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Session 280
The Winning Playbook
For Golf Courses

September 16, 2015




J.J. KEEGAN: MY PASSION &
CREATE VALUE FOR GOLFERS
ON A FOUNDATION THAT OPTIMIZES THE FINANCIAL PERFORMANCE OF A GOLF COURSE.

¢ Golf Strategist — 11 years including 7 months as GM operating golf course for client.

. Recent Client Engagements: Cities of Arlington, Litchfield, Louisville, Cog Hill Golf and Country Club, Kokanee
Springs, MacDonald Island Park, Minneapolis Park Board, Play Golf Calgary, Round Rock, Talking Stick Resort

. Webinar Series: 15 golf course management teams operating 51 golf courses through a strategic planning process
including: Bloomington, Charlotte, Cedar Rapids, Columbus, Fort Worth, San Antonio, Virginia Beach, participated.

CEO - Fairway Systems: Golf Management Software — 16 years (450 golf courses, 7 countries)

Memberships: NGF, GCSAA

Speaker: NGCOA — Canada, Golf Course Superintendents Association, NRPA, Golf Course Builders, PGA Sections
Webinar Host: Clemson University, Keiser College, Holland College, Golf Academy, Professional Golfers Career College
Golf Magazine Panelist: Visited 4,000+ golf courses in 46 of the 203 countries, played 1,600+ of the world’s 34,011 courses
Education: BBA — TCU, MBA — University of Michigan

Licensing: CPA

® & & & o o oo o

Author: 4700 copies sold, 16 countries, 15 Universities

“The Business of Golf: What Are You Thinking?” (A Basic Primer)
“The Business of Golf: Why? How? What?” (Seasoned Professionals)

© 2015, JJ Keegan+
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The Business

The Business of Golf
What Are You Thinking?

SECOND EDITION

Golf Convergence

How to Maximize
The Financial Return of a Golf Course

James J. Keegan

2012

of Golf - Series

The Business of Golf
Why? Haw? What?
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The Business of Golf
What Are You Thinking?

Golf Convergence

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

Written for Golfers, Professional Golf Management
Students and Golf Industry Personnel

James J, Keegan




Our Goal Today
Is to Help You Understand
“The Business of Golf”

DID YOU
KNOW
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Here Is What We Are Going To Achieve Today:

Know Your Assembling EX(S:%IIive Confirming Charting
Philosophy Personal the Right TR the Path to Your Future

Strengths Team System Success for 2016
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Here Is What We Are Going To Achieve Today:

Know Your Assembling Execi:(l)JIIive Confirming Charting
Philosophy Personal the Right Management the Path to Your Future

Strengths Team System Success for 2016
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+ Debt
+ Future Capital

The Path Has Many Forks

Do Your Golt
Course Have to
Be Financial
Self Sustaining?

Yes

Cash Flow + Debt

©2015, JJ Keegan+







The basic business model
for golf courses is tflawed.

Only 80% can cover operational costs
Less than 50% can cover debt

L ess than can cover
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We Create Walls to Protect our Vulnerability

SU pply Nationally - Supply Exceeds Demand. Competitive Forces control the prices
Weather Rain, Snow, Sleet, Wind: Unpredictable Variability
Internet & Social Media of endless improvements and update mandates have
TECh nOIOgy changed in a marketplace of endless choices in an experience based economy

Lifestyle integration of home, work, commuting and a child centered focus on the
T| me Cru nched Cu |tu re wants, needs and desires have transferred to millennials seeking high intensity
activities of short duration.

Expenses Water, Electricity, Fertilizer, Labor, Benefits
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€hn the beginner's mind there are

many possIbI
mind there a

—Shunryu Suzuki

ties, In the expefits

e fe\/\,,
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Here Is What We Are Going To Achieve Today:

Know Your Assembling Execi:(l)JIIive Confirming Charting
Philosophy Personal the Right Management the Path to Your Future

Strengths Team System Success for 2016
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33 Primary Strengths

LEARNER

THE #1 WALL STREET JOURNAL BESTSELLER |

ACHIEVER

STRENGTHS
FINDER FOCUS

e STRATEGIC

of

New York Times Bestselling Author o
WELLBEING ANALYTICAL
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Here Is What We Are Going To Achieve Today:

Know Your Assembling Execi:(l)JIIive Confirming Charting
Philosophy Personal the Right Management the Path to Your Future

Strengths Team System Success for 2016
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The business skills
of the typical golf course employee
are
resulting from

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







HOW THE WORLD SEES

NEW YORK TIMES
BESTSELLER

DISCOVER YOUR HIGHEST VALUE
THROUGH THE SCIENCE OF FASCINATION

SALLY HOGSHEAD

MAESTRO

©2015, JJ Keegan+
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SECONDARY FASCINATION ADVANTAGE

