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Introduction

A

golf course developer generally begins the development venture with a promising piece
of acreage and visions of a future prosperous golf operation. Those who made their
visions a reality will credit much of their success to the effective management of their
marketing and sales efforts. Academicians clearly differentiate between the marketing
and sales functions. Philip Kotler of Northwestern University, author of Marketing
Management: Analysis, Planning, Implementation and Control, says,
“Marketers are involved with the whole process, from identifying market needs and
wants, targeting market segments, producing attractive and satisfying offerings, and
winning local customers. Salespeople think more short term, are involved in face to
face selling with the customers and their primary objective is to meet the sales
quota for that period.”
Whereas most large corporations have the luxury of separate marketing and sales
executives, the golf course owner must often play the role of both the marketer and
salesperson for the golf course. Regardless of whether they are wearing the hat of the
marketer or the salesperson, they will need to incorporate these principal components in
their marketing and sales process:
• Basic market research
• Identifying target markets
• Positioning and pricing the offering
• Determining the most effective and affordable means of communicating to that
target audience
• Devising a marketing plan
• Implementing and tracking the effectiveness of the marketing plan.
This manual is intended to guide the golf course owner through that entire process and
includes the following:
• The Essential First Step - Market Research
This section provides the theory and simple “how-to’s” of the market research that
should be done prior to the development of a golf course and on an ongoing basis
once the course becomes operational. This research will be instrumental in making
decisions on the overall concept and marketing plan for the golf course.
• Putting Research Into Action
Once the market research has been analyzed and the target markets identiﬁed,
the golf course owner must decide on the most effective and affordable means of
reaching that audience. Media options are presented in this section and the “pro’s
and con’s” of each are discussed including newspaper, yellow pages, cable, outdoor,
and others. This section also includes detailed information about implementation of
a public relations campaign, including special promotions, press releases, press kits,
and fact sheets. Also, included in this section is the most recent survey done by the
National Golf Course Owners Association (NGCOA), which researched the percentage
of revenues golf course owners spent on various advertising functions.

S U C C E S S F U L LY M A R K E T I N G Y O U R G O L F C O U R S E

2

Introduction

• Important Marketing Narratives for the Golf Course Owner
This ﬁnal section includes four case studies: a detailed marketing and public
relations campaign proposed by an advertising agency for an 18 hole golf course,
a case study of a very successful 18 hole course using marketing methods very
effectively, a narrative which details how a potential new golf course owner can
position a golf course to maximize revenue potential and best serve the market
identiﬁed, and a case study containing several examples of successful marketing
and promotions activities implemented by golf course owners.
It is the intent and hope of the National Golf Course Owners Association that those who
read this manual will not only ﬁnd the material informative, but instrumental in making
their visions of a proﬁtable and prosperous golf course a reality.
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The Bricks and Mortar for the Golf Course Owner

B

uilding a new golf course development is a very expensive and potentially risky
venture. A developer can make the expenditure a wise investment and hedge most
major risks by doing some very simple, yet detailed homework in the form of market
research. Regardless of the concept of the golf course - public fee, semi-private, private
or resort - a comprehensive market study should be the very ﬁrst step taken by the owner
in the development process.
Such a study is not only essential in the earliest of planning stages for a new golf course,
it should also serve as a baseline study to be updated on an annual basis as the course
is built and becomes operational. Armed with the knowledge such a study can provide,
golf course owners can make informed and effective day-to-day and long-term business
decisions. For instance, an owner of a public fee course knows income is improved
by increasing numbers of rounds played on the course and/or by increasing the fees
generated on a per-round basis. Staying on top of competitive data or prices being
charged by other courses will help an owner charge the optimum price for the course
rounds, given its location, market, and playability in relation to the other courses.
An owner of a semi-private course which offers both memberships and public fee play
competes with both private courses and public fee courses. These owners must be aware
of pricing, promotion or facility changes for both kinds of competition. The challenge
for the owner is to increase membership revenue and generate more public fee rounds.
Data obtained by the owner through an annual market study like the one outlined in this
section can assist with marketing decisions, help to discover untapped new markets, and
aid in greater penetration of existing markets.
Found on the following pages are the guidelines and theory behind the information
gathered in a comprehensive market study. To facilitate the process for the researcher,
also included are work sheets that can be used in the data collection process. The market
study outlined in this section pertains to golf courses in general.
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Basic Market Study Information
Necessary for all Golf Course Owners

T

oday we have new insights and new tools to help us understand and deal with
slow play. These insights and tools coupled with a “team building” approach to
management and training have brought new hope for course owners and managers to cure
the game of this age-old problem. But the solutions require a “new vision” on the part
of owners and managers, and a willingness to look at things differently. Those courses
willing to take on the challenge are realizing tangible rewards in the form of an improved
reputation and increased demand for their course, increased revenues, higher customer
satisfaction and improved staff morale.
A. Economic Data on the Market Area
Perhaps a golf course owner’s worst nightmare is to build a new golf course or operate an
existing course in the midst of a residential area in which home sales are declining and
homeowners are moving to other parts of the city. Factors which can inﬂuence the decline
of a community or the migration of large segments of the population to other parts of the
city can include the following:
• The movement of a major corporation from one part of a city to another, creating
a longer “commute time” for employees. Corporate executives may consider
relocating closer to the new location for convenience’s sake.
• The emergence of rural “growth corridors” in a city prompted by the construction
of sizable new residential developments, attracting those seeking newer, more
modern houses.
• The opening of major new thoroughfares which decrease commute time and
“open up” previously undeveloped areas.
Such trends in a market place can have a profound impact on new or existing golf courses.
Economic data can help predict these trends by providing “big picture” information. This
data provides a “macro” rather than a “micro” look at the market place. It is usually very
general in nature and can be obtained through sources like the Chamber of Commerce, a
local economic development board, or a city mayor’s ofﬁce. Much of the information will
be available in print form, either through city brochures or annual reports. It can also be
gathered in interviews with professionals representing the area Chamber of Commerce,
the local Realtors Association, or the president of a major area bank.
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B. Site Analysis
In objectively analyzing the strengths and weaknesses of a potential or existing site, the
following should be considered:
* Ease of Access
One of the greatest advantages a new golf course can have is to be conveniently
located near a major thoroughfare. Not only does that contribute to golf course
accessibility, but easy visibility creates greater awareness of the course and makes
for inexpensive advertising. Trafﬁc pattern reports are signiﬁcant to a course study
and are readily available through the same kinds of demographic services that will
be discussed below.
* Proximity to Residential Areas and Downtown Core
Analyze the distance from the golf course site to primary residential areas, as well as
from the downtown core as a point of reference. The distance can be measured in
miles, drive time, or both.
* Topography of Site’s Terrain
A description of the site itself should include any interesting or unusual aspects
about the property such as the presence of ponds, streams, trees, or foliage.
Whether the property is ﬂat or has some rolling terrain should be mentioned as well.
_____________________________________________________________________________
EXAMPLE OF SITE DATA
The Stonegate Country Club
The Stonegate Country Club and residential development is located on 536 acres of land
in Dallas County, forty-ﬁve miles northwest of downtown Dallas. The site is conveniently
located off Highway 544, just north of the North Dallas Tollway.
The Stonegate golf course was opened in February 1992 and the design of the course has
taken advantage of the beautiful rolling terrain found in this northern part of the city of
Dallas. There are a number of man-made ponds on the course and the architect designed
the course to take advantage of the trees and foliage originally found on the property.
The Stonegate housing development surrounds the golf course and consists of 300 single
family lots, 150 of which have already been sold and 80 homes ranging in price from
$200,000 to $450,000 have been built Lot sales have averaged 12 per month in the ﬁrst
full year of home sales. Independent realtors consulted believe the property can maintain
such sales velocity through sellout. Within a ﬁve-mile radius of the site there are four
other major residential developments with approximately 3,500 homes ranging in price
from $150,000 to $1 million. None of the other developments have golf courses or any
other recreational amenities for the residents.
_____________________________________________________________________________
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C. Demographics
While there are a number of major demographic services that provide reports to
consumers, most of them are based on the most recent census data and are updated on an
annual or even more frequent basis. Reports can be ordered by simply calling the service
and giving them the geographical area to be researched. Geographical data provided the
demographic service by the customer requesting the reports, can be in a number of forms.
The researcher should choose the form which best deﬁnes the parameters of the market
area. For instance, the geographical data can be ordered using the following entities:
• A radius around the site location for as little as one-half mile or as much as ﬁfty miles
• Zip coded areas
• Census tracts
• If an area is bounded by a body of water, a map can be sent to the service and
precise boundaries can be searched, deleting the non-populated areas.
While the perimeters of every primary target market area will vary based on various
factors (location of competition, convenience to residential areas, etc.), there has
been research done to determine the most frequently traveled distances by golfers to
the courses they play. The National Golf Foundation (NGF) in a 1994 study called “Golf
Consumer Proﬁle” found that golfers will travel approximately
• 12.4 miles or 18.6 minutes one way to get to the course they most frequently play
• 26.8 miles or 36.3 minutes one way to a good course they would regularly play
• 48.5 miles or 61.7 minutes one way to get to a good course that they occasionally play.
It is therefore recommended that if a researcher has not yet deﬁned a “primary market
area”, the best way to begin is by researching the 12.4 mile radius surrounding the site
historically proven to be a convenient drive distance for the majority of the golfers.
Once a demographic report is obtained, the following are the facts pertinent to golf
course markets within the report:
Population
The population statistics identify the density of residents within the target market
area. Good signs are positive historic growth and positive projected future growth
Households
Because the population statistics above reﬂect total population regardless of age,
it is always helpful to look at total number of households. Not only is the present
number of households important, but the historic and future projected growth rate
are also pertinent and should be consistent with the historic and future growth
statistics found in “Population” above.
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Households by Income
In looking at the household income levels, again it is beneﬁcial to refer to some of
the most recent research done. In its 1995 study entitled, “Golf Participation in
the United States” the NGF determined that the average “Core Golfer” (deﬁned as
“Individuals aged 18 years or older who played at least 8 rounds of golf in 1994”) is
45 years old and has a household income of $58,100. The average household income
for the Beginning Golfer Population, according to the NGF study, was $52,000
Therefore in looking at the demographic report, the most important income level is
that of household incomes of $50,000+ in considering primary target market for golfers
In that same study the NGF found that the “national participation rate for golfers
over the age of 12” to be 11.4 percent, with a variation from region to region within
the United States.
Applying the average participation rate (or a more precise regional rate that can
be obtained through the NGF study mentioned above) to the population ﬁgures of
those who are twelve years of age or older, will produce an estimate of the potential
number of golfers within the market.
Golf course owners can also order a standard trafﬁc volume map from demographic
services. Such a report is essential in analyzing primary trafﬁc ﬂow in and around a golf
course site. The information can be used for optimal signage positioning as well as for
determining primary entrances to property.
Samples of both the demographic report and the trafﬁc volume map, along with a more
detailed analysis of each is found in the NGCOA manual, Essentials of Market Research for
the Golf Course Owner available through the NGCOA.
D. Competitive Study
Once the demographics of the target area have been determined, an in-depth competitive
study should be done to determine information on all public, semi-private, private, and
resort courses within the area. Information on municipally owned public fee courses
is available through the ofﬁces of the municipality and are a matter of public record.
The researcher should visit all golf facilities to get an idea of the age and quality of the
clubhouse and the facilities offered. Play the golf course, if possible. Unfortunately,
management at many of the privately owned courses may not wish to divulge much of the
pertinent information required below. Playing the private courses to gather the information
ﬁrst-hand may also prove difﬁcult unless the researcher knows a member of the club. If the
data is not readily available from a site visit, the researcher can contact the golf course
manager directly and tell them a competitive study is being done. Offer to share the data
collected in the competitive study in exchange for information on the course.
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The following is an outline of the data that should be collected for the various kinds of
courses:
• Public Fee Courses
Pricing on greens fees including seasonal and time-of-day price differences if
offered. If different, include fees for senior and junior golfers as well. Make note as
to what the cart fee is and if it is included in the quoted green fees. Note the caddie
fees, if available. Ask the head golf professional for the total amount of 18 hole
rounds played on the course annually.
• Semi-Private Courses
Obtain the same information listed above for the public fee courses as well as the
types of membership the course offers. These may be annual memberships, where
an annual fee is paid and the member pays no greens fees, only cart fees when he
plays. The memberships may involve a one-time "initiation fee" and monthly dues
rather than an annual fee. Ask what member privileges include. These vary from
course to course but usually include membership in a men's or women's golf
association (if they have one), maintenance of the member's handicap, and the
ability to reserve tee times in advance of the general public.
• Private Courses
Data gathered on a private golf course should include the number of members and
membership pricing for all categories of memberships. Private clubs usually request
a one-time initiation fee which may be refunded or transferred when the member
resigns. In addition, there may also be a stock purchase required that will give the
member voting rights. The stock is usually sold or transferred upon member
resignation. Members are also required to pay either monthly or annual dues.
Make note of any additional mandatory fees the members must pay (food and
beverage minimums, assessments, capital improvement fees).
If possible, information should be obtained on how many rounds are played annually
on the course and if golf outings are accepted by the private course.
• Resort Courses
Resort courses vary widely as to the type of play offered. The primary revenue
generator for most resorts is room revenue and the ancillary expenditures (food,
meeting room usage, pro shop expenditures, etc.) that the guests generate.
Therefore most resorts give top priority to resort guests and make certain they can
get tee times. Resorts generally have two types of guests that have different playing
patterns: the corporate or meeting guest who meets in the mornings and has
afternoon tee times and the social or vacationing guest who usually plays on the
weekends. Most resorts generate additional revenue by offering memberships and/or
allowing public fee play to take up the unused tee times.
The type of information gathered for the resort courses can include the same
information that would be gathered for a public fee or semi-private course,
depending upon the resort’s golf offering.
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• Other general information to be gathered for each course researched
• Notes should be taken on the food and beverage concept offered (snack bar vs. full
dining room) and menus should be obtained for price comparison. Using either the
luncheon or dinner menus (or both), compare the price of a ﬁsh, chicken, and beef
entree item. This will provide a look at the low-to-high price range among the food
and beverage operations of the courses researched.
• Outing package information (usually includes greens fees, cart fees, and a Pro's fee)
should be gathered and some estimate the number of outings the course hosts.
E. Interviews and/or Focus Groups
The interview portion of the market study will be the most revealing and informative
part of the study. A researcher looking into the possibility of a new golf course may
discover the location, the demographic report and the lack of existing competition in
an area all point to a potentially good market for a new club. In talking to a real estate
broker he may then discover that there are plans for a new development including a golf
course within close proximity of the researcher’s site that could prove to be formidable
competition. When it comes to interviewing prospective or existing golfers for a golf
course, keep in mind that the highest form of ﬂattery is to ask someone their opinion.
The researcher will ﬁnd that no compensation is necessary or expected - business people
understand the necessity of research for success. Most professionals want new and existing
businesses to prosper, for prosperity breeds success for others.
Professionals that should be on the researcher’s interview list:
* Bankers
* Residential real estate brokers
* Chamber executives
* Local corporate executives
* Other developers
* City Ofﬁcials
* Local hotel managers
* Area golf professionals
Most importantly, interview a wide variety of golfers representing a mixture of ages, caliber
of play, length of time in playing the game, household income, and executive status.
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While some of the questions pertinent to the professionals listed above were mentioned in
the “Economic Data” section earlier in this manual, other questions and issues that should
be explored with those interviewed (depending upon profession and/or area of expertise
or interest) include:
• Does the individual play golf? If so, how often and on what courses?
• Which course is played most frequently and why?
• How are area courses perceived in the area in terms of playability of the course,
quality of the facility, service, and attitude of the staff?
• Does the individual perceive a need for a new golf course in the area? If so, why?
If not, why not?
• Does the individual have any suggestions for any unmet needs or expectations of area
golfers in terms of a new golf course (i.e., more extensive golf instructional
programs, availability of caddies)?
• Can the individual think of any others that should be interviewed that would be
particularly knowledgeable or opinionated on the need or lack of need for a
new golf course?
Interviews can be done on a one-on-one basis or in a focus group format. Details on how
to organize and implement focus groups are found in the “Focus Group” section of this
manual. It should be understood that some of the professionals interviewed will be those
whose time is valuable. Offering to take them to breakfast or lunch in exchange for
their time is an offer few can turn down. The same is recommended for the focus group
format. People do break for lunch and those focus groups that are scheduled around
a breakfast or luncheon scenario are often the best attended, particularly when the
participants are promised they will be kept no longer than an hour to an hour and a half.
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Properly Positioning the Golf Course

