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Introduction The Conclusion

If I Were You…

Why – Why Not? 

The Common Goals Survey

Guest Speaker:  
Ricky from Kellam

Guest Guest
Miklos Breitner:   Hungary



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

The Beginning of the Journey
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He who rejects 
change is the 
architect of decay. 

Harold Wilson
7 15 1979
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Growth is the only evidence of life. 
~John Henry Newman
Apologia pro vita sua, 1864
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To dare is to lose one’s footing momentarily. To not dare is to lose oneself
. ~Søren Kierkegaard

• Rebuilt PC
• Read How the World See You (Hogshead) and incorporated throughout public 

messages.  Also read Fascinate by Hogshead.
• Evaluating Adobe Connect versus Gotowebinar.
• Rebuilt our entire web site (90% completed) and email templates (3)
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To dare is to lose one’s footing momentarily. To not dare is to lose oneself
. ~Søren Kierkegaard

• Rebuilt PC
• Read How the World See You (Hogshead) and incorporated throughout public 

messages.  Also read Fascinate by Hogshead.
• Evaluating Adobe Connect versus Gotowebinar.
• Rebuilt our entire web site (90% completed) and email templates (3)
• Selected and implemented Visitat over Leadlander
• Upgrade bandwidth from 25/5 to 50/10 (speedtest.Comcast.net)
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To dare is to lose one’s footing momentarily. To not dare is to lose oneself
. ~Søren Kierkegaard

• Rebuilt PC
• Read How the World See You (Hogshead) and incorporated 

throughout public messages.  Also read Fascinate by Hogshead.
• Evaluating Adobe Connect versus Gotowebinar.
• Rebuilt our entire web site (90% completed) and email templates (3)
• Selected and implemented Visitat over Leadlander
• Upgrade bandwidth of upload/download from 25/5 to 50/10
• 9 Webinars
• Two speaking engagements (New York & Charlotte)
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To dare is to lose one’s footing momentarily. To not dare is to lose oneself
. ~Søren Kierkegaard

• Rebuilt PC
• Read How the World See You (Hogshead) and incorporated throughout 

public messages.  Also read Fascinate by Hogshead.
• Evaluating Adobe Connect versus Gotowebinar.
• Rebuilt our entire web site (90% completed) and email templates (3)
• Selected and implemented Visitat over Leadlander
• Upgrade bandwidth of upload/download from 25/5 to 50/10
• 9 Webinars
• Two speaking engagements (New York & Charlotte)
• New microphone and keyboard
• Stop drinking SVL and lost 9.62 pounds (off the 24.3 desired - )
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Doctoral 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.



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

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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Methods

Pre test (survey) Instrument will be used to 
determine beginning knowledge of each golf 
facility manager

Post test (survey) Instrument to determine 
knowledge change 
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Why
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Why did you do this?

How are you going to benefit?

What did you learn?  
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Introduction
Crossing the Chasm

Why?

How?

What?

The Golden Circle of Communication™
Simon Sinek
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Common Elements

• Develop  “Why” Statements regarding entertainment value

• Segment Database, through installation of proper technology platform, to 
create loyalty

• Implement Dynamic Pricing
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Distinctive Elements
Alamo City

Branding:  
Brackenridge, 
Rollercoaster, The
Battlefield,
The Pit, Riverwalk or 
Lazy River, Spurs 
Corral  

Simplify Pricing

Raise Rates (few 
comparable priced 
alternatives exist) 
with small bump in 
amenities (token for 
range balls). 
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Distinctive Elements
Alamo City Fort Worth

Branding:  
Brackenridge, 
Rollercoaster, The
Battlefield,
The Pit, Riverwalk or 
Lazy River, Spurs 
Corral

Close Sycamore Creek

Simplify Pricing Establish high‐end
daily championship 
course:  “The Frog 
Pond” designed by 
Kite/Leonard/Mahan/
Wadkins/

Raise Rates (few 
comparable priced 
alternatives exist) 
with small bump in 
amenities (token for 
range balls). 

Leverage survey data
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Distinctive Elements
Alamo City Fort Worth Virginia Beach

Branding:  
Brackenridge, 
Rollercoaster, The
Battlefield,
The Pit, Riverwalk or 
Lazy River, Spurs 
Corral

Close Sycamore Creek Curtis Strange/Vinny
Giles:  capital 
campaign to renovate 
Bow Creek by raising 
green fees per course 
put into capital 
development with 
published master 
plan

Simplify Pricing Establish high‐end
daily championship 
course:  “The Frog 
Pond” designed by 
Kite/Leonard/Mahan/
Wadkins/

Implement loyalty 
program

Raise Rates (few 
comparable priced 
alternatives exist) 
with small bump in 
amenities (token for 
range balls). 

