Welcome to the inaugural issue of the digital Golf Range Magazine!

Our mission at the Golf Range Association of America is to harness the combined
power of all golf range owners, operators and staff at all types of facilities to grow
their revenues, enhance their careers and help grow the game of golf.

Inside this inaugural issue, you will find some great stories from ranges across
America, plus if you want to know what we have in mind for the future of the
GRAA, just read this month’s cover story. And as the story says: if you have sugges-
tions on how we can make it better, we want to hear from you. E-mail me anytime.

Keep it fun and thanks for supporting the new GRAA.

Best Regards,

flawirf—

Rick Summers, CEO
GRAA

rsummers@golfrange.org
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INDUSTRY INTERVIEW: ALLEN WRONOWSKI, PRESIDENT OF THE PGA OF AMERICA
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In this issue:
* A New Vision: “Where the Fun Starts”
* Reinventing the GRAA Platform
 Profiles: Industry Hills Golf Club,
GlenArbor Golf Club
* Video: Teaching Year-Round in Cold Climates
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16 Cover Story: The New GRAA

The Golf Range Association of America, revamped and re-launched, ison anew
mission to build profits and increase golf participation.

24 Public Range Profile: Industry Hills
Serving adense population, the golf range at this 36-hole California complex
shoots for excellence and hits the mark. By Scott Kramer

28 Private Range Profile: GlenArbor
When agolf range and practice complexisloaded with every desirable feature and
detail, the time spent practicing pays off handsomely. By John Torsiello
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32 Exclusive Interview: PGA President Allen Wronowski
We asked Allen Wronowski, current President of the PGA of America, what role
the PGA and its members play in teaching and promoting the game.

36 Instruction: Chip-and-Pitch Havens

It’s called a “driving” range because golfers so eagerly work on distance. That’s
changing, as facilities set up short game practice areas with their own fee
structures. By Don Jozwiak

Departments

8 Research
Highlights of range-use statistics and what the numbers mean for your business.

10 Weather Impact
Courtesy of Pellucid’s golf-focused research, a map that shows recent conditions.

12 TrafficBuilders

Arange needs to keep filling up the hitting bays. Here’show three member ranges
meet that challenge. By Tony Starks

14 Video File
Award-winner Lou Guzzi brings a camera inside his teaching building to show the
features that make 12-month teaching abreeze evenin the deep freeze.

20 Range Operations

Accomplished operators are cranking up the creativity to either bring innew
business or reward their golf customers with some range exclusivity.
By Mike Cullity

40 Preferred Vendors

42 Pioneers

Ourlookbackat the early days of range operations spotlights the innovative
\ Jack Grout. ByDavid Gould
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In 2011 we refinished over
MII.I.ION olf balls

Refinished

>H YOUR USED RANGE BALLS
SAVE MONEY!

rgigolf.com




{ Loyalty Marketing
is Key to Success!

- Big Business
. Rewards Program
for Small
Business Prices!

Increase Your Sales

0

Number of
Repeat Customers

Sales by
Repeated Customers

|:| WITH a Loyalty/Rewards Program

I] NO Loyalty/Rewards Program

“Customers with the highest
customer loyalty typically .
increase revenues at more than
twice the rate of competitors.”
. —Fred Reicheld, Bain & Company
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Promotional Campaigns

-In 2 Easy Steps

33 then Relax

a5 We do the Rest!
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Solutions
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:f:_‘ phone: 610-334-4103
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Welcome to the New GRAA

A nyone who has read the research knows that this industryneeds to find
morenew golfers, needsto keep existing golfers fromleaving the game
and needs to get more players playing more often. Can ranges help? Yes, yes,
and yes. By bringing together 14,000-plus largely independent facilities, a
stronger Golf Range Association of America has enormous potential. The
research numbers show that dramatically.

Everyyear, more than 25,000,000
golfers visit a golf range. Over
300,000,000 customer visits are
recorded. And4,600,000 Americans
who never hit a single shot on a
golf course have fun hitting balls
atranges. That offers a whole lot
of upside.

Ranges are where golfers are
having fun, taking lessons, getting g
warmed up, practicing, enjoying
Demo Days, playingunderlightsand
getting custom-fit for new clubs. And, nosurprise here: ranges are where new
players of all ages and sizes—women, juniors, and minorities included—take
upthe game, andifall goesaccording toplan, they gethooked onit. Itallhappens
on golfranges every day.

Sowho are the people behind the new GRAA and what are we bringing to
the table? For the answers to those two questions and more, just click the link
to thisissue’s cover story: The New Golf Range Association of America.