INNOWVATION

Passion + Innowation

THE
CATALYST

Power + Innowation

THE
CHAMNGE
AGENT

Prestipe + Innowation

THE
AVANT-GARDE

Trust + Innowvadion

THE
EVOLUTIOMARY

IWiystigus + Innocwation

THE
SECRET
WEAPON

Adert + Innovaticn

THE
COMPOSER

THE
ROCKSTAR

Passion + Passion

THE
DRAMA

Poser + Passion

THE
RINGLEADER

Presfige + Passion

THE
CONNOISSEUR

Trust + Passion

THE
AUTHENTIC

Mystique + Passion

THE
SUBTLE TOUCH

Alert + Passion

THE
COORDINATOR

THE
MAVERICK
LEADER
Passion + Power

THE
PEOPLE'S
CHAMPION

Power + Power

THE
AGGRESSOR

Prestige + Power

THE
VICTOR

Trust + Power

THE
GRAVITAS

Mystique + Power

THE
VEILED
STRENGTH

Alert + Power

THE
ACE

PRESTI

Innowaiion + Prestipe

THE
TRENDSETTER

Passion + Prestigs

THE
TALENT

Power + Prestige

THE
MAESTRO

Presfige + Prestige

THE
IMPERIAL

Trust + Prestige

THE
DIPLOMAT

htystique + Prestige

THE
ROYAL GUARD

Alert + Prestige

THE
EDITOR-IN-
CHIEF

== HOVER OVER EACH ARCHETYPE

fnnovation + Trust

THE
ARTISAN

Passion + Trust

THE
BELOVED

Poseer + Trust

THE
GUARDIAN

Prestige + Trust

THE
BLUE CHIP

Trust + Toust

THE
OLD GUARD

Mystique + Trust

THE
WISE OWIL

Alert + Test

THE
MEDIATOR

= HOVER OVER EACH ARCHETYPE TO LEARN HOW IT FASCINATES ™

TO LEARN HOW IT FASCINATES ===

MYSTIQUE

Innowaticn + Mystique

THE
PROVOCATEUR

Passion + Mysiigue

THE
INTRIGUE

Power + Mystique

THE
MASTERMIND

Presfige + Mystique

THE
ARCHITECT

Trust + hystique
THE
ANCHOR
Mystique + Mysiique
THE
DEAD BOLT
Alert + Mystique

THE
DETECTIVE

THE
GUICK-START

Passion + Alert

THE
ORCHESTRATOR

Powrer + Alert

THE
DEFENDER

Prestige + Alert

THE
SCHOLAR

Trust + Adert

THE
GOOD CITIZEN

Mystique + Alert

THE
ARCHER

Alort 4 Adert

THE
CONTROL
FREAK

©2015, JJ Keegan+




ASTUTE INSIGHTS * MEANINGFUL VALUE
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The politics of “"government”
contribute to and the

ability of a golf course to be
managed as a professional
business.




For Golf Courses to Prosper
Diverse Interests Should Align but Rarely Do

Golfers —
Lower.fees

City Coun<il — Taxpayers —
Self Sustaining No Subsidy
Course
Management and

Staff—
Seeking Resources

Public Golf “Self Interest Groups”




=
Municipal Allocation of Resources

Discretionary:
Golf

Important: Open Park

Space
10 acres 1,000;
Libraries,

Essential Services: Fire, Police,
Water, Electricity, Roads

©2015, JJ Keegan+



.,
A Strategic Plan

In a well-managed
operation, every
operational decision
can be traced up to the
tactical plan and up to
the strategic vision.

Strategic
Vision

Tactical (Functional)

Operational (Execution)

©2015, JJ Keegan+



History

A Strategic Plan

Tradition

Governance

Asset Management

Human

Resources

Golf Course

and Clubhouse
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Operations: Management
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Equity and

Debt

Operations: Activities
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Here Is What We Are Going To Achieve Today:

: Golf S -
_ Know Your Assembling . Confirming Charting
Philosophy Personal the Right Mgﬁgg:m/eent the Path to Your Future

Strengths Team System Success for 2016
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Golf Executive Management System

GLMA Technology Facilities Customers

223l fele ]

Weather Financial Operations
Impact Metrics

Uncontrollable Controllable




o

A, Instructions for Operational Tools.docx

E] B. Pre Test Survey.pdf

'E] C. Mational Strategic Planning Survey.pdf

L . Wision - Public.pdf

'E] E. Wision - Private.pdf

ﬂ_ﬁ Step 1 - Geographic Local Market Snalysis 20015 w1, 2.x05m
ﬂ_ﬁ Step 2 - Weather Playable Days 2015 w1, 2.:15m

ﬂ_ﬁ Step 3 - Technology Integration Checkpoint 2075 +1.2.x05m

ﬂ_ﬁ Step 4 - Cash Flow Forecast -Five Year- Daily Fee and Municipal - 3 Course 201541, 2.25m
ﬂ_ﬁ Step 4 - Cash Flow Forecast -Five Year- Daily Fee and Municipal - 4 Course 201541, 2.25m
ﬂ_ﬁ Step 4 - Cash Flow Forecast -Five Year- Daily Fee and Municipal 2015 +1.2.xl5m

ﬂ_ﬁ Step 4 - Cash Flow Forecast-Free Year-Private Club and Resort 2015 w1, 2.x05m