Leverage survey data Raise Rates
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Distinctive Elements
Alamo City Fort Worth Virginia Beach Golf Club at Trilogy

Branding:  
Brackenridge, 
Rollercoaster, The
Battlefield,
The Pit, Riverwalk or 
Lazy River, Spurs 
Corral

Close Sycamore Creek Curtis Strange/Vinny
Giles:  capital 
campaign to renovate 
Bow Creek by raising 
green fees per course 
put into capital 
development with 
published master 
plan

CCN&R

Simplify Pricing Establish high‐end
daily championship 
course:  “The Frog 
Pond” designed by 
Kite/Leonard/Mahan/
Wadkins/

Implement loyalty 
program

Mission Statement 
promoted

Raise Rates (few 
comparable priced 
alternatives exist) 
with small bump in 
amenities (token for 
range balls). 

Leverage survey data Raise Rates Marketing: What is 
20 miles – to play the 
best?
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Distinctive Elements
Alamo City Fort Worth Virginia Beach Golf Club at Trilogy North Star

Branding:  
Brackenridge, 
Rollercoaster, The
Battlefield,
The Pit, Riverwalk or 
Lazy River, Spurs 
Corral 

Close Sycamore Creek Curtis Strange/Vinny
Giles:  capital 
campaign to renovate 
Bow Creek by raising 
green fees per course 
put into capital 
development with 
published master 
plan

CCN&R Feature “Frontier
Adventure” ‐
permafrost, wildlife, 
the rugged west, 
Alaska outdoors – the 
edge of where no 
person has gone to 
play golf

Simplify Pricing Establish high‐end
daily championship 
course:  “The Frog 
Pond” designed by 
Kite/Leonard/Mahan/
Wadkins/

Implement loyalty 
program

Mission Statement 
promoted

Web Site overhaul 
with social media 
adoption to 
automate marketing 
process

Raise Rates (few 
comparable priced 
alternatives exist) 
with small bump in 
amenities (token for 
range balls). 

Leverage survey data Raise Rates Marketing: What is 
20 miles – to play the 
best?

Raise season passes, 
lower daily 18 hole 
rate $2
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The Golf Convergence WIN™ 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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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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A	Strategic	Plan

Strategic
Vision

Tactical (Functional) 

Operational (Execution) 

Why

How

What
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A municipal or daily fee course:
Option 1: “We deliver a convenient and affordable recreational experience
for those who play just for fun.” 

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.”

Option 2: “We are here to provide a cauldron to allow you to learn
how good you are at the game of golf and how you much you appreciate the traditions
of the game.” 

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.
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Resort:

Option 1: “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 your life.

Option 2: “Every day we provide the opportunity to form new 
friendships,
strengthen old friendships, and add to family bonds.” 

The subtle message is that this is a comfortable, friendly environment 
that encourages social interaction.



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

Golf Convergence:  Why

“Our passion and purpose is to think differently, to change the status quo 
regarding the business of golf. 

Every day we strive to improve the profitability of our clients’ golf 
courses.”
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Golf Convergence:  How

“Precise execution of 21 templates representing 
a system of heuristics (rules of thumb) 

on how to create value for a golfer”
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Golf Convergence:  What

“Create astute insights that achieve awesome results” 
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The Good
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Start

1 2 4 5 6 7

GLMA

Weather
Impact

Technology

Financial
Metrics

Facilities Customers

Operations

Uncontrollable     Controllable                            

Andrew Requested
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Pre 1990  
Golf Course 

operations are 
profitable

1991 – 1998  
New golf courses 
added to local 
area, creating 
oversupply.  

1999 – 2003  
Courses begin to 
lose money, 
general fund 

reserves  tapped.  

2004 – 2009
General reserves 
now depleted, 

requiring subsidy 
from the City.  

2010 ‐ 2014
Deferred capital 
expenditures, 
now nearing 

more than $2.5 
million per facility 
become critical. 

The Timeline of Decay
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Municipal courses intentionally underprice

Have the pleasure of responsibility without accountable for showing a profit

Don’t recognize or fund depreciation

Immune from invisible hand of capitalism.