Asthe coverstorynotes, “from today forward, the GRAAisembracing every
range: standalone ranges along with ranges at every public course, municipal
course, resortand private golf clubs.” That alone will make the GRAA stronger
than ever. And the new GRAA is inviting every one of these facilities to
participate at no membership cost and to receive numerous benefits that
should, ifwe do ourjob, help all of our member facilities improve their bottom
lines and grow their customer lists.

Canourcompanydoall thisbyitself? Absolutelynot. Ifyouare reading this
page, weneedyourhelp. We hope you join usandlook forward toworking side

by side.

flawtrf—

Rick Summers

CEO, GRAA

610-745-0862
rsummers@golfrange.org
GolfRanges: Where the Fun Starts
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CHAMP

Leading Golf Products Since 1931™

USE TOUR PERFORMANCE
PRODUCTS FROM CHAMP
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Ball Placement

A Rainbow of Colors and 3 Different Sizes Available For The CHAMP Zarma FLY tee.

3%
83mm
30 PIECES

Shallow Cup provides less INCREASED
friction and more distance.
DISTANCE

LONGER

duralg\?:rc]:i Ei:gslzrseting. THANWODD

e Extreme Distance * Improved Accuracy * Extremely Durable

CHAMP

www.champgolf.com 800.0K.CHAMP
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The Baseline

Golf range usage, by the numbers: Where we stand now BY TONY STARKS

eople who buy lift tickets at ski areas but never use skis or

poles are called snowboarders, a user group that ski area

operators didn’tknowwhat to make of when they firstappearedin

large numbers. Now that group produces huge revenues.

Youmaynotrealizeit,butgolfhasa
sub-populationvaguelyakin toskiing’s
snowboarders—the 4.9 million ball-
hitting patrons of golf ranges whohave
never played on a golf course. This
heftypopulation representing “range
only golfers” comes from the NGF’s
2010 Golf Participation Study.
They’re out there: nearly 5 million
people visited a range in 2010 but
didn’tplay onagolf course. It’sfertile
ground for growth — for golf and for
ranges.

Back in 2000, the National Golf
Foundation published astudy specifi-
cally covering ranges and their cus-
tomers. “Golf Practice Facilitiesin the
U.S., A Summary of Supply &
Demand” provided a macro view of
the range world: the total number of

range users, projected revenues gen-
erated from buckets sold, number of
facilities, etc. Butit also covered the
micro side: what consumers cared
aboutmost, whatdaysofthe weekand
times were most popular, and the
differences in consumption between
core and non-core users and those
that visited on-course vs. standalone
ranges. Eleven yearsisalong time to
gowithoutanupdate sothe GRAAand
the NGF are now discussing re-exam-
iningkey findings of the past studyina
new collaborative effort.

As we consider new research, we
thought it might be helpful to review
some of the NGF’s past findings from
the year 2000 (NGF members have
access to the entire study) beginning
with the unexpectedvalue andvigorof

the range market. For example:

* The U.S.population of range users
counted by the study totaled 27.8
million. Of those, 7.8 million
reported patronizing stand-alone
ranges only. The great majority
practiced either exclusively at
on-course ranges orvisited
bothtypes.

* Frequencyofvisits by these
basket-renters was about 11 per
year, totaling over 300 million
customervisits toranges.

* Collectively, more than $1.5
billion was spent on range ball
rentalin 1999, with nearly 60
percentof that revenue attributed
to on-course facilities.

* Aton-courseranges, the 80-20
rule generally applies: Customers
inthe “frequent” category make
up 28 percent of all on-course
range patrons, however they
represent 72 percentof all
visits. H

Golf Practice — Weekdays and Weekends
Range users were asked when they typically go to the range. We found ...

About two-thirds of visits to ranges take place on
weekdays. Weekday usage is about the same for on-

course ranges and stand-alones.

Monday-Friday

65%

Saturday-Sunday

35%

On-Course visitors favor morning practice; Stand-
Alone visitors go during the evenings much more often.

B Morning M Afternoon M Evening

Stand-Alone
Visitors

On-Course
Visitors

Golf Practice Facilities in the U.S.: A Summary of Supply and Demand
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© 201 PING PING and iPING are trademarks of Karsten Manufacturing Corporation. iPhone and iPod touch are trademarks of Apple Inc., registered in the U.S. and other countries. PGA121{
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PLAY YOUR BEST"
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The new Anser® Milled Series. The most refined, detailed Anser since it
revolutionized putter design more than 45 years ago. Precision-milled from 303
stainless steel for the highest quality and performance. Engineered with 7 different
hosel designs to fit every stroke. It combines the winningest putter in golf with
an industry-first putter fitting technology. Find the Anser for your stroke today.