O

nce the market research is complete, the golf course owner has factual data which
provides:
•The proﬁle of the prospective golfers within the target market
•The geographic radius of both the primary and secondary markets for the golf course
• The types of competitive facilities these golfers are now playing
• Speciﬁc "likes and dislikes" of the golfers discovered in the interviewing or focus
group process.
• Financial information on competitive facilities.

The owner must then decide how to “position” his or her golf course to optimize the
opportunities within the market place. This position should be spelled out very clearly and
concisely in a positioning statement that will serve as a “steering mechanism”, guiding the
marketing and advertising efforts.
Example of a “positioning statement” drafted from market study facts:
Mr. Smith discovers from his market research for Stonebrook Golf Club that
• The total household population within a twelve mile radius is 60,000.
• 28%, or 16,800, of the households within this market area have household incomes
between $50,000 and $75,000.
• 14%, or 8,400, of the households have incomes of $75,000 and greater.
• The competitive study shows there is one upscale country club which has an
initiation fee of $10,000 and dues of $250 per month. The only other golﬁng
alternative is a municipal course which charges $15 every day of the week and is
very difﬁcult to get onto.
Mr. Smith is certain a mid-range course will capture those who can’t quite afford the
country club, but wish to play golf on a less crowded course than the municipal course.
He also found in the interviewing portion of the study that many families want to
participate in programs such as junior golﬁng programs, tournaments, womens’ golﬁng
groups, etc. His positioning statement reads like this:
“Stonebrook Golf Club will be a ﬁne quality golf club appealing to those golfers who want
country club quality facilities, services, and programs at public fee course prices.”
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Designing the Marketing Program

I

n the example above, Mr. Smith used his research to design a positioning statement that
would assist him in creating the image of his golf course in the minds of the consumers.
He wants them to believe that while they will not have to pay an initiation fee or be
obligated for monthly dues, they can feel as though they are a member of a private club
and enjoy comparable facilities and services. Now Mr. Smith needs to put together a
marketing program that will effectively send that message to his target market.
Mr. Smith’s marketing program needs to incorporate three primary components:
• Advertising
• Database Marketing
• Public Relations