Myths
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Profit Motivation Not as Intense

Better Insulated from Downturns

Located in Population Centers

Capital Easier to Access

Land is Free

No Property Taxes

Fees for water, sewer, electric and gas can be lower

Zoning Changes may be more easily obtained

Employees attracted with lucrative fringe benefits:  health, life, annual merit and cost 
of living increases, retirement compensation

Municipal Advantages
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Payroll cost structure higher
Labor issues:  ability to hire and dismiss

Presence of labor unions

Rate adjustments can take at least 45 days

Inflexibility of rates

Politics

Golfers demand low‐priced season passes, improved conditions and better pricing.

Course is expected to provide a wide range of services that are not profitable

Procurement is cumbersome

All financial information in public domain

Municipal Disadvantages
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$175,000
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Risk

Capital 
Investment

Profits

Self Manage Management Lease

Full Risk Full Risk No Risk

Full Capital Full Capital No Capital

Full Profits Full Profits less a 
management fee

No Profits other 
than “rent”

Matrix of Decisions
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 Self:  Exclusively employees of Municipality ‐Milwaukee, Monmouth and Morris 
County.

 Self:  Exclusively employees of the Municipality except for food and beverage –
City of Los Angeles

 Self:  Employees of Municipality for Administration and Pro Shop, with 
maintenance contracted ‐ Anaheim, Modesto, Ocala.

 Externally ‐ Course managed by different concessionaires via a lease or 
management agreement – Indianapolis, Virginia Beach.

 Externally ‐ All courses are managed by a single concessionaire via a lease or 
management agreement:  Chicago, Forest Preserve District of Cook Country, New 
York, Prince William County. 

Examples of the Diverse Options
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Pros and Cons
Pros Cons
Professional management skills are more 
diverse and better refined.

Contract compliance.  Requires retention of 
contract administrator

Proven systems, policies and procedures can 
be implemented faster, particularly in the 
areas of technology, marketing, and staffing.

Financial stability.  The ability of a third 
party to meet its contract obligations are 
predicated on having a firm financial 
position and the willingness to provide a 
superior product.  Third‐party management 
companies have often been categorized as 
“sucking the paint off the walls.”

Efficient labor structure in number of 
personnel used and wages paid.

Course Access.  Tournaments and more 
dynamic pricing.

Flexibility in contract negotiation and 
timeliness and cost efficiency of completing 
capital improvements.
Stakeholders aligned more easily  between 
City Council, City Management, Course Staff, 
Golfers, and Taxpayers.
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Start

1 2 4 5 6 7

GLMA

Weather
Impact

Technology

Financial
Metrics

Facilities Customers

Operations

Uncontrollable     Controllable                            

Melinda Requested
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Source:  National Golf Foundation
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Source:  National Golf Foundation
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Start

1 2 4 5 6 7

GLMA

Weather
Impact

Technology

Financial
Metrics

Facilities Customers

Operations

Uncontrollable     Controllable                            

Andrew & Nancy Requested
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What Is Required to Find
A Solution?

It is Tee Time Bandits It is the Economy It is the Weather
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Profits Are 
Down.  

Market Is 
Oversupplied

Only 52% of 
my tee times 

are being 
used

Can’t afford 
to market

Market for 
me giving 
me access 

to 
technology, 

your 
customer 
databaseCan’t afford 

pay  to you

Will give you 
some tee 
times that 

you will have 
to sell 

yourself to 
get paid

Times are 
restricted to 
by number 
and time of 

day

You are 
killing me 

making me 
lower my 

price

Barter is 
bad, my 
financial 

fortunes are 
worse, you 
are making 

me lose 
money

The Owner’s Self Inflicted 
Cycle of Death and Despair
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Logic and Reason Emotion and Hysteria



©Golf Convergence, 2014

What Is Required to Find
A Solution?

Golf Course Owners
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Capitalism Creates
Capitalism Destroys
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Capitalism
An economic system characterized by 

private or corporate ownership of capital
goods, by investments that are determined 

by private decision, and by prices, 
production, and the distribution of goods that 

are determined mainly by competition in a 
free market 
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Of the Top 100 Companies in the United States In 1930

Only 7 Still Were in Business in Any Shape or Form in 1980
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Company Year Founded Years in Business

Amazon 1994 20

Apple 1976 38

Best Buy 1966 48

Costco 1976 38

Ebay 1994 20

Golf Channel – Latin America 2006 8

Golf Channel ‐ US 1995 19

Google 1998 16

Intel 1968 46

Microsoft 1975 39

Starbucks 1971 43

Walmart 1962 52
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The Golf Industry 
Has Many Conflicts of Interest
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What Is Required to Find
A Solution?