ﬂ_ﬁ Step 4 - Green Fee Calculator - Complex - Ouantitative 2005 w1.2.0d5m
ﬂ_a Step 4 - Green Fee Yield - Fevenue Modeling Exercise 2015 w1.2.x5m
ﬂ_ﬁ Step 4 - Punch Pass Subscription Fee Analysis 2015 v1.2.2l5m

ﬂ_ﬁ Step 4 - Zeason Pass - Fair Fee 2015 w1, 2.:05m

ﬂ_ﬁ Step 4 - Zeason Pass Sensitivity Snalysis 2005 w1, 20050

ﬂ_ﬁ Step 5 - Annual Golf Maintenance Labor Scheduler 2015 w12 205m
ﬂ_ﬁ Step 5 - Deferred Capital Expenditures Calculations 2015 w12 xl5m
ﬂ_ﬁ Step 5 - Equiprment Termplate 20015 w1, 2,050

ﬂ_ﬁ Step 5 - Funds Basis Labar Snalysis 2015 w1, 2.x05m

ﬂ_ﬁ Step 5 - Golf Course Maintenance Business Plan & Budget 2015 w1.2.x35m
ﬂ_ﬁ Step 5 - Task Basis Labor Bnalysis 2005 w1.2.x05m

ﬂ_ﬁ Step 5 - Weekly Golf Maintenance Labor Scheduler 2001547, 2.205m
ﬂ_ﬁ Step 6 - Golf Course Checklist - Secret Shopper 2015 w1, 2.xlsm

ﬂ_ﬁ Step 7 - Custormer Value Experience 2015 v1.2.xlsm

Date maodified

117262074 1:13 Phd
F0S2MA 1032 PM
177N 420 P

2052014 1051 PR
2052014 1053 PM
4052015 445 AkA
4052015 445 AkA
4052015 445 AkA
4102015 4:45 AR
4102015 4:45 AR
4102015 4:45 AR
4102015 4:45 AR
4102015 4:45 AR
4052015 445 AR
4052015 445 AR
4052015 445 Ad
4052015 445 Ad
4052015 445 AkA
4052015 445 AkA
4052015 445 AkA
4052015 445 AkA
4102015 4:45 AR
4102015 4:45 AR
4102015 4:45 AR
4102015 4:45 AR
4102015 4:45 AR

Type

kdicrosoft Wifard D,
Adobe Acrobat D...
Adobe Acrobat D...
Adobe Scrobat D,
Adobe Scrobat ...
ficrosoft Excel ..,
ficrosoft Excel b,
ficrosoft Excel b,
Plicrosoft Excel k..,
Plicrosoft Excel k..,
kdicrosoft EBxacel b,
kdicrosoft EBxacel b,
kdicrosoft Bxcel M.,
flicrosoft Excel M.,
flicrosoft Excel M.,
Picrosoft Excel M.,
Picrosoft Excel M.,
ficrosoft Excel ..,
ficrosoft Excel ..,
ficrosoft Excel b,
ficrosoft Excel b,
Plicrosoft Excel k..,
Plicrosoft Excel k..,
kdicrosoft EBxacel b,
kdicrosoft Bxcel M.,
kdicrosoft Bxcel M.,

Size

(] Mame

16 KB

227 KB
2,518 KB

221 KE

307 KB
3,570 KE
1,663 KB
1,720 KE
1,812 KB
1,842 KB
3,051 KB
2,851 KB
2,849 KB
1,721 KB
1,715 KB
1,602 KE
1,720 KB
1,679 KE
1,601 KE
1,751 KB
2,700 KE
3,288 KB
1,076 KE
1,752 KB
1,787 KB
1,751 KB
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RICK LUCAS, PGA
DIRECTOR OF PROFESSIONAILL GOLIF MANAGEMIENT
CLIEMSON 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 I & IT and winning the Philadelphia

Assistant Association's Southern Championship.

©2015 JJ Keegan+



‘ Dissertation Title
o

 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.




Heuristic ( : : "Evplokw”, "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.

©2015, JJ Keegan+




e
Hypotheses 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, JJ Keegan+



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







The Golden Circle of Communication™
Simon Sinek

Why?
How?

What?

©2015, JJ Keegan+







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

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

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

Few companies are able to clearly articulate WHY.

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

©2015, JJ Keegan+




Walt Disney World

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

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

The three Joe Lee courses (the Magnolia, Palm and Lake Buena Vista) harken to the
original days of Walt Disney World and more traditional Florida golf course design.
Through 2012, the Palm and Magnolia courses hosted an annual PGA Tour
professional event in the fall of each year, which had been a part of Disney World golf
tradition since 1971.

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

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

©2015, JJ Keegan+




]
Walt Disney World

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

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

©2015, JJ Keegan+



Municipal or Daily Fee Golf
Course

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

©2015, JJ Keegan+




e
“Torrey Pines:
“Welcome to the nation’s foremost
municipal golf course.”

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

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

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

below.”

©2015, JJ Keegan+



Municipal or Daily Fee Golf Course

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

©2015, JJ Keegan+




mere fifteen minutes from the Virginia

Beach Oceanfront, Kempsville Greens

Golf Course is waiting for you. Kempsville

Greens offers an affordable and fun
recreational experience for those who play for
reloxation and to build friendships. The perfect
site for your weekly foursome, foumament, or

family get together, come to Kempsville Greens
and create lasting friendships while getting a little
exercise along the way.