Advertising

I

n a recent survey sent to its members, the NGCOA asked how much golf course owners
typically spend on advertising as a percentage of their annual revenues, and where they
spend their advertising dollars. Responses are found in Exhibit A found on page 58 of this
manual, but in general, the survey revealed the following:
• The golf course owners who responded spent an average of 2.6% of their total annual
revenue on advertising
• Translated into dollars, the median annual advertising budget for those interviewed
was $24,600
• The dollars were primarily spent in the local newspaper, on direct mail, and in
yellow page advertising.
The survey indicates, however, that golf course owners use several advertising avenues to
“get their message” to their target market.
In order to maximize the effectiveness of their marketing dollars, Northwestern
University’s Philip Kotler, the author of Marketing Management: Analysis, Thinning
Implementation and Control, advises there are ﬁve “M’s” to be considered before putting
together an advertising program:
• Deciding the mission of the marketing program
• Determining how much money can be spent on the program
• Choosing what message is to be conveyed
• Discovering what media best delivers the message
• Designing a means of measurement for the program
Most golf course owners agree on the mission of their advertising campaign - to generate
golf rounds by appealing to the golfers in the target market. Put in simple terms, the
overall marketing program is intended to drive “trial” and “frequency.” They want to get
the golfers to try the golf course and to return often (and bring their friends).
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The message conveyed in the advertising will vary by group of golfers targeted, season of
the year, or even by time of day during which the owner wishes to increase usage.
In order to knowledgeably decide on what media should be used, owners should consider
the “pro’s and con’s” of what’s available:
• Newspaper
As the NGCOA survey revealed, most owners see their advertising dollars as being
well spent in the local newspaper. The lead time involved for placing an ad in a daily
paper is minimal, with most newspapers requiring print-ready ads anywhere from
ﬁve to seven days prior to the targeted print date. The ad will typically reach those
living within the target market. The dollar amount spent, depending upon the size of
the market and the circulation of the paper, is relatively inexpensive compared
to other media advertising like radio or television. Newspaper advertising can be
very effective, providing a few simple rules are followed.
C.J. McDaniel, senior vice president of marketing for Club Corporation of America,
is involved in advertising planning for more than 30 public fee and semiprivate
courses. McDaniel suggests there are ﬁve critical ingredients to an effective
newspaper ad:
• The ad should visually express golf through the use of golf-related graphics
or photographs
• The ad should make an offer: price pulls
• The ad should appear in parts of the paper most widely read by the target
audience, i.e., the sports pages or the business news
• The ad should always include the club name, address and phone number
• There should always be a call to action which causes the golfer to bring the ad
in to take advantage of the special
In Exhibit B on page 61 of this manual, McDaniel gives an example of a well designed
newspaper ad. The success of the ad can easily be measured by the number of ads
redeemed.
There are several advantages to newspaper advertising. The lead time in getting the
ad to the newspaper ofﬁce is ﬁve to seven days prior to the targeted print time,
allowing for quick reaction time. So, the golf course owner who wishes to generate
additional play through an ad printed in one week’s paper, need only get the ad to
the paper the previous week for print. Also, newspapers provide good coverage of
the local market. One disadvantage of a newspaper ad is that it is a one-shot method
of communication that must be repeated in successive newspapers for broader
response. To remedy that, the golf course owner can purchase several days or weeks
worth of space, often at a lower price per ad than the cost of running one individual
ad. Another disadvantage is that it is mostly a black and white medium that cannot
appeal to the senses as can radio and television.
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Cost for placement of newspaper ads is determined by the size of the ad, size of the
market, and the circulation ﬁgures of the newspaper. Golf course owners should
invest in ads that best reach their speciﬁc market. For instance, rather than
advertising in the Dallas Morning News, a golf course owner in Plano, Texas, a suburb
of Dallas, may look into advertising in the Plano suburban edition of the
Dallas Morning News. While the larger edition reaches a great number of potential
golfers, the suburban section costs less because of a smaller circulation, and goes to
those potential golfers most likely to play the course - those within the immediate
market area of the golf course.
Newspaper ads are usually given to the paper in “print ready” form which can be
screened contact prints (veloxes), or camera-ready art, or negatives. Golf course
owners can receive recommendations from newspaper ofﬁces on how to design ads.
Advertising agencies can also be used to design the newspaper ads, recommend
the best placement within the newspaper, and suggest the most effective frequency
for running the ad.
• Yellow Pages
The NGCOA golf course owner survey indicated that the second greatest expenditure
by those surveyed was advertising in the yellow pages. Many consider it “year round”
advertising, with the median expenditure by those interviewed being $1,033 annually
on yellow page ads. While an actual ad in the yellow pages may cost the golf
course owner more than a simple listing (costs vary widely depending upon the
size of the market) an ad provides the owner an opportunity to entice the browser by
providing additional information beyond just a listing.
In designing an effective ad for the yellow pages, much of McDaniel’s criteria
above for a newspaper ad also applies. The ad:
• Should include photographs or graphics that are eye-catching and golf-related
• Should include the name, address, and phone number of the course
• Should give some indication of location in proximity to downtown, a major
landmark, or well-known area of the city
A yellow page ad can bring in ﬁrst time golfers who may be visitors to, or new
residents of the city. Convenience of location or ease in ﬁnding the course can be a
deciding factor on what course they choose to play.
Yellow pages as an advertising medium have the advantage of being a year-round
advertising means. Unlike daily or weekly newspapers, people keep their yellow
pages for year-round reference. The disadvantage is that, like newspapers, it is
only a black and white medium. Also, the audience must speciﬁcally be looking for
the information rather than being exposed to it through browsing.
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• Direct Mail and Database Marketing
Direct mail pieces can be as simple as a post card or as extensive as a personalized
letter to an individual that includes a four color brochure. The piece can be mailed
to prospective golfers found on a list of income-qualiﬁed residents in a selected
zip coded area. These lists can be purchased through advertising agencies or a
number of other sources found in the yellow pages. These lists should only be
purchased by newly opened courses, as the most effective list for existing courses
will be the one compiled by the golf course itself of those that have visited the
course at least once. Every golf course owner should be accumulating a database of
players and should be marketing to this database.
In this day of easy and relatively inexpensive computer technology, golf course
owners simply can’t afford not to do a good job of database marketing. Using a
personal computer, the golf course owner can begin from the very ﬁrst day of
operation to gather names, addresses, and other pertinent information on golfers
who play the course. Who better to market to than a golfer who already knows
where the course is and how it plays!
Gordon Law of HadelerLaw, a media management ﬁrm in Dallas, says database
marketing provides:
• A better understanding of who the customer is through segmentation and
targeting. The information gathered can provide insights as to the age of the
player, where he lives (zip code), how frequently he plays the course, and
the time of day or day of the week he most often plays. The data can be
manipulated or sorted by those categories (zip code, gender, etc.). This data is
valuable in assisting the owner in targeting certain age groups in geographical
areas of the market, and in guiding decision-making for future marketing campaigns.
• It allows for measurement of the effectiveness of direct mail advertising and
promotions, providing tracking systems are built into the promotions. Examples
are cards or ads that are to be redeemed for the special offering, etc. Once
those cards or ads that were sent via direct mail are redeemed, the owner can
track the number of golfers in the course's database that actually responded.
The pro’s and con’s of database marketing are similar to those of direct mail in
general. They both have the distinct advertising advantage of sending a speciﬁc
message to a very speciﬁc target audience. The disadvantages are postage costs,
and the time and expense involved in personalizing the piece, which is key to
increasing response. But with computers, this disadvantage is largely non-existent.
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Two large challenges of database marketing are ﬁnding innovative ways to encourage
the golfer to give the data needed and then creatively using the data to
communicate to the database of golfers. Each golf course owner must determine
what information is important. It is recommended they begin by designing a card (no
larger than the size of a post card so as not to be too intimidating to the golfer ﬁlling
it out) asking the following basic information:
• Name
• Address (both home and work), including city, state and zip code
• Occupation and company name
• Other courses they frequently play
Some innovative ways of getting the information from the golfers include:
• Have a drawing for a golf bag or a weekend round of golf for four from among
those who ﬁll out the information cards.
• Offer everyone who ﬁlls out the information card a golf ball.
• Tell them they will be put on a mailing list and will be mailed information on
specials being run at the golf course.
• Offer everyone who ﬁlls out the card a "membership" which includes receipt of
a monthly newsletter, a handicap service, and invitations to play in the
tournaments held at the course.
• Set up a "frequent player" program in which those who ﬁll out the information
get a card similar to the membership card mentioned above. Rewards would
be given as the golfer plays certain numbers of rounds, such as a
complimentary cart fee after the golfer plays ﬁve rounds or a weekend round
of golf after the golfer plays ten rounds.
Some creative ways to utilize the information while gathering it:
• Periodic mailings or newsletters: monthly would be best, depending upon the
affordability. Simple desktop publishing software can enable the owner to do
a classy one page (front and back) newsletter updating the golfers on specials
in the pro shop, tournaments being hosted and more importantly, upcoming
discounts or specials being offered.
• Direct mail ﬂyers on seasonal specials to encourage golf rounds through pricing
incentives when the course needs business.
• Analyze the zip codes the course is pulling from and do targeted mailings to
residents in those areas.
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• Golf Planners, Golf Guide Books, and Golf Passbooks
The fourth most widely used means of advertising among the owners who
participated in the NGCOA survey was golf books. These can be either golf planners,
golf guide books or golf passbooks. Hank Johnson, former Executive Director of the Low
Country Golf Course Owners Association in Hilton Head Island, South Carolina,
explains the difference:
“Golf planners are produced to represent and sell areas like Hilton Head to distant
markets or potential visitors to the Island to help them plan vacations in advance.
Golf guides are for local golfers as well as visitors to the area and give locals and
tourists greater details about the courses than golf planners, outlining where they
are and how to get there. Golf passbooks are printed by groups like the Low Country
Golf Course Owners Association in a limited number. They are sold to local golfers to
raise marketing dollars (and dollars for local charities in the case of the Low Country
Golf Course Owners Association).”
Golf planners are often put together by local chambers of commerce or convention
and visitors bureaus covering a resort area. They are often mailed to potential
golfers or vacationers who responded to advertising done by the resort area and are
considering a trip to the area. The golf planners contain information on golf and
lodging and exciting attractions offered by the vacation area. They promote places
to stay and play golf, making it easier for the golfer to plan a vacation.
Golf guides are targeted to local golfers, as well as visitors to an area, and give more
speciﬁc details than do golf planners. They are generally provided to vacationers
once they reach the location, and are intended to help them plan their vacation
activities. Contents include information on the area’s golf courses, such as yardage,
number of holes, amenities, where they are located, and instructions on how to get there.
Golf passbooks are put together and marketed to local golfers and frequent visitors
to an area. They often provide discounts, coupons or deals. If someone in a local
area is creating a passbook, he or she will often contact all of the golf courses to
invite them to participate. These passbooks drive “trial” as well as increase
“frequency” as all golfers are looking for price savings.
Twenty-two golf course owners that are members of the Low Country Golf Course
Owners Association jointly publish an annual golf passbook. Johnson says the books
are printed to offer $800 in golf savings for the golf buyer and are sold for $110
by the participating golf courses. The number of books sold is limited to 1,000 and
the courses all take advance orders from previous year’s purchasers.
The golf book is intended to drive golf rounds when the courses need the trafﬁc:
after 11:00 a.m. in December and January and after 12:00 noon in February through
November, excluding the high season months of March, April and October. The golf
courses print an additional 1,000 copies, some of which are donated to area charities
through a charity committee.
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• Destination Marketing
Just as the Hilton Head golf course owners pool their advertising dollars and
marketing efforts, so too have the golf courses in the Myrtle Beach area. To facilitate
this, a non-proﬁt trade association of 86 golf courses and 96 accommodations
encompassing a 60 mile area from Georgetown, South Carolina, to Southport, North
Carolina, called “Myrtle Beach Golf Holiday” was formed in 1967. The primary
mission of the association was to market the area as a major golf destination. The
association’s efforts involve special marketing programs for the United States,
Canada, and the United Kingdom. Advertisements promoting Myrtle Beach area
golf vacations are featured in major golf publications worldwide. Toll free numbers
are offered for inquiries from more than twelve foreign countries. Callers are sent
free vacation planners with golf package rates for all members’ accommodations,
members’ golf schools, recommended restaurants, and other travel tips. The
association’s marketing efforts have translated into hundreds of thousands of annual
golf visitors from around the world resulting in more than 3.9 million golf rounds
being played on the “Grand Strand” courses every year.
The Myrtle Beach example of destination marketing underscores what can be
accomplished when golf courses, restaurants, lodging, and other area attractions
pool not only marketing dollars but marketing energies as well. Advertising a
message about a destination rather than one golf course, restaurant, hotel or even
a singular tourist attraction sends the message of multiple opportunities for visitors
or tourists going to the advertised destination. Every entity involved beneﬁts from a
stronger message advertising multiple facilities and attractions that communicates
to and attracts a larger market.
• Radio
Radio advertising, depending upon the size of the market, can be very effective
in reaching the target market, providing the owner knows which radio stations are
listened to by the golfers. Vince Alfonso of Alfonso Creative Golf Enterprises, Inc.,
has done marketing consulting for golf courses for more than twenty years. He
suggests an innovative way of ﬁnding out what radio stations golfers are tuning into.
Mr. Alfonso’s method of “roadblocking” works best for those golf courses in smaller
markets with a limited number of radio stations. Here’s how it works:
• The golf course owner requests the same time slot (for example 7:08 a.m.) on
all of the predominant stations in the area each day for ﬁve days of one week.
• Golfers playing the course doing the advertising are surveyed during the week
to discover whether they heard the commercial, and if so, on what station.
• By the ﬁfth day, the survey should reveal the station most frequently listened
to by those golfers currently playing the course. Having determined popularity
of local stations among golfers already playing the course, the owner also now
knows what station he should use to reach other golfers listening to the station
that haven't as yet played the course. Such an experiment will demonstrate to
the owner which radio station provides the greatest exposure to the golﬁng
market for the radio advertising dollars spent.
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While Mr. Alfonso emphasizes such surveying can be very effective, it is mainly
affordable in small markets where there are not a lot of radio stations and where the
whole test would cost no more than $1,500 for the radio spots.
An advantage of radio advertising is that it provides an audio presentation that can
be much more effective than print because it directly broadcasts the message to the
audience. If the listener is tuned into the station, he hears it. With a newspaper ad,
it can be passed over if the reader is drawn to another part of the newspaper’s page
or if the reader chooses not to read that section of the paper in which it is printed.
However, a one-shot radio spot can be more expensive in comparison to newspaper
advertising (depending on the newspaper and radio station used). Also, the average
thirty-second radio spot is short-lived and may need to be repeated multiple times
to really catch a listener’s attention.
• Cable Television
With the emergence of major national cable television networks, more golf courses
are ﬁnding cable television as a very effective and affordable means of advertising.
Of the twelve forms of advertising used by those surveyed in the NGCOA marketing
survey, cable ranked sixth in order of expenditure.
Trent Kelly, an account executive with TCI Media Services in Dallas, Texas, says that
cable advertising has many more advantages than other media in that it “reaches out
and touches the audience.” A golf course owner can have a thirty second commercial
produced for as little as $500. Once produced, area cable advertising professionals
can provide the golf course owner with detailed and extensive data on what
networks (ESPN, CNN, Comedy Central, etc.) are most frequently watched and when
by individuals having the greatest propensity to golf. In research pulled on the Dallas
area golfers, the TCI Media Services showed some of the most frequently watched
networks by golfers are ESPN, Comedy Central, and Headline News. Kelly points
out that cable advertising in and of itself has a qualiﬁed market as viewers pay a
premium price for cable viewing and tend to be an upscale group.
In discussing advertising rates, Kelly says they are based on the number of viewers
watching the network chosen. One other factor which determines cost is how
favorably the show is rated in the “Nielsen ratings,” a measurement of a program’s
viewing audience on both national and local levels.
Cable television offers a great deal of ﬂexibility in that the advertiser can choose
a speciﬁc network like ESPN or a cluster of networks on which to advertise. They
can also choose very speciﬁc geographic “zones” in which they wish to advertise,
covering anywhere from a one mile radius to a one hundred mile radius around their
golf course.
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Sample rate sheets and a zone map were provided by TCI Media Services in Exhibit
C on page 62 of this manual. As outlined above, there are multiple variables that
factor into the rate cost of a thirty second commercial on cable. The rate sheets
reﬂect that a thirty second commercial shown on CNN, prime time, and in all Dallas/
Fort Worth area zones would run $451 per “spot” or thirty second commercial. This
same commercial on a local broadcast afﬁliate during prime time could cost as much
as $4,000 per spot.
Kelly also advises that television is an image-building medium ﬁrst and foremost, and
is designed to work over time. To effectively use cable, golf course owners should
consider running about two spots per night per network, ﬁve nights per week for
three months. According to the rate sheets in Exhibit C, a golf course owner in Plano
or Richardson, Texas, wishing to advertise his or her course in one zone and only on
ESPN ($36 per spot in prime time), twice per night for ﬁve nights over a twelve week
period would invest $4,320 on cable television advertising.
While cable advertising is more expensive than the other advertising media
discussed, the advantages are that it offers ﬂexibility in the message in that the
golf course owner can speak directly to the market and show the beauty of the golf
course and facilities. It offers the sophistication of detailed research in targeting
the golﬁng audience, the networks they are watching, and when they are watching
them. It is the ultimate media in building image and creating awareness by using the
power of sight, sound, and emotion.
• Outdoor Advertising
Outdoor advertising can either be in the form of signage the golf course owner has
had made to display on or near the course, or billboard advertising where the owner
rents billboard space near the course or on a thoroughfare where the target
market travels.
Billboards
Billboard advertising can be very effective if placed on highly trafﬁcked
thoroughfares in the target market areas. Production costs for the painted
bulletins used on the billboard are often included in the monthly rental
charge. Billboard rentals can run as low as $2,000 per month in small
markets to as high as $25,000 per month in markets like metropolitan Chicago.
Message preparation for the billboard ad can be done in two forms. The
least expensive is to paint the message onto the billboard. The more expensive
form of billboard advertising uses “vinyls” or ads with color pictures reprinted
onto vinyl sheets that are simply placed on the billboards. The cost of the vinyl
preparation itself can be upwards of $2,000 or more, depending upon the
photographs or graphics used.
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Signage
If a golf course owner is going to go to the expense of having signage made for
display along roadside areas, it is wise to investigate local regulations or
ordinances that govern and impose restrictions on outdoor advertising along
public thoroughfares.
Outdoor advertising’s advantage is that it offers the ability to reach a large
population, depending upon the volume of trafﬁc that goes by the billboard.
It also offers repeat exposure to those who may pass it frequently on a daily
basis. The disadvantage of this advertising medium is that unlike direct
mail and some of the other advertising options discussed above, there is no
audience selectivity or targeted audience marketing.
• Media Specialists
Golf course owners considering the media forms mentioned above in their marketing
plans may choose to explore the services of professional media management ﬁrms or
advertising agencies. Gordon Law of HadelerLaw, quoted earlier in the Database
Marketing section of this manual, said that specialty ﬁrms or agencies can beneﬁt the
small golf course owner in the following ways:
• Advising the owner on various media buying options in the market which will
allow the owner the most cost-effective coverage
• Media agencies may be able to provide media buys much less expensively
because they are buying for multiple clients and/or they may have established
beneﬁcial relationships with media in the marketplace
• While agencies and/or management ﬁrms have their fees, often those fees are
minimal in comparison to the savings and advertising results they can provide
the golf course owner
When asked how he might recommend that a golf course owner select an agency,
Law suggests seeking out those agencies that are currently running ad campaigns
in the marketplace that have “caught the owner’s eye” or have been particularly
creative or impressive in their use of the media. He also suggests getting a
recommendation from other advertisers and golf course owners in the marketplace
as to what agencies they have used or have impressed them.
• Internet Marketing
Many golf course owners will ask, “Why advertise on the Internet?” In a recent
article in the Dallas Morning News, the Internet was compared to the telephone
answering machine. The article pointed out that once upon a time few people had
answering machines, now people get annoyed if there isn’t a device to answer the
phone when there is no one at home. The Internet will soon be as commonplace as
answering machines, and as critical to businesses as fax machines have become.
Many people use the Internet for planning vacations and even booking their airline,
hotel and even tee time reservations. If golf course owners are going to compete,
shouldn’t they explore and be familiar with a source of advertising their competitors
may already be using?
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The InBusiness section of America Online, Inc. is a great source of information
on how to set up a web page and use it to promote a golf club. Any subscriber to
America Online can simply access InBusiness through their services menu. Costs vary
on setting up a web page depending upon the Internet service provider. Internet
service providers offer various incentives to setting up your web page with them: for
example, America OnLine allows customers to have a web page for no additional cost
over the monthly charges. Others may provide services such as tracking the number
of viewers of the page, and answering inquiries made to the web site. Monthly
charges may be higher for many of these and there may be an initial start up fee.
Design of the web page can be done by the enterprising golf course owner in-house
or can be outsourced to professionals who list their services on the Internet. Web
page effectiveness not only depends upon the design of the page, but the ability of
the interested “web surfers” to ﬁnd it. InBusiness recommends registering the web
site with all of the online “search engines” which Internet subscribers use to help
them “surf the ‘net” or ﬁnd areas of interest.
The web page should never be allowed to stagnate. To be effective, it should
constantly be updated with new information on the golf course. Golf course owners
can use their web page to communicate information on location, facilities, special
programs offered, varying seasonal green fees, etc.
There are numerous beneﬁts to using Internet advertising. It is relatively inexpensive
and can provide as much or little information as the golf course owner wants to
communicate. One disadvantage of the Internet is that it is still relatively new to
a large portion of the population. However, the latest subscriber statistics show it
is catching on like wildﬁre, with a rapidly accelerating acceptance rate and usage
around the world.
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• Public Relations
Public relations is marketing done with two primary objectives: to create awareness
of the golf course in the community and to give it a positive image. Good public
relations involves the owner, the golf pro, and the manager getting to know the
media personalities like sportscasters from the newspaper, radio, and television
stations, and establishing mutually beneﬁcial relationships. It also means the club
staff should join and support local civic and charitable organizations including
the Lions Club, the Rotary, and the local chamber of commerce. Special events
marketing is one form of public relations.
Special Events Marketing
Special events marketing can begin with hosting some of the civic and
charitable events that help support the organizations and charities mentioned
above. This type of marketing also involves having a variety of functions at the
golf course. While there is a wide variety of events that can be hosted, most
golf courses should include some of the following in their planned annual
calendar of special events:
• An anniversary party
Every course has an opening anniversary once a year and it should not pass by
without some sort of fanfare. This can range from a full blown month of events
planned to celebrate, to one jam-packed Saturday when there is a major
tournament planned and refreshments are served to all who participate. Major
anniversary years such as the ﬁfth, tenth, ﬁfteenth, twentieth, etc., should be
highlighted to get as much mileage and publicity as possible
• Celebrity events
"Celebrities" can range from local television personalities to city ofﬁcials such
as the mayor to sports ﬁgures and other high proﬁle individuals. For these
events, plan "shoot-outs," celebrity challenges or "play with the pro" events.
Such publicity advertises that these kinds of personalities frequent the course
• Charitable events
All courses should host one or more charitable event as it sends a positive
message to the community and indicates that the course supports and gives
back to those that contribute to its success. Target charities in which the
course may be able to get local dignitaries or sports ﬁgures to help with the
success of the event. Many course owners are concerned with losing large
sums of money by hosting charity events. However, hosting charity events does
not mean that they must be done for free. Usually all proﬁts over cost are
donated to the charity involved
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• Environmental programs
Golf course owners should be major players in environmental programs
to preserve the natural beauty of the land. There are environmental
recognition or certiﬁcation programs that can help the owner "do the right
thing" and gain publicity for the course. One such program is the Audubon
Cooperative Sanctuary Program (ACSP) for Golf Courses created by the Audubon
Society of New York. Other programs golf course owners can get involved
with include the National Awards for Environmental Sustainability and the
Environmental Steward Award. Look for opportunities to spearhead these
programs and advertise your proud participation in them
• Tournaments and play days
Target some of the fastest growing groups of golfers, women and juniors, and
advertise the offering of programs speciﬁcally for them. Such public relations
programs signify the course is "user friendly" to these groups and will therefore
attract this growing segment of future golfers
Speciﬁc examples of an excellent annual special events marketing campaign
are found on page 38 of the “Marketing Narratives” section of this manual.
Edelman, a very successful advertising agency, has provided a sample marketing
plan which includes a calendarized, twelve month action plan for an 18 hole
golf course. It should be noted that the primary task of Edelman throughout
the plan was not only to assist in planning and implementing the scheduled
events, but to prepare and circulate press releases to local and regional media
so as to get press coverage. Done properly, public relations and special events
marketing can generate a great deal of unpaid media coverage. Getting good
press coverage is accomplished through establishing the press relationships
mentioned above and by providing well-written press releases. In addition,
the fourth narrative in this manual contains several examples of marketing/
promotions ideas
Press Releases
As the above information about public relations and special events suggests,
establishing a good relationship with writers, editors, and reporters in the
sports arena of the local media is a good ﬁrst step in getting press coverage
for the golf course. An important second step is communicating to them the
activities of the golf course, and requesting that they print the information if
space permits. Communicating this information is best done in the form of a
press release.
Generally, a press release is a typed fact sheet stating the details of the event
or activity in a clear, accurate, and concise manner. Many editors or sports
writers request that press releases simply state the “ﬁve W’s” of the activity
- who, what, when, where and why. In most instances, they will then take
these facts and rewrite the press release, converting it into their own style of
reporting. An effective press release is one in which the event, tournament
or other circumstance is outlined by day, date, location, number of people
attending, special people attending, reason for event, results of event,
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tournament, etc. It is recommended that if the golf pro or manager knows
the individual at the newspaper, radio station or television station, that they
precede sending or faxing the press release with a phone call to the individual
letting him or her know it is coming. Also, always be sure to call the reporter
back to provide more details if needed.
Many golf course owners or golf professionals believe that only press releases
on major events get coverage. That is not necessarily true. It is recommended
that press releases be sent to local papers and radio stations concerning
everything from demo days, tournaments, and clinics to anything that involves
signiﬁcant activity at the golf course. Owners and golf professionals will be
surprised at how frequently the media is looking for “ﬁller” for slow news days.
Exhibit D on page 66 of this manual, is a sample of a press release written to
announce Cliff Rampy’s election as president of the board of directors of the
NGCOA. The ﬁve “w’s” outlined in the press release are as follows:
Who:
Cliff Rampy, owner and operator of Treeline Golf Club in Tomball Texas.
What:
Has been elected to serve as the President of the NGCOA for 1996.
When and where:
At the Association’s 14th Annual Conference in Palm Springs, CA.
Why:
“...Rampy’s goals for the NGCOA are to build the Association’s membership and
maintain and create positive environments...”
The press release was distributed by the NGCOA ofﬁces to the local newspapers
and included the name and phone number of an NGCOA executive that could be
contacted for additional details.
Press Conferences
Press conferences allow the golf course owner to get “up close and personal”
with the members of the press. Press conferences go one step beyond
press releases in that they are formal, scheduled presentations where
representatives from the local newspaper, radio, and television stations are
invited by phone call or letter from a golf course representative to come to
the golf course at a scheduled time for an announcement or meeting with a
celebrity, dignitary, etc. Press conferences are usually scheduled for events
such as charitable tournaments, celebrity shoot-outs, or any other kind of high
proﬁle event the club wishes to publicize. A prepared statement should be read
by the golf course owner or representative and there should be an opportunity
for questions from the press. The press conference may also include a press
golf tournament and/or lunch to entice local press to cover the event. The club
should also have press kits with fact sheets to distribute to the press.
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Press Kits
Press kits are essentially information packages about the golf course. The ﬁrst
written piece of information in the press kit should be a fact sheet listing all of
the basic information on the golf course including:
The name of the individual or corporation that owns the golf course
The date the course was opened
The acreage of the entire facility and its location in relation to downtown or
some other well-known area of the city. A small map might also be included
The yardage, number of holes, and name of the designer of the course
Description of the signature hole(s). It may also offer some descriptive
information on number of holes with water, details on the terrain, and any
other unique or special aspects of the course
Details on other facilities such as the clubhouse, driving range, teaching
facility, private party rooms, and outing capabilities
A contact name and phone number for additional information
The press kit might also contain brochures on the golf course, a scorecard,
information on seasonal rates, and any other pertinent information that might
be available on the course. All of this printed matter should be assembled into
a simple, yet professional looking folder for distribution during press
conferences or as an enclosure if press releases are being sent for the ﬁrst time
to an area publication or media source.

