305 hours), NGF, GCSAA
 Speaker:   NGCOA – Canada, Clemson PGM, NGCOA, GCSAA, NRPA 
 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 200 countries, played 

1,600+ of the world’s 33,000 courses. 
 Education:  BBA – TCU, MBA – University of Michigan
 Licensing:  CPA, inactive
 Author:  “The Business of Golf:  What Are You Thinking?” (A Basic Primer) – 16  countries, 

3850+ copies sold, 15 Colleges and Universities 
 Author:   “The Business of Golf:  Why? How? What?” (Seasoned Professionals) –

Published December 2013
 Panelist:  Golf Magazine Top 100 Golf Courses in the World 
 Accomplishments



©Golf Convergence, 2014



2013, Golf Convergence, Inc.©Golf Convergence, 2014

Introduction Next Steps:  Boost $$$ in 2015

The Winning 
Playbook

Loyalty

Six Magic Numbers

Common Ground

Static Vs. Transaction

Barriers

Leveraging Weather

Goal Posts

Living Organism

Assembly Line
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The Business of Golf:
A Dissertation
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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 I & II and winning the Philadelphia 
Assistant Association's Southern Championship.
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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.
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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.
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Core:  Slope Rating 115 -124, <10 
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

80%
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Slope Rating

Maintenance 
Budget Experience Ability of Golfer

Ability to Collect 
Appropriate 
Green Fee

Pace of Play
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Green Fee Should Equal

.0001% of Maintenance Budget

Average Municipal Budget $450,000

Average Green Fee = $45
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Green Fee Should Equal

.00084% of Median Household Income

Average Median Household Income:  
$53,214

Average Green Fee:   $45.05
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Core:  Slope Rating 115 -124, <10 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

80%
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City of Brooklyn Park
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The Barriers
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•Nationally ‐ Supply Exceeds Demand.  Competitive Forces control 
the prices we can chargeSupply

•Rain, Snow, Sleet, Wind:  Unpredictable VariabilityWeather

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

Technology

•Lifestyle integration of home, work, commuting and a child 
centered focus on the wants, needs and desires have transferred 
to millennials seeking high intensity activities of short duration.

Time Crunched Culture

•Water, Electricity, Fertilizer, Labor, BenefitsExpenses

We Create Walls to Protect our Vulnerability
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Fact 1
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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.
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Fact 2



2013, Golf Convergence, Inc.©Golf Convergence, 2014

The business skills 
of the typical golf course 

employee
are below average

resulting from lack of training
and a poor attitude because a 

proven system heretofore hasn’t 
existed, thus, they are frustrated.
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Fact 3
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The politics of “government” 
contribute to and emasculate the 

ability of a golf course to be 
managed as a professional 

business. 
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Common Ground
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Introduction
Crossing the Chasm

Why?

How?

What?

The Golden Circle of Communication™
Simon Sinek
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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.  

People don’t buy WHAT you do; they buy WHY you do it.
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Source:  National Golf Foundation
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Source:  National Golf Foundation
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Future of Golf

Traditional

Athletic Competition

Amateur and 
Professional 

Championships

Preserve Elitism

Exclusive Clubs  
With High Initiation 

Fees and Dues

Casual

Shorter, Easier, 
Walkable, Good 

Equipment to Rent, 
Value Driven

Better Market 
Segmentation of 

Experience

Diversify Cultures, 
Music, Loosen 

Dress Standards

Golf Boys 2.0 Live
Feherty Live

80% - 60% 20% - 40%
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Start Finish

Investment Return Community Asset
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Advise or SuperviseThe Formula
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Start

1 2 4 5 6 7

GLMA

Weather
Impact

Technology

Financial
Metrics

Facilities Customers

Operations

Uncontrollable     Controllable                            
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Six Numbers Define the Potential of Your 
Golf Facility
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Mosaic

Income

Age & Ethnicity

Golfers Per 18

Price

Championship

Beginner and 
Recreational

Beginner and 
Recreational

Beginner and 
Recreational

Beginner & 
RecreationalOpen Park

The Critical Path
The Barriers to A Fiscally Sustainable 

Championship Golf Course

Yes

No

Median

Low

Median

Seniors & 
Young

Families

> Median

= < Median

> Income High

= < Median

You Might Have 
A Chance

Western Illinois,  Fernie, Charlotte, Columbus  

Bloomington, Crystal Mountain, Pine Meadow, San Antonio, Brooklyn Park, Oak Creek  
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Income

Low Median:  $53,500 High
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Age

Young Median:  37.6 Old
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Ethnicity

African American
Hispanic

Caucasian
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Wealthier Older Caucasian Greater Probability Golfer
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Great Probability Golfer  > Higher Disposable Income  > Higher Green Fees
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Higher Green Fees > Higher Slope > Higher Maintenance Budget > Better Experience
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Low Income:  $53,214 High