©2015, JJ Keegan+




ome experience the serenity
of Virginia Beach's finest resort

golf course, Red Wing Lake. Just
moments from the tranauil Atlantic
Oceon we offer a haven from the daily grind
‘of fife. Our course layout, with wide fairways,
| hus become one of the best places to golf in

©2015, JJ Keegan+




Technology Facilities Customers

224507

Weather Financial Operations
Impact Metrics

Uncontrollable Controllable







The Barriers to A Fiscally Sustainable
Championship Golf Course

You Might
Have A
Chance

Championship

Golfers Per 18

Age & Ethnicity

Mosaic

Open Park | | Beginner & | | Beginnerand ||| Beginnerand | || Beginner and
p Recreational Recreational Recreational Recreational

Western lllinois, Fernie, Charlotte, Columbus

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

©2015, JJ Keegan+




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.

Comfortable '

Retirement

C

5
I
‘ Sophisticated Bourgey: « Qsreerand

Singles Prosperity I Family

Affluancsa

Low-income Postindustrial Rural
g Elders Survivors Inheritance
-
Urban Geographic location Rural
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Crystal
Mountain
Resort, Ml

Don

FSU

Vellmer,

Oak Creek, Irvine, CA

Mussatto,
Maccomb, IL

Pine Meadow,
Mundelein, IL

Cedar Creek -
San Antonio

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

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

op 4 Rating
ophisticated
ingles

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

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

-12.70% -3.90% 19.80% 5.10%| 5.70% -9.50% 12.70%

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

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

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

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

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

Post Industrial

urvivors 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%




]
The Answer is in The Numbers

C . . : : .
Management NZ:':Ze Miles| Mosaic Income Age Hispanic Black Asian

Golfers

31.90% $76,890 6.50% 6.50%

IAIamo Trail Cedar Creek| 5

Crystal
Mountain Highlands 10
Resort

2.10% 0.50% 0.10%

'é(‘)"r:‘;any Oak Creek | 5 36 14.30%  1.90%  32.70%
lemsek Family :/'Ir;_z ow | 20 37.60%  $87,833 40.1 13.70%  2.90%  9.20%
Western Harry 10 28.2 290%  6.20% = 2.20%
lllinois Mussatto
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Technology Facilities Customers
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2

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 ne b “Will mother nature take
care of my course

@atering needs?”



B 2013 2014
1 | l l | | | | | | |
Q1 coldest and Q3: Warmer than LY,
3 snowiest in 19
’%‘ years
(=) \
& ° ,'l,l
I
-E Ili' ! “l
= = " = (W
5 -3 : - H Q2 coldestin 5
T \l i ears
: - i - yoars,
. Q2 coolest in 4 ! E \/
i - i . . 1
= years...wettest ! :
= in 25+ years! Q1 coldestiin 13
- years, snowiest in 20
ears (mostly Feb
BARS = year-over- | y [ § Y )
| year temperature Winter (Dec-
=20 forecast :
DOTTED LINE = Feb) Coldest in 4
Actual years snowiest
o ___Verification |
B i l"‘ll o '_]J o O N — u'll o ™ :L o M N — < OO N '.Dl '..: ”n J %qusl_ ", L i O N W O W . — U OV N
=SS oopIsofsEsnssssgsc--NN--oos3g3zsssenss
&\\;RT;%_ I T - - " " Datesare wéekendl_ng éatarday
f\ e Year-ahead Temperature Accuracy 86% MAE +/-1.1°F...more accurate than a DAY 5 forecast!
’q‘)"w AT \°; Copyright © 2014 Weather Trends International
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]
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

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

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

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

Forecast




2015 Year-Ahead Forecast

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

East
MNorth MNew England
Central

< -5% -1°F +1°F > +5°F

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

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

MNew England ’
’, id-Atlantic

Nurﬂ'l
f Cerrtml

<50% <75% >125% >200%
L Il Il Il |
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"6haraa§?fst|cs of Moderate to Strong = Nmé

particularly evident in September and
October, by November the N. Central
States and Northeast begin to turn milder.
Continues dry in the Northeast.

Pacific Northwest is strongly warm and dry.
Tropical development is suppressed but
weaker storms can form close to the USA
and bring heavy rain to lower Mississippi
Valley region.

Extended Summer season in Florida.
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Chara;(;i‘istlcs pf Moderate to Strong = Nmo

I

T R
. :T, |

Dec— Feb El Nino Effects

» Cooler and wetter then normal conditions
tend to dominate in the South. The opposite
is true across the North.

Cooler weather can spread into the
Northeast if the ElI Nino weakens early
enough in the winter.

Pacific Northwest and Northern Rockies are
strongly warm and dry.