Association Role Date Assets Fund Balance Revenue Expenses

PGA Tour Entertain 2010 1,558,426,506 663,561,519 897,204,399 870,721,883

PGA of America Educate, Entertain 2011 304,306,444 274,487,301 93,458,805 78,643,768

USGA Define the game, 
Entertain

2011 300,810,069 237,215,705 155,074,841 121,780,178

World Golf 
Foundation

Support industry 
initiatives

2010 46,764,472 ‐884,172 31,683,418 30,958,506

LPGA Entertain 2010 39,453,603 7,332,367 73,688,161 72,367,546

Royal Canadian 
Golf Association

Define the game, 
Entertain

2011 34,588,584 29,380,433 31,383,010 32,976,943

Golf Course 
Superintendents

Manufacture, 
Educate 
Agronomists

2011 18,587,499 11,011,744 12,267,555 12,518,034

National 
Recreation and 
Park Association

Educate  2011 11,397,871 5,092,051 11,620,730 12,961,677

National Golf 
Foundation

Research 2010 4,498,501 4,056,962 1,698,917 1,430,965

Scottish Golf 
Union

Entertain, Educate 2012 4,069,752 2,294,978 4,069,752 4,169,269

NGCOA Educate Owners 2010 3,436,189 2,008,510 1,578,296 1,796,740

CMAA Educate Private 
Club Managers

2011 3,340,508 ‐1,316,889 8,338,207 8,370,827
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As of August 2013, 
Golf Channel is available to approximately 

82,089,000 pay television households 
(71.88% of households with television)

in the United States
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Third Party Firms Course Revenue/Course Total Revenue
Golfnow.com 5,000 30,000 150,000,000
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Golfnow is customer focused

Other Vendors are Course Focused
(Golf Pipeline, Golfswitch, Open Tee, Play 18)  

or Corporate Focused
(EZLinks, Golf18Network)



©Golf Convergence, 2014

=



©Golf Convergence, 2014

>



©Golf Convergence, 2014

>

+



©Golf Convergence, 2014



©Golf Convergence, 2014



©Golf Convergence, 2014



©Golf Convergence, 2014



©Golf Convergence, 2014



©Golf Convergence, 2014



©Golf Convergence, 2014



©Golf Convergence, 2014



©Golf Convergence, 2014



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

Differences

 Software Offered:  POS, TTRS, Web Sites

 Forms of Payment Accepted:  Cash, Commission, Barter, % 
of Credit Cards

 TTRS & POS Interfaces

 Marketing Presence

 Email Databases

 Lengths of Contracts
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How Golfnow Could Checkmate the Industry:
In 7 Steps

1. Agree with golf course as to value of services to be provided

2. Provide payment alternatives:  cash, barter or commission based model

3. If barter selected, agree on floor on which tee times will be sold

4. Send monthly statement of Bartered Times sold vs. Contract Rate

5. Provide course 4th quarter alternative of cash or additional times or lower the floor.

6. Build database repository of financial statistics on 5,000 golf courses.

7. Advise golf course on how to more profitability operate their facility via consulting
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Calculating the Impact of Barter

Number of Courses Participating in Barter 5,000
Estimated Annual Revenue Per Course from 
Bartered Tee Times Sold $30,000

Gross Revenue from Barter 150,000,000

National Golf Industry Green Fee Revenue 25,000,000,000

Revenue Paid to Third Parties? 0.60%
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Barter is Not the Issue - The Issue if Value
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Fire the Vendor
 Selling less than 7 of your tee times 

for every bartered time.
 Selling bartered time for less than 

25% of the rack rate.
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Ideal Data Flow
Web 
Registration

Name
Email
Zip Code
Credit Card

Master Customer 
Database

Unique ID
Contact Information

Purchase History

Analysis
Broadcast 
Email

POS
Tee Sheet

Unique ID
Name
Player Type
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Full Use

Enhanced Use

Operationally Comfortable

Operational

Time

Productivity

Season 1 Season 2

The Adoption Rate of Technology
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1 Niche Strength – 1 Strength – 2 Strength ‐ 3

Active Network Municipal & Daily Fee Public Company Integrated system for 
Parks and Recreation

Interactive Voice, Yield 
management & Query 
tools with open 
database.  