• Other Advertising Tools
Photographs
Golf course owners can consider their signature holes as a real advertising tool.
Photos of signature holes can become as familiar a sight to the golfers as the
course’s logo. Mike Klemme of GOLFOTO, Inc., describes a course’s signature
hole as one “which has the most dramatic light, the most rocks, water and
trees, the best golf shot, the landscape which most typiﬁes the area and is
normally the most expensive to build.” Photographs of the signature hole used
on the course’s scorecard, yardage book, bag tag, post cards, and posters can
be very effective marketing pieces. These items can not only serve as
advertising tools getting the word out about the course, but they can also
generate revenue as pro shop merchandise.
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Brochures
The golf course owner may also consider a golf course brochure to serve as an
image piece, providing beautiful pictures of the golf course and information
about the course’s amenities. The brochure should include the following:
Attractive photography
A description of the course, including the designer, yardage, and number of
sets of tees
A listing of greens fees and cart fees
Outing packages that are available
Private party rooms or areas for private functions that can be reserved for groups
A small map on the back side with directions, the mailing address, the web site
home page address if the course has one, the phone number, and the name of
the golf professional or club manager for individuals to call for additional
information
Any unique historical features the course possesses
Because many golf courses are within or near major housing developments,
such brochures could be co-operational efforts with residential developers.
Golf course vendors: food and beverage, pro shop, equipment, etc., may also
contribute to the brochure printing to have their names mentioned or have
small ads included.
While golf course owners can develop brochures in-house, this is another task
that can be outsourced to printers who offer design services or to full service
advertising agencies. Brochures can be very useful marketing tools, used not
only in direct mail pieces, but as “take aways” given to those inquiring about
outings, and other private group functions that could be hosted at the facility.
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O