The stronger the EI Nino the better the
chances are for above normal rainfall in
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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




Website

, Twitter

Linked In

Email Database

Facebook or \
Google Circles

e,

You Tube
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To Learn About the Course &
Specials




Effect of Day-of-Week on Clickthrough Rate

Monday

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

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

©2015, JJ Keegan+




Website

, Twitter

Linked In

Email to Database

Facebook or \
Google Circles )

o —

You Tube
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—
Notni Vo eyﬁo oy e 2P
EEe——

GOLF
THE LEARNING CENTER

CALLAWAY GOLF
PERFORMANCE CENTER

(ATERING

LODGING
CONTACT U

NESHANICVALLEY

2304 South Branch Rd.

+ SITEMAP  Neshanic Staion, NJ 06853
e

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

Reservation

Redagister o Ty 5 Ca el

At thhe rmoment thhaere are a few problemnms withim thhe systernm. IF yow are uwmnabhleae
To cormplete a resaervation, or mMmuodify or cancael] an existing resaervation, please
call thhe courss of ywyour choice amnd they will help yow. Sorry for the
imocornwenience. READY TO BOORK YOUR TEE TIMES? FOLLOW THESE STITMPLE
STEPS:C

Step 1

Create an Aaccounrst

Click on Reqgister - Click on Reserwe - Click on Mods Cancel
Fill ocwE form - Loy Irn

- Mo-Showvw Mo—Call may be

Swbrmit form - Book vour tes times
charg=d = f==

Cradit Tard wwill be useaed oo
hold Ressrwations

IF wouw hawe purchasa=d =
swubscripition to the Teaee Timme

< = Ressrvatiomn Serwvice, msae yoeusr
Do ok Folbowvs this 5|_ZF13I:= i wow member card®# as yowur Dsar After recerving = tese Eirme yowu il
purchased a subscription o the receive amn email confirrmation o b=
Tea= Timea Recsarvation Samwics. Gao kept for vour record=s.

directly o Step 2.

T and type Tpasswvword™ as
thes Passwveord to imitialhy sigm
e, e i Wowar recoerod o
oy create a meeww passwwarrcl i
Update Profile.

FORGOT Wil iR PAS SR D=
Clicle et

Duestionss Checlk owut owr FAC or call the Solf Operations Office at (9082 ]) 9 -195H 321 ..

Freguentlhy Asked Ouestioms:

Howw dao T gpray ™

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

wihat is the cowumrse check—im policy?

Suests st check in at the golf shop 20 minuotes priior to reserved start Eirme. Failure 8o check im on Eimes may
re=sult im Ethe forfeifure of vyour position and your group’'s resesreed bee Eirme.

wwihat if T meaed o cancel a tese timaes
To rewiaewe,. modify or cancel your booked tee timeeae, call or logon to vowr account at amy timeae.

Howw Ffar im adwvance camn T reserve fee Ghimmme?
IFf wou purchased =& subscription o the Tee Tirme Reservation Service, fese Himes may be ressrced one vwweeaelk im
adwancae. For 1-dawy in adwance or same day reservations. yowu may call theae golf shop.

Wwihat if I forg=t iy Passwwword 2
IFf wouwu forget your passwword. Click hers!
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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

1 2 Cote) $14.99 per day
Help me find a location on an Economy or Compact
[] retum car to a different Heriz location | 2 Book Now
2 Pickup Date & Time:
B0 10:00 AM

Return Date & Time:

E | 10:00 AM

= Please Select an Age 7
FPlease Select an Age

Rental Car Type: 7
Show Me All '

|:| Use my Hertz Gold Plus Rewards Points
£

Skip The Lines With Hertz Gold™
] Enter a Discount or Promo Code 2

Book as a Member Book as a Guest

1 BB Europe: Upgrade + Save up to 555
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EXPLORE&PLAN  MEETINGS & EVENTS

o \arroft

Mobie checkn |

Cheekinfomany The ngxpected bonus

Seemore bigideas -, - big-reallybig - BOOKRIGHT
with stays worldwide i g

Leam more » CITY/AIRPORT SEARCH |

C

e
ey [

Gi

MARRIOTT

+ Special Rates & Awards
¥ Hotels by Brand

$
(( Jh?pgogolt:t i:

Home Collection

: te
G
om

MARRIOTT REWARDS B MY ACCOUNT Signln

NAVE: James
VEMBERSHIPLEVEL: Silver
Enter your password to signin
Explo [y] Remember e -Priste Computers iy
T Whet's this?
. cocktails, 50
&moreat?

Mot James? Clear remembered user
Forgot password?

My Account Overview

e Trip Inspirations
DreamRewards Tracker

f| Profile

Marriott Rewards Insiders
Mariott Rewards Credit Card

AUTOGRAPH COLLECTION' |
HOTELS

e =
er -

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

THE RITZ-CARITON AUTOGRAPH SPRINGHILL suITEs  TownePlace Narriott

COLLECTIC il VACATION CLUB
RENAISSANCE FAIRFIELD Marrioft
INN&SUITES EXECUTIVEAPARTMENTS

Upcaming Reservafions FY
Rewards Account Activity FY

Fromotion Central A
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A STAR ALLIANCE MEMBER V:‘Z