Chelsea 
Information 
Systems

Municipal, Residential 
Communities

Web Based/leased system Lottery and First 
Come/First Served 
Format

Support IVR phone 
system via VOIP 

Club Prophet Municipal & Daily Fee Monthly fee – no contract 
& multi site locations

Reporting system Custom development 
focus

Crescent Systems Daily Fee and Private  
Clubs

Private club market in 
Southeast USA

Web search and 
marketing presence

Horizontal 
diversification

EZ Links Municipal & Daily Fee Call center with dynamic 
yield management through 
multiple distribution points.

Client list Offer Barter

Fore! Reservation Single course municipal 
and daily fee

Value based Core functionality Installed customer base 
> 2,000

IBS  Daily Fee and Private 
Club

Breadth of product line for 
private & city clubs  

Support call center Historical brand 
reputation

Jonas Club 
Management

Private Dominate private clubs Corporate resources Management team 

US eDirect Municipal Large municipal clients, i.e.,   
City of Los Angeles, etc. 

Integrated system for 
Parks and Recreation

Offers IVR component

Vermont System Municipal  &Military 
Golf Course

Very stable,  well run 
company with 1,100 clients

Integrated system for 
Parks and Recreation

Handle all branches of 
military currently
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The Key Reports
Customer Analysis

Customer Distribution: stratifies golfers into 10 segments by number and spending
Customer Demographics:  age, income, and ethnicity of your customers
Customer Retention:  core, new and lost customers 
Customer Spending by Class:  SKU generates highest yield per transaction
Customer Spending by Individual:   the best customers by frequency and spending 
Zip Code Analysis:  residential and business location of customers

Facility Analysis
Merchandise Sales by Vendor: rank vendors orders by inventory, sales and turnover
Reservations by Booking Method:  customer reservation preferences, .i.e., phone, internet, etc. 
Reservations by Day of Week:  highlights demand by day to facilitate proper pricing.
Revenue Benchmarks:   benchmarks (green fees, carts, etc.) to compare to competitive norms.
Revenue Per Available Tee Time:  established net rate per round by time slot
Revenue by Department:  focuses on revenue centers 
Rounds per Revenue Margins:  customer frequency versus yield per customer
Course Utilization:  demand vs. supply by time slot
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Customer Retention:  Defectors
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Customer Revenue Distribution Report
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Gross Revenue By Department
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Utilization Report
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Start

1 2 4 5 6 7

GLMA

Weather
Impact

Technology

Financial
Metrics

Facilities Customers

Operations

Uncontrollable     Controllable                            

Melinda Asked
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Prime Pass  Purchase by dates: Regular
Daily 
Fees: 

Rounds 
to come 
out 
even:

150 
Playable

No restrictions during available 
times  11/30/2014 1/31/2015 4/30/2015Season 9 holes 18 holes 9 holes 18 holes

1 out of 
… days

not available for children under 12
Junior 13‐ 20 $225 $250 $275 $300 $12 $20 25 15 10
"Young" Adult 21 – 29 $425 $450 $475 $500 $22 $32 23 16 10
Senior >65 $425 $450 $475 $500 $24 $35 21 14 11
Active Military $425 $450 $475 $500 $24 $35 21 14 11
Individual 30 ‐ 65 $500 $525 $550 $575 $24 $35 24 16 9
Couple (30 ‐ 65) $925 $950 $975 $1,000 NA NA
New option:

Weekdays & after 3PM Sat, Sun & 
Holidays 

Purchase by 
dates: Regular

Daily 
Fees: 

Rounds 
to come 
out 
even:

11/30/2014 1/31/2015 4/30/2015Season 9 holes 18 holes 9 holes 18 holes
Child 6 ‐ 12 with paid adult $20 $40 $60 $75 $5 $10 15 8 20
Junior 13‐ 20 $175 $200 $225 $250 $12 $20 21 13 12
"Young" Adult 21 – 29  $380 $400 $425 $450 $22 $32 20 14 11
Senior >65 $380 $400 $425 $450 $24 $35 19 13 12
Active Military $380 $400 $425 $450 $24 $35 19 13 12
Individual 30 ‐ 65 $425 $450 $475 $500 $24 $35 21 14 11
Couple (30 ‐ 65) $825 $850 $875 $900 NA NA

To Reflect On:
Rates:   74
Discount: 36% Interest
Break Point:  50% Average 
Played
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Mike Requested
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The Future
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Path to Success – Golf Course Managers

1) Promoting the health benefits of the sport as physical 
exercise.

2) Shortening golf courses.

3) Ensuring rounds are played in 4 hours or less.

4) Through the course setup, warranting that golf courses play 
easier.
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Path to Success 

5) Increasing the emphasis on service that is extremely cordial 
and accommodating.