nce the golf course owner has done the research on who and where the golﬁng market
is for the golf course and then explored all the advertising opportunities available to
communicate to that market, the next step is to put together a logical, cost-effective
marketing budget. Only then can the golf course owner put together the right marketing
plan. The following are the decisions that must go into assembling that budget:
• How much money to allocate for the marketing budget
• Where to spend the money allocated
• How to measure the effectiveness of the money spent
How Much to Spend?
As the NGCOA survey of its members pointed out, golf course owners spend on
average 2.6% of their annual gross revenues. Interviews with other marketing
professionals in the golf business indicated that expenditures range anywhere
from 1.5% to 5%, depending upon the revenues of the course and the stage of
development. Many golf courses in the development or newly opened stages have to
spend more to introduce the course the ﬁrst year.
Where to Spend the Money Allocated?
The median annual marketing budget for the polled group of NGCOA owners was
$24,600, with the individual median dollar expenditures being broken out as the
survey shows in Exhibit A on page 58 of this manual. Because of the differences in
markets, proﬁle of players, and kinds of media available in various geographic areas,
this survey should serve only as a general outline as to what advertising and media
opportunities can be considered for marketing budgets. It is suggested that once
the golf course owner completes the research stage of the golf course market place
covered in the market research section of this manual, that the advertising options
be analyzed in detail as well. The attached list in Exhibit E on page 67 should serve
as a guideline for the questions to ask when calling to get advertising information
from the newspaper, radio station, yellow pages, etc., and the format that will help
in planning.
How to Measure the Effectiveness of the Money Spent?
The “CPM” Factor
One measure of the effectiveness of advertising is to analyze the “cost per thousand
persons reached” or “CPM” of the advertising means. Let’s apply this term to some
of the advertising media discussed in this manual. If one ad in the Dallas Morning
News sports section costs $1,000 to run and the newspaper has a circulation of
100,000, the cost per 1,000 readers is $10. If a major golf resort took out a full page,
four color ad in Newsweek with an estimated readership of two million at a cost of
$65,000, the cost of exposing this ad to 1,000 people is $32.50. In order to analyze
the CPM for each advertising means considered, the golf course owner must know
the number of people the medium will reach: For example, the circulation of the
newspaper or yellow pages, the trafﬁc that will pass by the billboard or dedicated
sign, and the number of listeners or viewers of radio or cable television.
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It should be noted that the cost per thousand persons reached or CPM measure is
only one variable to be considered in the effectiveness of an advertising medium.
The quality of the market reached in relation to the golf course is another very
important consideration. Taking an example from cable television discussed on page
24 of this manual, the CPM of advertising on ESPN in the zone for Garland, Texas,
would be much less for the same time period than in the zone for Plano, Texas.
However, the Garland golfers have other golﬁng choices which are more convenient
than the golf club in Plano and is not really considered a good potential market
for the Plano golf club. So while the CPM may be less in that zone, so too is the
potential within that zone to produce golfers for the Plano golf course.

Tracking

W

henever possible, it is recommended that the advertising means used have some sort
of tracking capability. For instance, newspaper ads, yellow page ads, and golf books
may require the golfer to bring the ad to the pro shop to receive whatever special offering
the ad promotes. Outdoor advertising, cable, and radio are not as easy to track as these
are more “image” creating media. These media still generate trafﬁc, but over a longer
period of time.
In evaluating the effectiveness of those advertisements that require the golfer to bring in
the ad, begin by keeping track of the number of ads redeemed. The golf shop staff should
be trained to ask the golfer if it was his or her ﬁrst time to visit the course. This answer
should be recorded on the ad. The owner should then calculate how many of the golfers
using the ads were new golfers to the course or simply repeat golfers familiar with the
course who saw the ad and wanted to save on their next round. It is recommended that
a good advertising campaign should generate new golfers for the course and encourage
previous golfers to return. Each campaign should be recorded as to how many new
golfers were generated, past golfers encouraged to return, and overall numbers of rounds
generated. In the case of newspaper ads that run for a limited period of time, the total
rounds generated for the promotion period should be compared to a “typical” week when
no promotions were being run to see what “incremental” new business was generated for
the dollars spent on the advertisement.
An example of a cost-effective advertising campaign using newspaper ads follows: A golf
course spends $50 per ad for ﬁve weekdays. Tracking indicated that ﬁfty more rounds at
$25 per round were generated that week over the prior week when no ads were being run.
For a cost of $250, $1,250 in incremental new revenue was generated. Additional beneﬁts
measured by the tracking system in place found that 35 of the 50 were “repeat” golfers
and 15 of the rounds generated were new golfers to the course. The ad not only generated
revenue, but encouraged repeat as well as new business to the course.
Owners should record the results of the various ads used whenever possible for comparison
purposes as well. They may ﬁnd that one ad has a message that “pulls” or generates more
returned offers than other ads.
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Golf course owners have to scrutinize results and the return on investment generated for
the course through each advertising means tried, either in new rounds generated, outing
business produced, merchandise sold, or just heightened awareness of the course in the
community. Owners will then become their own “marketing authorities” on how much,
where and when they should spend their marketing dollars.
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I. Sample Marketing Plan for a Golf Club
In order to best illustrate the use of public relations and special events marketing,
Edelman has provided a comprehensive marketing plan for an 18 hole golf course. The
plan includes a monthly outline of events planned around holidays, seasons and special
events that can both generate trafﬁc and create awareness for a golf course.
II. Details on a Club Effectively Using Marketing
This case study examines the success story of Fox Hills Country Club in Plymouth,
Michigan. The owners in this story attribute much of their success to staying in touch
with their golfers and providing good customer service. This is done through the use of
customer satisfaction surveys.
III. Report on Choices Often Faced By Golf Course Developers
This case study deals with the question a new golf course owner often faces: Should the
new course be public, semi-private or private? The study outlines factors to consider and
consequences of the decision the golf course owner must ultimately make.
IV. Marketing/Promotions Ideas for the Golf Course Owner
This case study provides several marketing/promotions ideas that golf course owners
have actually used at their courses. These ideas can be modiﬁed to ﬁt many different
types of courses.

I. Marketing Plan for XYZ Golf Club
By: Edelman

T

he following marketing plan was done for an 18-hole, upscale public fee course in the
San Diego area proposed by Edelman to a prospective new owner looking to acquire
the course. Edelman based the plan on a straightforward and comprehensive four-part
strategy of advertising, on-site promotions, public relations, and events/programming.
The objectives of the plan were to:
1) build a great deal of general awareness within the facility’s market area
2) stimulate trial (sample) visits to the facility
3) foster repeat use and customer loyalty by striving to exceed expectations at
every opportunity
Edelman suggested the following tactics be used toward fulﬁllment of the marketing
objectives for the XYZ Golf Club. The plan very thoroughly and extensively laid out all
of the advertising and public relations options for the golf course owner of the XYZ Golf
Club. After Edelman presented the extensive plan, the golf course owner then worked
with Edelman to implement those parts of the overall campaign the golf course owner felt
would be most effective for the golf club.