Young Median:  37.6 Old

African American/Hispanic Caucasian

Wealthier Older Caucasian Greater Probability Golfer

Great Probability Golfer  > Higher Disposable Income  > Higher Green Fees

Higher Green Fees > Higher Slope > Higher Maintenance Budget > Better Experience
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Golfers Per 18 Holes

Low High
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Golfers are Found in these 
Categories
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Crystal 
Mountain 
Resort, MI

Don 
Vellmer, 
FSU Oak Creek, Irvine, CA

Mussatto, 
Maccomb, 
IL

Pine 
Meadow, 
Mundelein, IL

Cedar Creek 
‐ San 
Antonio

Bobby Jones, 
City of 
Sarasota

10 Miles 10 Miles 5 Miles 10 Miles
15 

Miles 10 Miles 10 Miles 5 Miles 5 Miles

Top 4 Rating ‐17.00% ‐7.90% 40.30% 16.20% 13.10% ‐22.10% 37.60% 31.90% 4.50%
Sophisticated 
Singles ‐2.90% 1.00% 12.90% 7.00% 5.10% ‐2.60% 5.10% 3.20% ‐0.90%
Bourgeois 
Prosperity ‐6.50% ‐1.30% 13.50% 9.40% 7.30% ‐10.60% 21.50% 12.80% ‐2.00%

Career and Family ‐12.70% ‐3.90% 19.80% 5.10% 5.70% ‐9.50% 12.70% 21.30% ‐6.90%
Comfortable 
Retirement 5.10% ‐3.70% ‐5.90% ‐5.30% ‐5.00% 0.60% ‐1.70% ‐5.40% 14.30%
Routine Service 
Workers ‐14.90% ‐6.50% ‐6.00% ‐2.90% 2.00% ‐14.00% 0.10% 3.80% ‐8.30%
Hard Working 
Blue Collar ‐3.80% ‐5.40% ‐10.40% 1.30% 0.60% 0.40% ‐9.50% ‐9.10% ‐1.40%
Metropolitan 
Strugglers ‐16.20% 26.10% ‐9.70% ‐0.20% ‐1.00% 19.60% ‐13.50% ‐9.50% ‐4.00%
Low Income 
Elders ‐1.40% ‐1.80% 0.20% ‐0.30% ‐0.60% 1.50% ‐0.90% ‐3.00% 13.40%
Post Industrial 
Survivors 17.50% 1.20% ‐7.10% ‐6.90% ‐6.80% 3.60% ‐6.50% ‐6.70% 2.80%

Rural Inheritance 35.70% ‐5.80% ‐7.40% ‐7.40% ‐7.40% 10.80% ‐7.40% ‐7.40% ‐7.10%
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Management Course Name MilesIncome Age Hispanic Black Asian Slope Rating Golfers

Alamo Trail Cedar Creek  5 $76,890  31.3 41.50% 6.50% 6.50% 132 2,298

City of Brooklyn 
Park Edinburgh 10 $63,595  36.1 5.50% 12.40% 7.30% 141 4,129

City of Charlotte Renaissance 
Park 5 $47,870  34.1 22.70% 38.40% 3.50% 126 3,897

City of Charlotte Charles T. 
Myers 5 $49,410  34.1 17.10% 32.30% 4.20% 120 3,843

City of Columbus Champions  5 $41,655  32.9 5.70% 30.00% 4.20% 127 8,584

City of Columbus Turnberry 5 $53,937  34.5 4.50% 30.40% 2.10% 124 4,639

Crystal Mountain 
Resort Highlands  10 $41,800  45.9 2.10% 0.50% 0.10% 128 379

Irvine Company Oak Creek 5 $90,186  36 14.30% 1.90% 32.70% 133 3,848

Irvine Company Oak Creek 10 $80,752  35.6 36.60% 1.60% 15.90% 133 3,680

Irvine Company Oak Creek 15 $78,473  36.1 35.20% 1.60% 18.00% 133 3,801

Jemsek Family Pine Meadow 10 $87,833  40.1 13.70% 2.90% 9.20% 138 1,524

Western Illinois Harry Mussatto 10 $31,694  28.2 2.90% 6.20% 2.20% 133 742
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Low Income:  $53,500 High

Young Median:  37.6 Old

African American/Hispanic Caucasian

Low High

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

Great Hope – No Prayer

Golfers Per 18
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Bethpage State Park
Radial Trade Area, 5 miles

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% 44.20%

Hard Working Blue Collar 5,839 1.60% ‐9.30%

Metropolitan Strugglers 7,310 2.00% ‐14.80%

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% 0.00%
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Neshanic
Radial Trade  Area, 5 miles