6) Simplifying golf operations and the amenities provided.

7) Introducing alternative scoring formats, such as Stableford, as 
the primary way to keep score, and educate golfers as to the 
estimated stroke equivalents. 

8) Enhancing the customer experience through technology and 
simplifying the management of courses through an alert system 
of guidance.
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Path to Success

9) Leveraging the clubhouse to provide alternative functionality 
focused beyond golf and more comparable to a sports bar or 
dining club.

10) Segmentation of the functionality of the golf course, 
emphasizing the game in the morning and entertainment in the 
afternoon and evening.

11) Ensuring signage conveys a positive message.

12) Adapting dress standards and associated behaviors to the 
cultural changes in our society.
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Path to Success

13) At private clubs, replacing high­equity initiation fees with 
lower non­refundable deposits, initiation fees, and monthly 
membership fees based on market pricing.

14) Joining the GCSAA and the NGCOA.

15) Television announcers balancing their commentary between 
the difficulty of the game and the enjoyment the public derives 
from it. Make it a sport beginners would like to try rather than 
one only professionals attempt to master.
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Path to Success:  Media

16) The USGA bifurcating its advertising message to emphasize 
both the casual and traditional aspects of the game.

17) Recruiting new players to the game by emphasizing youth, 
women, and minorities, and motivating former players to return 
with greater urgency (as with Golf 2.0, Golf Ready, Tee It Forward, 
Family Golf Monthly, and Play Golf America). 

18) The USGA Executive Committee might be proportionally 
balanced representative to the population America by gender, 
ethnicity, and private versus public golfers.

19) The LPGA, at a minimum, should license the PGA Education
curriculum, or even more aggressively merge with the PGA to 
vastly improve the experience of women professionals in the 
business of golf
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Path to Success:  Media

20) Facilitating the use of better equipment through rentals, as 
the ski industry does.

21) Connecting the manufacturer to the golfer more directly via 
social media would open the lines of communication. Ensuring 
that a golfer can easily select for themselves the proper 
equipment through clearer product descriptions would be 
awesome.
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The Business of Golf
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Start Finish

12

You Win

What’s Important Now
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http://www.golf.com/photos/golfs-most-controversial-comments/ted-
bishop?xid=forecast102714_wip1#380613
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http://www.golf.com/tour-and-news/ted-bishop-tom-watson-and-tim-finchem-tour-
confidential?xid=forecast102714_headlinehttp://www.golf.com/tour-and-news/ted-
bishop-tom-watson-and-tim-finchem-tour-confidential?xid=forecast102714_headline
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http://www.golf.com/tour-and-news/ted-bishop-tom-watson-and-tim-finchem-tour-
confidential?xid=forecast102714_headlinehttp://www.golf.com/tour-and-news/ted-
bishop-tom-watson-and-tim-finchem-tour-confidential?xid=forecast102714_headline
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http://golfweek.com/news/2014/oct/28/ted-bishop-pga-america-response-social-
media/
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Tying Up Loose Ends
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GC Deliverable
Alamo City 
Trail

City of Fort 
Worth

City of Virginia 
Beach

Golf Club at 
Trilogy

North Star Golf 
Course

1 GLMA Vision Exercise
Tactician Reports
NGF Golf Support Report
NGF Gold Demand Report
GLMA Analysis
MOSAIC Analysis

2
Weather  Playable 
Days 10 Year Playable Days Report

11 Month Weather Forecast Login
Weather Playable Days Calculation

3 Technology Integration Checkpoint Templates

4
Financial 
Benchmarking Cash Flow Florecast

Green Fee Calculator ‐ Complex
Green Fee Calculator ‐ Simple
Green Fee Fee ‐ Yield 
Management
Season Pass ‐ Fair Fee
Season Pass Analysis

5
Agronomy & 
Maintenance Deferred Capital Expenditures

Equipment Templates
Labor Analysis

6 Operations Secret Shopper Templates
Green Fee ‐ Value Equation

7 Golfers Habits and Loyalty Survey
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MY
Templates by November 15, 2014

Post Survey:  R Lucas

Record and Distribute Fall Webinar

Fall Webinar Series Survey
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YOUR
Comments and Observations:  What Can We Do Better? 

$1,500 commission:  20% referral fee for Winter series
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Start Finish
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Thank you
For Participating in the Fall Webinar Series

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

t 303‐283‐8880
c 303‐596‐4015

jkeegan@golfconvergence.com