S U C C E S S F U L LY M A R K E T I N G Y O U R G O L F C O U R S E

38

Important Marketing Narratives for the Golf Course Owner

I. Advertising (to create awareness and trial)
• Place compelling ads in the Blade-Citizen, Times Advocate and Vista Press
newspapers to encourage play from the core customer segment - those residing
near the facility and, thus most likely to provide consistent repeat business
• Place ads in the bi-monthly Golf San Diego magazine that will promote play
during off-peak times (primarily 12-4 p.m. on weekdays; 1-4 p.m. weekends)
• Periodically place ads in the San Diego Union-Tribune and other neighborhood
community newspapers to promote play from surrounding areas
• Produce a hotel rack brochure highlighting XYZ Golf Club as a "must play" for
visiting golfers. Target area hotels and visitors' centers
• Place ads in telephone directories in areas surrounding the golf course
(San Diego, Escondido, Vista, Oceanside, etc.)
• Place a listing and ads encouraging play from outside the Southern California
area in:
• National Golfers Association newsletter
• Golf International Magazine
• Club 19 newsletter
• Golf Access brochure
• Area Chambers of Commerce
• Produce and distribute a direct mail piece encouraging repeat visits by those
who register during the grand opening
II. On-site Promotions (to encourage repeat business)
• Distribute discount coupons via direct mail, point-of-sale, and local businesses
which offer savings on greens fees, cart fees and merchandise
• Distribute ﬂyers or one-page advertisements with details on XYZ Club, through
a variety of outlets which advertise promotions during the year
• Display merchandise sale tables in the golf pro shop to enhance the
"good value" aspects of playing at XYZ Golf Club
III. Comprehensive Public Relations (to create awareness and trial; to encourage
repeat business)
• Strategically place press releases which chronicle the purchase of the course,
ground breaking, building of the clubhouse, naming of a pro/manager,
programming, etc.
• Extend frequent golﬁng invitations to local media to promote good will, create
quality relationships, and keep XYZ Golf Club "top-of-mind" for any general golf
stories they might write
• Through personal contact, heighten awareness with media that the XYZ pros
are local "golf experts" and available for comment on golf-related stories
• Capitalize on excellent rapport that exists with several local media contacts to
obtain feature stories on XYZ Golf Club
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IV. Events/Programming (to create awareness and trial; to encourage repeat business)
• Create and promote strong junior golf programs and women's clinics to
capitalize on growing interest and awareness with the local community and
golf industry, such as:
• "Mother's Day Out" - Team up with local churches, etc., to provide day care
for children while mothers play golf or attend a clinic
• "Mother/Child, Father/Child" golf tournaments or clinics
• Family Day" - Offer special discounts for families golﬁng together, or the
parents can golf and the children attend a half-day/full-day clinic
• "Summer School" - Offer week-long golf clinics for juniors during the summer
• "Christmas Swing" - Offer Christmas vacation clinics
• Actively solicit local charity golf events, with the goal of adopting one major
annual event to be decided by determining the charity that best ﬁts the
marketing goals of the course.
• Sponsor "Demo Days" to showcase manufacturers so that players can test the
newest equipment in a low-pressure environment.
• To celebrate a six-month anniversary, create a joint promotion with a local area
business, such as a car dealer, and stage a month-long contest based on longest
drive or closest to the pin. Could also co-op with a radio station for publicity.
• Assign a tournament sales person to aggressively sell tournaments and outings
to San Diego area companies, charitable organizations chambers of commerce,
churches, restaurants and bars. The sales person will be under the direct
supervision of the pro/manager and subject to extensive reporting and
reviewing systems.
• Develop a "stay-and-play package" with a local hotel. Support with advertising
and public relations in broader Southern California area.
• Develop and promote six-month and one-year anniversary specials.
• Develop and promote seasonal/holiday events, such as:
• July 4: Everyone who wears red, white and blue receives discounted
greens fees
• Halloween: Everyone dressed in a costume receives discounted greens
fees. Have a "Best Costume" contest for children
• Thanksgiving: Bring canned items for (X) charity and receive discounted
greens fees
• Promote the fact that practice facility and course are host to area
high school golf team
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Marketing Schedule for XYZ Golf Club
MARCH
Activity / Cost
I.Public Relations / $2,000**
A. Draft and distribute national release announcing new owner’s involvement with XYZ
Golf Club, facility description, key organizations involved in development, forecasted
opening date and all other pertinent information.
B. Draft and distribute local release on XYZ Golf Club purchase (with local modiﬁcations) to:
All local newspapers
All local radio stations
All local television stations
All sports related media
All civic organizations which publish a newspaper or newsletter
C. Draft and distribute “Pro/Manager selected” release on background and
accomplishments of selected manager, “golf-related” quote from new manager,
highlights of property and forecasted opening date.
D. Attempt to place proﬁle article in two local papers (Escondido, Vista, Oceanside) on
progress of golf course and projected opening.
E. Draft and distribute release on opening tournament and association with local charity.
APRIL
Activity / Cost
I.Public relations / $2,000
A. Draft and distribute local release on opening activities and pricing.
B. Host a “media day” for all local golf journalists (print & electronic) to play course.
C. Attempt to place articles in remaining local newspapers on XYZ Golf Club
(pre-or post-opening) and attempt to obtain on-site coverage by at least one local
TV sportscaster.
D. Draft and distribute release on successful opening tournament/charity event.
**Retainer fee for agency’s time spent in implementing all recommended activities.

MAY
Activity / Cost
I.Public Relations / $2,000
A. Draft and distribute “programming review” release on all services and programming
at the facility to include men’s and women’s golf associations, golf leagues, outings
& tournaments capabilities, range facilities, range card programs, lesson programs, etc.
B. Draft and distribute “stay-and-play” release to regional newspaper travel editors and
national golf magazines supporting summer travel.
C. Draft and distribute press release announcing summer activities/clinics schedule and
costs for children and juniors.
D. Draft and distribute a press release announcing a special Mother’s day promotion.
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JUNE
Activity / Cost
I.Public Relations / $2,000
A. Draft and place “golf tips” article by XYZ Golf Club pro in local paper. Attempt to
schedule on a regular basis.
B. To support summer scheduling, host another “Media Day” to demonstrate
XYZ golf Club golf clinics, i.e., morning clinic, afternoon play.
C. Draft and distribute press release on Fourth of July activities/specials.
D. Draft and distribute ﬁrst quarter “performance” press release on course activity
and highlights.
E. Draft and distribute a press release announcing a special Father’s Day promotion.
JULY
Activity / Cost
I.Public Relations / $2,000
A. Draft and distribute course facility update, i.e., new clubhouse, etc.
B. Draft and place monthly “golf tips” by XYZ Golf Club pro.
C. Distribute course information and encourage visits from greater Southern California
regional media. Emphasize “stay-and-play” hotel relationship. Invite them in
for a scheduled weekend of play.
AUGUST
Activity / Cost
I.Public Relations / $2,000
A. Develop special events/pricing surrounding six-month anniversary.
B. Draft and distribute press release regarding upcoming six-month anniversary of opening.
C. Draft and place monthly “golf tips” by XYZ Golf Club pro.
D. Draft and distribute Labor Day Weekend activities/rates release.
SEPTEMBER
Activity / Cost
I.Public Relations / $2,000
A. Support six-month anniversary with appropriate distribution of press releases.
B. Invite media out for a special day of play to encourage coverage of six-month
anniversary.
C. Support month-long longest drive/closest to the pin contest with car dealership
(or other).
D. Draft and place monthly “golf tips” by XYZ Golf Club pro.
OCTOBER
Activity / Cost
I.Public Relations / $1,500
A. Draft and distribute second-quarter “performance” press release.
B. Draft and place monthly “golf tips” by XYZ Golf Club pro.
C. Draft and distribute press release on XYZ Golf Club’s corporate/group outing
opportunities. How to schedule, why they work, how to raise money for a charity, etc.
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NOVEMBER
Activity / Cost
I.Public Relations / $1,500
A. Draft and distribute Christmas vacations “stay-and-play” press release to regional
travel media.
B. Draft and place monthly “golf tips” by XYZ Golf Club’s pro.
C. Draft and distribute a local area press release on Thanksgiving rates and scheduling.
DECEMBER
Activity / Cost
I.Public Relations / $1,500
A. Draft and place monthly “golf tips” by XYZ Golf Club pro.
B. Draft and distribute local press release regarding Christmas vacation activities, i.e.,
clinics, etc.
C. Draft and distribute press release encouraging purchase of course play certiﬁcates or
merchandise certiﬁcates for Christmas gift giving.
D. Golf shop Christmas sale.
MAY-DECEMBER
Activity / Cost
Advertising / $3,000/mo.
Design and place weekly coupons and special event ads as scheduled in local
newspapers, telephone directories, scorecards, magazines, etc. Design and print all
support collateral.
EXAMPLES
A. In May — design and place opening ads in the following newspapers:
Bernardo News
Escondido Times Advocate
North County Entertainer
Oceanside Blade-Citizen
Poway News Chieftain
Ramona Sentinel
San Diego Business Journal
San Diego Daily Transcript
San Diego Executive Magazine
San Diego Magazine
San Diego Tribune
San Diego Union
San Marcos News Reporter
Vista Press
B. In June - Continue print media scheduling. Also place ﬁll-in ads (as needed) on
demographically targeted local radio (radio may take larger role if station is
secured as opening tournament co-sponsor).
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II. Marketing and Customer Service On Top