Number Percent

Radial Trade Area, 5 miles

Number Percent 43.60%

Sophisticated Singles 4,193 6.80% 3.90%

Bourgeois Prosperity 10,600 17.30% 3.80%

Career and Family 32,670 53.20% 40.00%

Comfortable Retirement 1,800 2.90% ‐4.10%

Routine Service Workers 10,751 17.50% ‐0.50%

Hard Working Blue Collar 161 0.30% ‐10.60%

Metropolitan Strugglers 338 0.60% ‐16.20%

Low Income Elders 74 0.10% ‐3.00%

Post Industrial Survivors 833 1.40% ‐5.90%

Rural Inheritance 0 0.00% ‐7.40%

Total 61,420 100.00% 0.00%
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Sterling Farms
Radial Trade Area, 5 miles

Number Percent

Radial Trade Area, 5 miles

Number Percent 26.50%

Sophisticated Singles 13,628 7.50% 4.60%

Bourgeois Prosperity 84,829 46.80% 33.30%

Career and Family 12,879 7.10% ‐6.10%

Comfortable Retirement 2,998 1.70% ‐5.30%

Routine Service Workers 38,780 21.40% 3.40%

Hard Working Blue Collar 4,646 2.60% ‐8.30%

Metropolitan Strugglers 19,421 10.70% ‐6.10%

Low Income Elders 3,717 2.10% ‐1.00%

Post Industrial Survivors 349 0.20% ‐7.10%

Rural Inheritance 0 0.00% ‐7.40%

Total 181,247 100.00% 0.00%
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Management Income Age Hispanic Black Asian Slope 
Rating Golfers ‐ 5 Golfers ‐ 10

Neshanic 207 111 40 27 269 130 1,932 1,240
Sterling 
Creek 166 104 112 81 143 129 2,292 1,550

Need to Play Mediocre Hand Well
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Management Miles Income Age Hispanic Black Asian Slope 
Rating Golfers ‐ 5 Golfers ‐ 10

Bethpage 5 176 112 73 55 139 126 5,380 3,164

What About Bethpage:  The Winner
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Core:  Slope Rating 115 -124, <10 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

80%
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Start

1 2 4 5 6 7

GLMA

Weather
Impact

Technology

Financial
Metrics

Facilities Customers

Operations

Uncontrollable     Controllable                            
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Historical Weather Reporting & 
Leveraging Weather Forecasting is an 

Underutilized resource 
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Weather matters to ALL golf course operators

“How many days over 
the next 2 weeks will it 

rain?”

“When should I chose 
to run promotions?”

“Will it be too hot for 
people to golf?”it’s always on 

your mind!
“How many employees 
will I need to schedule?”

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

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

hot cold snow wet dry windy

“Will mother nature take 
care of my course 
watering needs?”

“How many golf playable 
days will I have in the next 

14 days?”



2013, Golf Convergence, Inc.©Golf Convergence, 2014



©Golf Convergence, 2014

Year-ahead Temperature Accuracy 86% MAE +/-1.1°F…more accurate than a DAY 5 forecast!

NATIONAL Year-Ahead WEEKLY Temperature Trends/Accuracy 88%
2013

Dates are weekending Saturday

BARS = year-over-
year temperature 

forecast
DOTTED LINE = 

Actual 
Verification

Copyright © 2014 Weather Trends International

2014

Q1 coldest and 
snowiest in 19 

years

Q2 coolest in 4 
years…wettest
in 25+ years!

Q3: Warmer than LY, 
Driest in 3 years

Q1 coldest in 18 
years, snowiest in 20 
years (mostly Feb)

Winter (Dec-
Feb) Coldest in 4 
years snowiest 

in 3 years

Q2 coldest in 5 
years, wet but 
drier than LY
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Volatile Weather = MAJOR BUSINESS RISK!         
The weather repeats from year-to-year less than 15% of the time!

2013 2012 2011

2010 2009 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.

Copyright © 2013 Weather Trends International
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2013 Accuracy:  Temperature

Copyright © 2014 Weather Trends International

Actual

WTI 
Forecast
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2013 Accuracy: Precipitation 

Copyright © 2014 Weather Trends International

Actual

WTI Forecast
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Course
Golf Playable Rounds

Departure From 
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 71
Legends Resort 640 -1,027
Los Angeles 2,016 86
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
San Diego 1,440 -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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2015 
Forecast
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2015 Year‐Ahead Forecast

Copyright © 2014 Weather Trends International
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2015 Year‐Ahead Forecast

Copyright © 2014 Weather Trends International
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Controllable
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Start

1 2 4 5 6 7

GLMA

Weather
Impact

Technology

Financial
Metrics

Facilities Customers

Operations

Uncontrollable     Controllable                            



2013, Golf Convergence, Inc.©Golf Convergence, 2014

Technology is underutilized by nearly 
all golf courses.  The web site design 
of 98% of all golf courses is poor; thus 

yield per round is not optimized.
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Numerous Channels to Book Revenue 