UNITED|

Products & Se About United

Hotel Car Vacation

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

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

B Search Nearby Airports

B Find Lower Fare +/- 3 Days

Osearch Specific Dates .My Dates are Fles
Depart Date: Time:
mm/ddiyyyy Rl Anytime v
Return Date: Time:

mmiddiyyyy R Anytime v
Adults: Offer Code (optional):
chigrer AR

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

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

MileagePlus

uniTen ]

Latest News Changed bag rules and optional services

and Offers 1mportant notices

Confirmation or MileagePlus Number:
7

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

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

Print Boarding Pass My MileagePlus Summary

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

Platinum
Star Alliance Status Level:  Gold

Regional Premier Upgrades: 2

Cabin:

Economy v

Search By:
O Price ® Schedule ® Award Travel

W Nonstop Flights Only

Change or View Reservations 8 Se= More
Find a Reservation by Confirmation Number

Reservation Type: ®Flight _Car

Last Name:
-

Confirmation:

Customize your trip with
Travel Options by United®>

Ay

Cruise i
Reservations

MileageF

uNITED §]

* Eamnupto5,000 bonus
* miles at participating

hotels or resorts within

the Hilton HHonors™

portfolio.

L4

Nonstop sleep
Flat-bed seats on mare flights
from New York/Newark.

Learn more > Donate now>

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

Global Premier Upgrades: 0

3013 Premier Miles: 22,818
2013 Premier Segments: 20
View Account Details >

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

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

50% MILEAGE BONUS

Earn 1.5 miles for
2ach dollar you spend.

Mileage
Fitness
uniTes @

Earn 2,000 miles
while you shape
up this summer,
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Findit» 35 Uegas Gof Courses | Gof Packages | Tee “ime Reservations | Gof Discounts | Gof Insruccon

senvanons . 988 427 6678

Now Offerng Best Rat Guraniee m ' w
OFFERS TEETIVES  COURSES PLAYERSERVICES GROUPOLTINGS WEDDINGS BLOG COMBANY ) ,

Resewons 880 427 6678

TEETINE RESERVATIONS
TEETHERESERVATNS

it 0

Flnyers:l | EXPERJENCE GOLF

ResereTee e

CURRENT PRONOTIONS
Pray Des Pives o Onwy
oo Treme R
Sarl-Fe i lhetat

ADEDeszeD T OF E G

(arH474eBmomne

L2s Vegas Golf Courses Las Vegas Golf Packages

Evperence Gof, oakingfor 2 memorace Las Vegas G Vacaton? ndk

1o frter b he thres Lz Vegas Goff Courses owned and operaed by ' 1‘\'““““"%‘ ‘1 00

Welers 5 - £l e, Ryl ks Deser Fes, Ot ol g

Bl ol Cub Dare to Copare - You Won'tFind A Lower GolfRates on

008 yards o opeal i e rit on e L Vegas St Golfn Las Veqas Guarante!
ihe Augusta senc kers,back volanc rock utrospngs and
she st s e e Ressons o book your L Vegas e e online il Waters
Rates starting from $125 Gl

» Enter Paradise

Royal inks GalfCub / No Booking or Cancellaion Fees
Yo koo e heys wanted o experiece those egendry

/ No Prepayment For Tee Times

- < | s o the B Open, s yur von o ey 8fthe
STH AL 2t fon 31 dfferent Cpen o et alen e core, /Lm‘lestRatesﬁllﬂrﬂnteed

VE GAS hatever your st el you gof you ows voursef s tate” of
Be Cpen.

/ Access to the Best Tee Times

Kaestatng fom §95 / Proud Nember of the B8R
 lay The Soul of Scotand

Esape o 0L s ofuresuth e i

f d ‘ lﬂVU L V_Msunmuh [omparable Direct Online
gdp 5 ccate ﬂ ftgn s Ve i 70| Vested n e mtore parof s Uegas, Desert Pres sty your Courses Waltrs Golf

AP AUGUST 5 7[]]: | "7y cb away for home' wi couny cutlice amenties, C@(I(MWIH

sre_brrn Lo binr
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G-1 Video
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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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Revenue at a Golf Course

Step 1: Highest Post Green Fee Rate X Number of Rounds
Step 2: Multiply Step 1 Result by 60%
Example: $45 * 30,000 rounds = $1,350,000 * 60% = $810,000

Represents revenue for green fees, season passes, carts




Green Fee Should Equal

Step 1: Multiply Median Household Income Within 10 Miles x .00084

Example: Average Median Household Income: $53,214 * .00084 = $45.05




Rounds Played
Full Time Employees
Total Revenues

EBITDA

Financial Performance
Municipal Golf Courses vs. Daily Fee

Silver
Median

Platinum
Top 10%

50,000 40,000 30,000

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

Steel - Bottom

25%

22,865
>5
512,500

58,000

Rounds Played

Full Time Employees

Total Revenues

EBITDA

Source: PGA PerformanceTrak

40,000 30,400 22,000

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

15,000

6

$800,000

$73,000
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PGA PERFORMANCETRAIKK

IN COOPERATION WITH THE NGCOA

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

0 T T T T

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

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

1211 0Mn2
1. %TD figures include results enly for those facilities that have reported for all periods.
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NATIONAL GOLF ROUNDS PLAYED REPORT