K

athy Aznavorian and Sandy Mily insist that their marketing strategy is really a “ﬂyby-the-seat-of-your-pants” approach based on simple solutions and intuition. But the
success of Fox Hills Country Club in Plymouth, Michigan proves that the two sisters are
nothing short of marketing wizards.
Kathy and Sandy took over the operation of Fox Hills in 1974 when the severely neglected
18-hole course was struggling to attract customers. Fox Hills was purchased by their
parents, Estelle Dul and the late Alexander Dul, who also owned the busy and prosperous
Shady Hollow in Romulus, MI. As an entrepreneur and deﬁnitely a woman before her time,
Estelle provided the ideal role model for Sandy and Kathy. In 1954, Estelle founded Clips
and Clamps Industries, a manufacturer of automotive parts. The two daughters learned
ﬁrst-hand how to make a business grow by watching their mother make her manufacturing
company successful.
Getting the course up to par and rebuilding the clientele was the biggest challenge the
women had to face.
But by 1980 Fox Hills had a regular clientele and tees that were backing up with 45 minute
waits. In 1982 the two sisters added nine holes, increasing the number of golfers able to
play comfortably on the course. Another addition was made in 1989, when the 225-acre,
18-hole Championship Course was built. The Golden Fox, designed by world-class architect
Arthur Hills, is the result of expansion plans initiated and ﬁnanced by Kathy, Sandy and
Estelle.
A very large part of Fox Hills’ success stems from customer feedback and attention to
customer satisfaction. Surveys play a large part in the overall “marketing” effort. Visitors
to the club are surveyed in at least ﬁve different ways.
A survey, attached to a thank-you note, is sent out after each golf outing, wedding or
party. Each Friday evening the club hosts its popular “Fish Fry,” which is separate from
the golf operation. Surveys are located at each table. On Sunday, Fox Hills hosts a Brunch,
also open to the public. Surveys adorn those tables as well. In addition, surveys are also
located in the pro shop.
Is this survey overkill? Sandy and Kathy don’t think so. “They are very informative and
many people like to let us know how we are doing,” says Kathy. “The surveys give the
guests the chance to tell us what is upsetting them, and it often prompts us to change a
policy.”
For example, the course previously allowed bartenders to display tip jars at wedding
receptions. But via the surveys, the course began receiving complaints that the guests
didn’t like that and the policy was changed.
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Certainly one of the most useful survey programs at Fox Hills is the individual information
golfers ﬁll out after a round at the course. These surveys provide valuable customer
feedback as well as boosting the database of visitor’s names that Kathy and Sandy have
been collecting over the years. Persuading golfers to ﬁll out the surveys has not always
been easy, though. Kathy and Sandy realized that the golfers didn’t want to take the time
to ﬁll out a survey after being on the course for three or four hours. They were only seeing
2-3 completed surveys a month.
The solution: an incentive drawing offering a free round of golf as the prize. Each month
one name is drawn from the pool of surveys to win the free round. The program has
increased the number of surveys now coming in to 35-40 per month. All that valuable
customer information for the price of just one round of golf!
It has not only paid off in terms of customer service, but the two have dramatically
increased their mailing list, which now includes more than 8,000 names of golfers
and diners that have visited their facilities. They consider this to be one of their best
marketing tools and don’t hesitate to use it. Once in the fall and once in the spring they
publish a newsletter that is sent to their mailing list. The newsletter and word-of-mouth
continue to be their best source of advertising, according to Kathy.
The two sisters have come a long way since 1974 when one golfer a day at the ﬁrst 18hole course was a small victory. Last year the facility played host to two professional
tournaments attracting heavy-hitters like Peter Jacobsen, Nancy Lopez and Dave Stockton.
In addition, the course was certiﬁed last Spring in the Audubon Cooperative Sanctuary
Program. The program, sponsored by the USGA and the New York Audubon Society,
was developed to encourage and recognize golf courses taking a leadership role in
conservation projects. The staff at Fox Hills has worked continuously for the past four
years to meet the requirements of certiﬁcation. They are now one of 33 in the United
States and one of three courses in Michigan to receive this status.
According to Kathy, life and running a business is a continuum of both successes and
problems. “You’re never at a point where you just say ‘OK, everything is perfect now, I
can stop.’ Business is always moving and if you cause yourself to become stagnant you are
only hurting yourself,” she says. “Being successful doesn’t eliminate your problems, it just
brings up new ones.”
For example, the women at Fox Hills no longer worry as much about affording to have
employees, but more about how to staff the 200 plus positions that need to be ﬁlled.
To help ease the burden, they instituted a bonus program that offers $25 to any current
employee that recommends someone for a position. The new employee must stay with Fox
Hills for at least 90 days for the cash award to be granted. This program serves several
purposes — employees are motivated to ﬁnd someone who will ﬁt in and do a good job,
morale is lifted by the $25 award and Fox Hills gains a new employee. According to Kathy
a classiﬁed ad to attract a new employee would run close to $40 and it doesn’t necessarily
guarantee any of the beneﬁts.
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Although the two sisters get along very well, they are two very different types of people
in terms of business. According to Kathy, she takes care of the accounting and ﬁnance
end while Sandy is the public relations magician. “We compliment each other well,” says
Kathy. “The corporation gets beneﬁts from two different sides and strengths.”
Despite what they feel is a lack of marketing strategy, their combined strengths plus
intuition equals success. Their ability to create simple and workable solutions has created
remarkable results for Fox Hills. “In our opinion we have never been exceptionally good
marketers,” Sandy says. “We have always ﬂown by the seat of our pants and never really
had a strategic plan. If it felt right we did it. I don’t know how much you can plan in
advance because you really don’t know what’s going to happen until it happens.”
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III. Public Fee Course, Private Country Club or Both?
A Developer’s Dilemma