Loyalty 
Programs

Individuals Web Site

Third Party 
Booking/
Resellers

Mobile, 
Email, Text,

SEO

Call 
Centers

Staff:
Telephone

Goal:
Yield Management

Groups

Who

Who

How

How

How

How

How

Why
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Biz is Tough
Website Database

Facebook or
Google Circles Twitter

You Tube
Linked In
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Source:  Dan Zarrella, Social Media Scientist, Hubspot, “The Science of Email Marketing”
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Source:  Dan Zarrella, Social Media Scientist, Hubspot, “The Science of Email Marketing
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Start

1 2 4 5 6 7

GLMA

Weather
Impact

Technology

Financial
Metrics

Facilities Customers

Operations

Uncontrollable     Controllable                            
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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
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Platinum
Top 10%

Gold
Top 25%

Silver
Median

Steel  ‐ Bottom 
25%

MUNICIPALITIES

Rounds Played 50,000 40,000 30,000 22,865

Full Time Employees > 20 >11 > 6 > 5

Total Revenues $1,860,000 $1,450,000 $822,000 512,500

EBITDA 1,000,000 $572,541 $142,406 58,000

ALL GOLF COURSES

Rounds Played 40,000 30,400 22,000 15,000

Full Time Employees 58 30 14 6

Total Revenues $4,500,000 $2,500,000 $1,375,000 $800,000

EBITDA $1,295,777 $613,419 $205,435 $73,000

Financial Performance
Municipal Golf Courses vs. Daily Fee

Source:  PGA PerformanceTrak
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Course Maintenance as a 
Percentage of Available Cash

National  31%

32%

36% 30%

32%
30%

Northeast

Midwest

SoutheastSouthwest

West
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Payroll as a Percentage of Operating Revenue
National  54%

53%

55% 54%

53%
54%

Northeast

Midwest

SoutheastSouthwest

West
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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. 
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The brand is defined by the experience 
along the 13 customer touch points in 

the “assembly line of golf”
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The Assembly Line of Golf
Touch Point Municipal Daily Fee Military Resort Private Club

Reservations

Club Entrance

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 9 11 9 12 14
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Chapter 14
Game Time

Does Value = Experience – Price?

AdvocacyLoyaltySatisfactionSelectionConsiderationKnowledgeAwareness

Creating a Sustaining Brand

Pre‐Purchase Purchase Post Purchase

 Word of Mouth
 Email Communication
 Corporate Web Site
 Social Media

 Condition 
 Course Layout
 Price
 Brand Image

 Customer Experience
 Compliant Resolution
 Customer Surveys
 Staff Interaction

Drivers The Influence Customer Loyalty
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Frequency does not equal loyalty and 
“firing” your worst customers is a good 

thing
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The Question That Measures Loyalty

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.")

The Calculation (Fred Reichheld)

10 + 9 – 6 ‐5‐ 4‐ 3‐ 2‐ 1‐ 0
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Does the Process Work
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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 
is easy. Create SKU that identifies third party times sold
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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 I 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
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"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."

Does the Process Work?
Participant Response 

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

I even had Chris and Jim MacInnes 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!!

Does the Process Work?
Participant Response 

Brad Dean | Director of Golf
p: 231.378.2000 x4001
f:  231.378.4757
e: braddean@crystalmountain.com

Crystal Mountain
12500 Crystal Mountain Drive
Thompsonville, MI  49683‐9742
www.crystalmountain.com
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Common Ground
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Solution 1:  Self ‐ $199.95 “Why50”
www.golfconvergence.com

Basic Primer

Seasoned Professionals



2013, Golf Convergence, Inc.©Golf Convergence, 2014

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
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RFP
$30,000 for 1 courses
$75,000 for 5 courses

National Golf Foundation
Global Golf Advisors

Golf Convergence
Sirius Consulting
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Advise or SuperviseFAD
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F
A
D
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Focus
A
D



2013, Golf Convergence, Inc.©Golf Convergence, 2014

Focus
Action
D
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Focus
Action
Decision
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Start Finish

12

You Win

What’s Important Now
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https://www.canandwill.co.uk/
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https://www.canandwill.co.uk/

https://www.canandwill.co.uk/
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Start Finish
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Thank you
For Sharing in the Results from the Clemson Ph.D. Study

To create a 
Winning Playbook for Golf

J. J. Keegan, Managing Principal
4215 Morningstar Drive
Castle Rock, CO  80108

t 303‐283‐8880
c 303‐596‐4015

jkeegan@golfconvergence.com

Rick Lucas, PGA, MBA, 
Director, PGA Golf Management
Parks, Recreation & Tourism Management
Clemson University
128 McGinty Court
864‐656‐0112
rlucas@clemson.edu