ALl PING® putters are Fit For Stroke™ It's proven
that you will putt more consistently with a putter
that matches your stroke type. With the iPING™
app, our free putting improvement and fitting tool,
it takes only 5 putts to determine your stroke
tupe. Based on that information, the app then
recommends which
e o PING putters best fit
Straight your stroke. To start
making more putts,

m download iPING or
Mid-Hang € visit a PING Fitting

Specialist today.

\ S | Availabl h
— Toe-Down 0 Rorrare

PING cradles for the iPhone® 4 and iPod touch® (4th gen)
are available at your favorite golf shop.



http://www.ping.com

+15%/-10%

-715%I-5%

39%/-3%

—

7 -81%/-10%

2%I-2% |

[

A4%]1+1% |

-95%1+2%

-5%/-7% T

/

-99%/-5%

W -

+2%/-1% [N
X

\ _ / Y.,

A

-92%I0% | | -17%/+4%

+13%/+5%

-4%[+1%

+9%/0%
v

+3%/+1%

+11%/+1%

9%1-2% I:

WEATHER IMPACT ANALYSIS

n cooperation with Pellucid Corp, a provide a performance metric worthy of
leading industry insight and information  review. This map shows the percentage
provider, each month Golf Range increase or decrease for the month shown
Magazine will present research which vs. the comparable month from a year ago

demonstrates how the weather has followed by the year-to-date results from
impacted the number of “Golf Playable January through the current month

Hours"” in multiple regions of the country.  reported.

While ranges may be somewhat less For more information about Pellucid
influenced by the weather than golf Corp and how the data was compiled, visit
courses, the above information should still  Pellucidcorp.com.
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Promotions and

Three top ranges share effective approaches By ToNY sTARKS

nceyousellanewrange patronthatfirstbasket, attentive

service and a positive experience will bring them back.

For effective ways of creating new customers and providing extra

incentive for repeat visits, we turned to three GRAA member

ranges known forinnovation.

Liven Up the Range with
LivingSocial

If you're not familiar with Living
Social, it's a web-based company that
generates couponsanddiscountsfora
variety of activities in locations across
the country. Since its debut in 2007,
the website has built a database of
more than 40 million
users worldwide. These
bargain-lovers receive
daily emails promoting
deeply discounted activi-
tiesin theirlocal area.

<O
Johnﬁ\
Prince
Golf Learning Alvino. Equipped with a
Center

While there is a notion among golf
professionals that discounting deval-
ues the product—especially when
that product is golf lessons—the
social-media method of couponing
can be a great way to attract new
golfers, build revenue and increase
trafficonyourrange.

A fine example of its use
isthe John Prince Learning
Center, managed by PGA
head professional Ryan

range aswellasathree-hole

Pricing to Fill the Bays

practice course, this stand-alone golf
centerin Lake Worth, Fla., gets quiet
come summertime. This pastseason,
Alvino decided to promote his Get
Golf Ready group clinics through
LivingSocial. Alvinowaslooking fora
way to boost revenues—even if that
meantprice reductions.
“Weattracted 245 people whowere
interestedin takingour Get Golf Ready
classatthe discountedrate,” describes
Alvino. “Personally, I've used Living
Social to buy all kinds of things. Itsa
greatoptionforanyonewhomaybeon
thefenceabouttryingsomethingsuch
asanewrestaurant, orin this case golf.”
Alvino’s direct experience as a con-
sumer utilizing this social-media
optionis noteworthy—it often takes a
younger, more digitally-oriented pro-
fessional towalk through new doors.

12
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There is no limit to what you can
offer through LivingSocial, or other
Internet discount sites such as
Groupon. You could offer group les-
sons, as Alvino did, or individual les-
sons to hook the customer and then
schedule additional meetings at the
normal rate. You could even offer
month-long range passes to get them
comingbackto the facilityand making
auxiliary spends.

In exchange for promoting your
services through LivingSocial, you
must split the proceeds with the com-
panywhen someone signs up through
thesite. The percentageisnegotiable
based on the cost of your service, but
itwillnever go higher than 50-50.

“Weoffered Get Golf Ready for $49
onthesite, soessentiallywe were only
making $25 per student,” says Alvino.

“But the benefit of attracting 245

potential new customersis absolutely
worth the discount. Thisis a gateway
to attract an untapped audience of
non-golfers and bring them to the
game. Our goal is to bring people to
the facility so they can see what we
offer, and then turn them into repeat
customers.”