D

evelopers of golf course residential communities often ﬁnd themselves at cross
purposes when it comes to marketing the golf course. The concept chosen could
have profound effects on the revenue generated by the course itself, as well as on the
price commanded by the residential lots within the development. To market the course
as a public fee entity would mean the course could immediately begin producing green
fees needed to cover the operating costs of the course and attract golfers that could be
prospective home buyers. However, a private golf club concept could mean the generation
of initiation fees to help recoup the expensive construction costs of the course and appeal
to the more afﬂuent home buyer, desirous of an exclusive private club development.
But can a developer have the best of both worlds? Can a developer begin with a public
fee course, while marketing the promise of an eventual private golf club community?
Are there other membership concepts that can help a developer with the ﬁnancing and
construction of a golf course while ultimately reserving the memberships for future home
owners?
Some of the most recent research done by the National Golf Foundation shows that 90
percent of the new daily fee courses that opened in 1995 are charging middle to high end
green fees. These courses draw the new and not-so-frequent golfers because they make
the most sense for them from a ﬁnancial standpoint. While average green fees on high end
public fee courses may go as high as $65 to $75 (including cart fees), the golfer has not
had to pay an initiation fee to join or commit to monthly dues often beginning at $200 or
higher to have access to a good quality golf course.
From a developer’s perspective, however, it is important to implement the concept that
would bring the greatest dollar for the residential lots. Arthur E. Gimmy, MAI, and Martin E.
Benson, MAI, in their book, Golf Courses and Country Clubs —A Guide to Appraisal, Market
Analysis, Development and Financing, state that, “On average, the daily fee course will
enhance lot values by almost 25 percent, while the private course will increase lot values
by 37 percent.” Such statistics may steer the developer towards a private club concept.
Statistics having been quoted, the smart developer begins his real estate endeavor with
a detailed market analysis, both from a real estate and a golf perspective. The real
estate analysis should include home prices and sales velocities of all area residential
communities, comparing those without golf courses, those with public fee courses and
those with private golf courses. Proﬁles of buyers should be included in the comparisons,
along with interviews of the more knowledgeable, experienced real estate brokers who
sell in all areas of the market. Such professionals can provide valuable insights into
current and future home buying trends.
The golf market analysis should include detailed demographic studies showing population
depth, future growth projections and average as well as median household incomes. A
comprehensive competitive analysis should also be done including information on all area
golf facilities, public, semi-private and private.
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All of this initial homework provides data on the highest growth areas in the market,
popularity of public fee courses versus private courses and insights into what golfers in
the area are accustomed to paying for both. It should also be a key indicator as to what
concept might be appropriate for the planned golf course given current market conditions.
Should research indicate for instance, that the area public fee courses are crowded, yet
the private clubs are avidly seeking new members, beginning with a course that accepts
public fee play is wisest for a developer from a revenue generating standpoint. Permanent
memberships should also be offered from the outset, in addition to the acceptance
of public fee play. It is important though, that pricing escalations be announced and
implemented as the number of members increase. Such escalations lend credence to the
value of joining early and to the intent of the developer to eventually take the course to a
totally private status.
Many developers feel it is critical to the success of the residential lot sales to reserve
permanent golf memberships for property owners within the development. They also want
to maximize the course revenue and tap the market outside of the development through
some sort of temporary membership offering while the lot sales are ongoing.
One such developer was planning an upscale, gate guarded private country club
residential community twenty miles outside of a major metropolitan area along the
high growth corridor for the city. While such upscale communities supporting high dollar
private country clubs had proven successful within the city, there was nothing comparable
to the proposed development in the suburban areas. Demographics for a 15 mile radius
around the site showed in excess of 4,000 households that had incomes of $100,000 or
greater. The only private country clubs available to these households included one medium
range country club located ﬁve miles from the site and further from the city offering
memberships at $5,000 and two high end successful private country clubs within the city
offering memberships in the $35,000 range.
The developer was seeking a concept that would allow for reserving the $30,000
permanent memberships for the buyers of the $400,000+ homes in the development,
generate revenue for the ﬁnancing and construction of the golf course and other
amenities and yet support the upscale image of the development. The following options
were considered:
• Offering annual memberships was deemed inappropriate because they had been
unsuccessfully offered by other private clubs in the area and individuals interviewed
felt offering annual memberships would cheapen the image of the development.
• Accepting limited high-end public fee play was also considered and deemed
inappropriate because the development was to be a gate-guarded community. To
allow pubic access on the golf course would negate the whole security advantage of
a gate-guarded community. Interviews found that many believed accepting public
fee play might detrimentally affect the ability to command the targeted high dollar
fee targeted for the permanent memberships.
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The developer decided to offer “recallable” memberships at $10,000 to non-property
owners while offering new home owners the permanent $30,000 memberships.
For this developer and others with similar objectives, a “recallable” membership
concept should be considered in addition to their permanent memberships. A recallable
membership is one offered to non-property owners at some pre-determined, marketable
initiation fee. The recallable member generally pays the same dues as the permanent
member, but understands that at some point, the membership will be recalled as a
property owner buys a home and requests a membership. When the membership is
recalled, the member is either given a full refund of the fee paid to join, or given
a prorated portion based upon how long he enjoyed membership privileges. Recall
procedures vary as well, with some developers recalling memberships on a ﬁrst in, last out
basis giving those who commit ﬁrst the longest possible time as member. Others recall on
a ﬁrst in, ﬁrst out basis so that the prorated share they refund is much less.
The good news for developers of golf course communities is that they are dealing with
a more sophisticated home buyer than ever before who understands their club dues are
lower because public fee play is allowed or temporary “recallable” memberships are
offered. Home buyers will be more amenable to paying private golf course home prices,
initiation fees and dues if they are convinced the developer has a master plan that will at
some predetermined point convert the course to a private club primarily for the property
owners. Developers can choose whether their plans include replacing public fee play
with member play as membership increases or converting the recallable memberships
into property owner memberships as the development matures. These are just two
membership strategies that will give today’s developers ﬂexibility in generating revenue
from non-property owner play while eventually providing a private country club for their
home buyers.
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IV. Marketing/Promotions Ideas for Golf Course Owners
Promotions and Special Events
Special events and promotions are a vital part of an effective golf course marketing plan.
Below are examples of promotions and events that have been successful:
Attracting Women Golfers
Getting In Touch With Your Feminine Side
In 1996 Carefree Resorts introduced its Women to the Fore program. The
components, although designed speciﬁcally for the program, can be instituted at
other courses as well. For example, tee locations on Carefree’s golf courses are not
designated by gender, but rather by color. In addition, the pro shops at Carefree are
stocking high quality equipment for women to rent and buy, and are staffed with
female personnel.
Other aspects of the program are not so mainstream. Thirty-minute “refresher
courses” are offered at no charge, twice a week, on a sign-up basis to resort-goers.
Short-course loops have been designated on each course, where women can play
three or four holes at a discounted rate without feeling pressure from other golfers.
In addition, new women golfers are given a golf manual to take home which includes
golf instruction and a list of LPGA ofﬁces throughout the U.S. to encourage their
continuation of the game at home.
Another company, Club Marketing, has recently introduced etiquette classes as a way
to attract women golfers. The ﬁrm introduced the program at the Half Moon Bay golf
club and is now incorporating it into all of its daily-fee membership plans. The idea
is to remove the intimidation factor. The classes, which are taught by the club pro,
include everything from repairing ball marks to club selection.
Other facilities have created all-women clinics that have been very successful. The
two or three day one-gender setting creates a supportive environment where it
is more comfortable for women to learn. The clinics foster a bond that allow the
women to not only learn, but have fun while doing it. The clinic becomes like camp.
For example, at one facility, the campers perform yoga in the mornings, and some
evenings have their tarot cards read.
Anniversary Parties
Free Golf Wins Big
Kathy Aznavorian from Fox Hills Country Club in Michigan took ﬁrst place in the 1996
Idea(r) Fair with an idea that many golf course owners would balk at: Free golf.
However, her idea had the cash registers at her club ringing. To commemorate the
20th anniversary of the club, Fox Hills offered free golf to its customers during the
third week of October 1995, including both their 27-hole course and their 18-hole
championship course. The stipulation on the championship course, where carts are
mandatory, was that golfers had to pay a $12 cart fee.
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On the 27-hole course, carts were an option. Tee times went like hotcakes, selling
out a full two weeks prior to the event. The result? Cart fees alone during that week
- which weather-wise could have been better - exceeded both golf and cart fees
from the previous week, which was a picture-perfect weather week. In addition,
food & beverage sales rose as well as pro shop sales. In total sales, the “Free Golf”
week exceeded the previous week by $10,000. Did you say free?
Wisconsin’s Oldest Course Celebrates Centennial
Tuscumbia Country Club, Wisconsin’s oldest golf course celebrated its 100th birthday
during the 1996 season. Many events were planned to commemorate the occasion,
including a Shot of the Century Shootout, Gala Dinner and Charity Auction, and an
Invitational Golf Outing. The proceeds from the Centennial events will be donated to
the Make-A-Wish foundation of Wisconsin.
Customer Appreciation
Thank You Very Much
What about trying a League Appreciation Day to show your league participants that
you are delighted they chose your course as a place to play? Sally Marrell of Bob-OLink Golf Course in Ohio proposes the celebration be about 75% of the way through
a league. During the festivities, course owners should reduce pro shop merchandise
- especially surplus merchandise. Owners can also offer a free drink and/or sandwich
for league members.
Environmental Programs
Amelia Island Plantation Adds New Leaf to Environmental Tree
Amelia Island Plantation recently formed the Green Team, a group of employees
committed to protecting Amelia Island’s natural resources. One of the Team’s most
innovative new projects is the initiation of Green Lights, an EPA program focused on
pollution prevention. Green Lights is a volunteer-based program aimed at promoting
energy efﬁciency through investment in energy-saving lighting. Amelia Island is one
of the ﬁrst resorts in the United States to implement this eco-friendly program.
On The Course: Special Tournaments
The Turkey Shoot
Each year Willowcreek Golf Club in Big Flats, New York holds a season-ending Turkey
Shoot for its members. The tournament has a dual purpose: to entice members to
renew for the next year; and good, clean golﬁng fun (with turkeys as prizes).
In 1996, club manager Kathy Tremaine and owner Bob Adams were concerned that
members would be hesitant to renew for 1997 due to the course’s condition in early
1996. In January 1996 a ﬂood washed 3” of silt onto the course, claimed 80 carts as
casualties, and caused several long-term maintenance headaches.
Tremaine and Adams decided to be proactive and heavily market the October Turkey
Shoot by sending out ﬂyers and hiring a local radio station to do a live remote from
the course on the day of the event.
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For the Turkey Shoot, Tremaine used a local radio station that she had traded
services with before - the radio station received rounds of golf in exchange for on-air
advertising.
The radio station began doing commercial spots for the live remote one week
prior to the event, attracting early publicity for the Turkey Shoot, and building up
excitement in the community.
On the day of the Turkey Shoot, the DJ, an avid golfer, was at the course for three
hours, announcing membership deals, pro shop discounts, and interviewing members
of the pro shop staff and tournament players. Willowcreek offered several deals the
day of the Turkey Shoot: discounts on membership for the next year (even bigger
discounts than the previous Turkey Shoots), rafﬂe tickets for a set of golf clubs,
turkeys as prizes, and a special deal offering members unlimited greens fees for the
remainder of 1996 for the price of $100 down on their 1997 membership.
The DJ also tried to attract non-tournament players to the course on the day of the
event. Because Willowcreek has 27 holes, the DJ was able to entice people to come
out and play the nine that were not being used for the tournament.
With a little help from the airwaves, Willowcreek had the most successful Turkey
Shoot ever, with 32 teams entered. The course took in 11 memberships, an
increase of 100% over last year, which garnered no memberships. The income from
memberships and increased sales in the snack bar and pro shop more than paid the
$750 live remote fee charged by the station.
A New Kind of Shotgun
Ole Hansen & Sons, Inc. put a new spin on the term shotgun tournament in 1996
when the course held its ﬁrst ever Golf and Sporting Clays Invitational charity
tournament to raise money for the United Way.
The people had a blast, said the marketing director for Ole Hansen. Literally. The
invitational, which raised $25,000 for the United Way, paired the ancient game of
golf with an up and coming sport: sporting clays. Sporting clays differs from other
shotgun sports in that the shooter moves from station to station and takes clay
targets from several different angles and velocities. The targets come in six different
sizes and are made to simulate different animals such as rabbits, quail, and duck.
Most of the participants were golfers who were getting a ﬁrst or second try at
sporting clays. The event included golf at Blue Heron Pines Golf Club in Cologne,
New Jersey and shooting at Red Wing Sporting Clays Range in Port Republic, New
Jersey. Red Wing donated the facility for the day for the tournament.
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The Pink Ball Prize
Following are some ideas to help make sure everyone goes home happy from a
tournament at your course.
One idea to try is a Pink Ball Tournament. Each foursome receives one pink ball.
On the ﬁrst hole, golfer number one plays the pink ball rather than his own. The
score he gets is written down in his own score column as well as on a separate “pink
ball” score sheet. On hole two, golfer two plays the pink ball, recording her score
on her own score sheet as well as on the “pink ball” score sheet. This is done for
all 18 holes, rotating the pink ball between players one through four. At the end of
the round, the foursome that comes in without losing the pink ball and records the
lowest total number of strokes with the pink ball, wins the competition. Tournament
coordinators may want to distribute pink balls labeled with the course’s logo to
dissuade golfers from grabbing another pink ball if the ﬁrst one is lost.
While it may seem impossible for tournament players to golf better than your
course’s head pro, another fun tournament game is Beat the Pro. At one of the
course’s par-3 holes, the pro tees off with each group that arrives. The pro hits ﬁrst
followed by the participants. Any player who hits the ball closer to the hole than the
pro wins a prize. To raise the golfer’s chances, ask the pro to hit blindfolded or lefthanded - unless he or she really is left-handed! While the fun is going on, the pro can
actually be giving participants mini-lessons on their individual swings.
A String Tournament will help players who are not always accurate. Participants get
pieces of string of identical length at the outset of the event. As they play, they are
allowed to move their ball a distance less than or equal to the length of the string.
However, each time they do so, they must cut off a length of string equal to the
distance they moved the ball. Uses for the string include moving the ball from a sand
trap, moving the ball from the rough to the fairway, etc.
Another great tournament contest is the Target Green. In this event, two concentric
circles are marked around the cup on a par-3 hole, one 10 feet in diameter and the
other 20 feet in diameter. This is sometimes used for wagering - for example, one
dollar per player. As each golfer arrives at the tee of the selected hole, he gives his
dollar to a group representative who is also at the tee. If his tee shot stays on the
green, he gets his dollar back. If he gets inside the 20-foot circle, he gets his dollar
back and he wins an additional dollar. If he gets inside the 10-foot circle, he gets his
dollar back and wins an additional two dollars.
The Longest Drive is another favorite. In this event, the ﬁrst foursome to go out
is given a ﬂag with a tag attached to it. The golfer in the ﬁrst group who has the
longest drive on the selected hole writes his name on the tag and places the ﬂag
where the ball came to rest. If following groups have an individual who has a longer
drive, that player writes his name on the tag under the previous name and then
moves the ﬂag. The last name on the tag is the winner. The last group should be
instructed to bring in the ﬂag.
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If tournament participants will be bringing children, host a Father/Daughter or
Mother/Son hole. Prior to the actual tournament event, have one hole where the
participant and the child play the hole together. The participant can tee off and the
child can play from there. The child/participant group that plays the hole with the
lowest number of shots wins a prize. If time is of the essence, move the contest to
the driving range. Create an area on the range where players can step up and take
three shots at knocking a ball into a large garbage can placed out on the range. Have
the child/participant team take turns. Give prizes for “closest to the can” for the
children.
To help keep children busy - and out of harms way on the tournament course - while
mom and dad are playing, create a four or ﬁve-hole miniature course, laid out on the
practice green. Have an assistant pro there to help kids with their swing. It will not
only be educational, but might help spark more of an interest for them in the game
of golf.
Once you have decided on your tournament prize booster, try to ﬁnd a sponsor to
help defray costs. Call a few businesses in your area to help sponsor the “fun” events
at the tournament. In return for the costs of supplies and props, prizes or the cost
of prizes, offer to let the company put its logo on the pink ball, or name the event
after the business. For example, the Supersaver Grocery Pink Ball Tournament, or
the Earl’s Shoes Mother/Son Garbage Pail Pitch.
And Off the Course
Bad Weather Blues
All golf courses have endured nasty spring rains, cold temperatures and delays in
opening at some time or another. The following are some promotional ideas to keep
golfers coming out to the course - and revenue coming in:
• Host seminars at the course: Offer mini-courses taught by the golf pro on
putting, swing techniques, etiquette and even the mental game of golf. Provide
a luncheon or specials in the pro shop before or after the seminars.
• Host a wine tasting or cigar dinner: Position your wine tasting and cigar affair
as a dinner party. Send invitations to your members or current customers. Not
only will you stimulate F&B sales, but you will ﬁnd out what kinds of wine and
cigars you should stock for when the weather turns nicer!
• Have an equipment or trunk show at the pro shop: Host a special show for
women's equipment and clothes or for men's equipment and clothes. Offer a
luncheon, prizes, decorations and discounts.
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EXHIBIT C
CABLE NETWORK ADVERTISING RATE SHEETS
DALLAS/FORT WORTH AREA ZONE MAP
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EXHIBIT E
RESEARCHING AREA ADVERTISING OPPORTUNITIES

Research on Area Media Opportunities
_____________________________________________________________________________
Media
Contact/
Ad Prep
Cost/
CPM
Phone Number
Details
Time Period
Other Notes
_____________________________________________________________________
Newspaper
Yellow Pages
Area Golf Books
Radio
Cable
Outdoor Ads
Internet
Others
_____________________________________________________________________
Details on data to be gathered for each media listed above:
Contact and phone number:
Always make note of the name of the individual contacted and their phone number.
Establishing a relationship with one individual can help decrease frustration and expedite
the process of advertising.
Ad Prep Details:
It is important to know what the ﬁnal form of the advertisement must be when delivered
to the media used.
Cost/Time Period
When listing cost of the advertising medium, all variables should be included. For
instance, if its newspaper advertising, the dimensions of the ad, the section in which it is
run and the day(s) of the week it is printed are all important variables.
CPM/Other Notes
The “CPM” measurement is explained in the “Marketing Budget” section of this manual on
page 34. It should be applied to any medium used if circulation or exposure numbers are
available. “Other notes” should comment on the quality of the medium and the audience
it will reach in relation to the golﬁng market targeted.
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