U.S. TOTAL
MAY '15 YTD 'i5
+0.5% +1.6%
Mountain
ROUNDS -7.3% West North Central East North Central
TEMP -2.2°
PRECIP +118% F“;‘é’:ﬂgs 1-2;3% ROUNDS +4.9%
e TEMP +1.9° New England
Pacific PRECIF +91% PRECIP +16% d
ROUNDS +1.2% Hcité:‘[;sig;s%
e e, PRECIP -38%
PRECIP -37%
Mid Atlantic
ROUNDS +12.6%
TEMP +4.4°
PRECIP -46%
- _.'-',

South Atlantic
ROUNDS +3.3%

Hi

TEMP +1.5°
PRECIP -39%
LEGEMND:
Outline colors represent regions. Round percentages compare
Maerqzm 5 to May 2014.
ARMER Temp YOY = 0.76% Increase in Rounds Pla
BFl.ﬂél{jr*l |nc:1$?_|glseh Ct)Y = 2|2'% Dec:rerase iﬂl}hFéoundsmEIa d i 0
*Based on s historical analysis of we r conditions for al -
US markets. Results may vary by region South Central
This I'BF]OI"[ represents 15 reporting Ccourses. ROUNDS -12.68%
TEMP +0.6%
PRECIP +72%
-bemreen -1.9% and + 1.9%
. -:—= L8] S > Y&
VWEATHER TRENDS
e INTERMATIOMNAL
— o ——— -

MNATIONATI GOIF FOLUMNDATION

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




Malntenance
Pace of Play
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Maintenance Budget Determines Green Fee

Step 1: Maintenance Budget * .0001

Example: Average Municipal Budget $450,000

$450,000 * .0001 = $45 (Average Municipal Green Fee)




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

: Golf Course - Estimated Deferred Capital Expenditures; Conservative Approach

s Golf Course Name: Based on Maximum Life Autormatic Calculation

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

.
: Greens %and based root-zone 15 30 s 1,250,000 25| & 1,041,667 | 2 11,667
: and Bunkers Total Bunkers 10 15( = 75,000 15| = 75,000 | 2 65,000
: Irrigation Sy stem
' Contrals and Satellites 15 20l s 175,000 3| & 26,250 | & §,750
. Pipe and wire 15 25| 4 500,000 27| & so0,000 | 2 20,000
n Pumping Systermns 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| s 225,000 275 225,000 | = 11,250
" Drainage 20 30( = S70,000 271 8 Faa,non | s 29,000
" Wiater Features Front Mine Liners [estimate) 25 35( 5 65,000 b 14,857 | 2 1,657
1 Back Mine Liners [estimate) 25 35( 2 0,000 o 6,857 | 2 2,286
" Cart Paths Asphalt (6-8 feet wide) 15 25| & 625,000 254 625,000 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.
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1 J
Golf Convergence
1
2 |Season Lensth —Weeks /Mont EL) =2 To complete:
3 |Task Daily Ionthly J¥early Hours FerTas k JTotal Hours
4 |[Administration Fecord Keepine 7 1 235.00 Enter the
5 |Bunkers Fake 7 20 4, 760,00 Enter the
& |Cart Paths Cart Faths 7 20 4, F60.00 Enter the
7 |Clubhouse Clubhous & Grounds 7 E 1,150.00
& |Course Ck. Irrigation 5 10 1,700.00 d
4 |Course Irrication Kepairs E] 16 1,632.00
0 |Cours & Trimmine 5 16 2,720.00
11 |Cours & Owers eed/Topdress Areas E] 5 510.00 Fiow 1 Completed as Example: Course iz maintained 32 weeks per year
12 |Cours e Funeicides = ) 220.00 for 8 months in which record keeping occurs daily for 1hour per day.
13 |Cours e Herbicides 2 E12.00 Flease change to fit your circumstances and then enter rest of data.
14 |Cours e Ins ecticides [ =] F24.00 While it may zeems tedious and not a valuable erercize, the end
15 |Cutting Greens g.00 result is priceles=. |k helps you ascertain the proper staffing levels
16 |Cutting 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 |Cutting Faireays 2 =] 1z2.00 Mlote that "daily, monthly, and yearly” represented the frequency
13 |Cutting First Cut 1 22 322.00 on which a task is performed. For ezample, if you verticuk greens
20 |Cutting Fioushs 7 =] 1,904.00 twice per month, you woul ter [in this example], 8 months times
21 |Cutting Mative Areas 7 £} .00 for a total of 16 oo of that task.
22 |Cutting Aprons 7 } ﬁ
25 |Cutting Drivine Fanege =] h‘ .
24 |Cuttine Werticut Greens Bi-Weekly r__ .
25 |Equipment Cleaning " .
26 |Equipment Maintenance T——— =
27 |Greens Fins
2% |Greens Eall Marks 0.
2a |Greens Topdress Green2¥ Month 2 [ 96.00
30 |Greens Folling Gre=ns g.00
1 |Greens Erus hing Greens g.00
2 |MWaintenance Soil Testine 0.00
=3 |Maintenance Aerification 0.00
4 |Maintenance Fertilization 0.00
35 |Fonds Fonds 0.00
S6 |Shop Cleaning 0.00
37 |Ehop Maintenance g.00
%5 |Ehop Gardens 0.00
==
40
41 |Task Daily Wonthly JAnnually Total Hours
az [Tees 2% Markers 0.00 | |
43 |Tees Chwerseed Tees 0.00
44 |Teas Topdress Tees g.00
45 |Training Training g.00
46 [Trees Trees/Ornamental 0.00
47 |Total WMan Hours Reguired 25,395.00
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The brand is defined by the experience
along the 13 customer touch points in
the "assembly line of golf”




The Assembly Line of Golf

Touch Point Municipal Daily Fee Military Resort | Private Club

Reservations

Club Entrance

Bag Drop

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




Creating a Sustaining Brand

Pre-Purchase Purchase Post Purchase

— —

y Selection Satisfaction ¥ |-°y Advocacy )

Awareness Knowledge

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 co nuergence strategists ensuring your vision becomes ."ﬁ'.'i.".'.’L-'

YOUR GOLF COURSE SCORE, AS A
PERCEMTAGE.

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

Bar/Restaurant 5.00

Stepl - Reservations CiEsOip R

Touch tone Telephone

Trained agent through call center
Booked directly by Pro Shop Staff?
Did phone ring less than 4 times?

Did agent get all playvers names?

Did agent get all players names?

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

Where the arnenities mentioned?

Where directions to the course provided?

Wim Wweb site?

was ability to book on home pagein 3 clicks?

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

Sacret Shopper | )

|m| Registration
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Golf Convergence

ASSEMBLY LINE Description

strategists - ensuring your vision becomes reality

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

B

Rawvs Score

Course Type

Muricipal :V |

Yeighted Score

Strategy

Conditioning

Turf Texture

Ambience

Amenities

Subtotal Green Fee Experience

Demand Adjustment

Reconimended Value Based Green Fee

90.4

138%

$124.30

Course’ Current Green Fee

Prime Time With Cart

$120.00

Yariance

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

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

Description

114 —120

121-125

126-130

131-135

136 -140

141-145

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

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

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

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

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

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

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

|m| Registration | Value | ()

$4.30
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Frequency does not equal loyalty and
“firing” your worst customers is a good
thing




Value = Experience - Price
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Experience > Price

Financial Prosperity
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Price > Experience

' ) - =" -.t:i *‘ -I .
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Experience = Net Income + Capital Invt.



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 O to 10 with
“10” being “Extremely Likely” and “0O” being “Not At All

Likely.” If you did not play a course please indicate by
checking ""N/A."")

10+ 9 -6 -5-4-3-2-1-0
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Why We Play

Time outdoors
Social aspect
The exercise
Ball striking
The challenge
The courses
Stress relief
Mental game
Values of the Game
The competition
Keeping score
History & Traditions

Practicing

Not and Fringe Casual |Hooked and Nuts

33 46 53

19 36 43

23 39

39

34

Average

44
41
41
40
33
33
24
24

18

©2015, JJ Keegan+



Here Is What We Are Going To Achieve Today:

Know Your Assembling Execi:(l)JIIive Confirming Charting

Philosophy Personal the Right the Path to Your Future
Strengths Team Magsgte;rrr:]ent Success for 2016
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Does the Process Work
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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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Does the Process Work?

Participant Response

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

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

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

Del Ratcliffe, PGA

Ratcliffe Golf Services, Inc.
President

800 Radio Road

Charlotte, NC 28216

(704) 236-3921 (cell)

(866) 552-9988 (fax)
dratcliffe@earthlink.net
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Does the Process Work?

Participant Response

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

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

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

jim@satxgolf.com - Email
(210) 853-2261 Office
(210) 268-5110 Cell
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Does the Process Work?

Participant Response

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

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

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

2. Using yield-managed tee times through Golfswitch.

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

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

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

6. New wooden flagsticks and bunker rakes.

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

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

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

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

Brad Dean | Director of Golf

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

S Crystal Mountain
RY TA 12500 Crystal Mountain Drive
MOUNTAIN Thompsonville, MI 4'9683-9742
www.crystalmountain.com
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Here Is What We Are Going To Achieve Today:

Know Your Assembling Execi:(l)JIIive Confirming Charting
Philosophy Personal the Right Management the Path to Your Future

Strengths Team System Success for 2016
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So, what does it all mean?













Focus

Action
Decision




What’s Important Now
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Complimentary Resources

Daily - I publish trends and news daily (golfconvergence) via Facebook, Twitter, and
Linked.

Frequently, I post the best management practices I observe on Instagram (jjkeegan)

A weekly blog, a monthly newsletter and I conduct quarterly Webinars regarding the
most current developments impacting golf courses for members (jjkeegan.com).

, I lead golf course through a 9-week course in creating a strategic
plan, determining the tactical resources required and the appropriate policies and

procedures to ensure financial success at their facility.

Biennially, I publish an updated version of the award-winning, "Business of Golf"
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Thank you
For Sharing in the Results from the Clemson Ph.D. Study

ASTUTE INSIGHTS * MEANINGFUL VALUE

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