AN

TAHQUITZ CREEK
PALM SPRINGS

From the Palmer Playbook:
The Player’s Club
Every course that’s operated by
Arnold Palmer Golf Managementhas
acharter-memberprogramcalled the
Player’s Club, through which golfers
pay a monthly membership fee and
receive a lot of great perks at the
facility. At Tahquitz Creek Golf Resort
in Palm Springs, Calif., the monthly
membership fee is $29 for a single
courseand $49 forbothof the facility’s
18-hole layouts. While being a mem-
ber gets you free green fees during
certain time slots, one of the major
componentsis free access to the prac-
tice range with a maximum of one
large bucket per day.

“Our range usage is fairly strong
year round and I'd like to think The
Player’s Club has a role in that,” says

Brandon Alexander, the PGA general
managerat TahquitzCreek. “Wehave
somewhere around 300-400 Player’s
Club members every year during the
in season, and while they may not
always play rounds at our course, they
frequentourfacilitybecausetheyhave
free range access. Thatleads to them
spending dollars all over the facility.”

Inadditiontofree rangeaccessand
discounted rounds, members of The
Player’s Club can also attend free
weeklygroupclinics. Andwhileallthe
components of The Player’s Club
make it an attractive deal for golf
consumers, Alexander believes the
range element is what makes the
program tick.

A series of women's
clinics on the range
morphed into a
profitable league at

Makefield Highlands.

“People may not always have time
fornine or 18 holes, but they’ll stop in
afterworktohitabucketofballsifthey
keep their clubs in the trunk,” says
Alexander. “That builds loyalty and
familiarityamongyour customerbase.
I'm certain that our facility is the first
to come to mind when our Player’s
Club members think about where to
teeitup nextweekend.”

Agreatwayforfacilitiesoutside the
Arnold Palmer family toimplement a
similarprogramisbyoffering monthly
range memberships. As Alexander
alluded to, it’s not only time-effective
forthe consumerbuthelpstocreatea
bond between the golfer and your
facility.

From the Range to the Big
Leagues

Makefield Highlands Golf Club near
Philadelphiaiswell known forits play-
er development efforts. In fact, the
course’s PGA General Manager Bob
Doria received the 2008 and 10

Makefield Highlands

golf club

PhiladelphiaPGA Section President’s
Plaque — designedtorecognizeaPGA
member for exemplary contributions
and achievements in this all-impor-
tant effort.

But Doriaisn’tthe only profession-
al on staff at this daily fee facility who
contributestotheirreputationin play-
er development. For several years,
Assistant Professional Bruce Fleming
hashostedwomen’sclinics on the driv-
ing range. In an effort to help female
playerstransition tothe course, Flem-
ing createdaleague specifically forthe
women’s clinic participants.

“We started with a core group of 32
women in 2010,” describes Fleming.

“Bythesecondyear,ournumberofpar-

ticipants had grown to 100 through
word-of-mouth alone.”

For 10weeks, the group comes out
on Monday evenings to play a nine-
hole event. All participants pre-payat
arate of $32.50 per round or $325 for
the entire season. Fleming set aside
the $30,000-plus this program gener-
atedina separate account to support
the league.

Much as they enjoyed their Mon-
day fun, a fair number of participants
missed an eventor two. Flemingheld
as many make-up dates as possible,
but at the end of the 10 weeks not all
the rounds paid for had been played.
Sohewasleftwith about $6,000in the
account.

“I used the rest of the money to
organizealavishbanquetfortheleague
participants and also raffled more than
$1,000 of shop merchandise,” he says.

“The women really appreciated the

end-of-the-season bash, and it was
perceived as a perk for playing in the
league. It was an absolute win-win.
They received a great service from the
club, prizes and a memorable end to
their season. For the club, we built up
loyalty, moved some surplus shop mer-
chandiselatein the season and showed
the women’s league how much we
appreciated theirbusiness.” ®
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Year-Round Revenue for Instructors

Award-winner Lou Guzzi brings a camera inside his teaching building to show
the features that make 12-month teaching a breeze even in the deep freeze

long with well-chosen words and pictures, Golf Range

Magazine aims to inform its readers through regular
video presentations. We lead off with a short presentation from
LouGuzzi,one of GOLF Magazine’s Top 100 Teachersand atwo-
time Teacher of the Yearin the Philadelphia PGA. Guzzi’s back-
of-the-range studio for instruction-tech equipment and an
indoor tee space resembles many such facilities, to be sure. But
we thinkyou’llbe intrigued whenyou clickthe Playbutton tosee
what Lou’s got in there and how well he can serve his
students no matter whatthe weather. Andplease—ifyou've got
a facet of your teaching operation that you know is a revenue-
builderorauseful meansofattractingnew customerstoyourgolf

facility, let us know. We’dlove to consider it for a future issue of
GolfRange Magazine. m
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Over 25 Years of Commitment

to the Golf Course, Golf Range and Family Entertainment Center Industries.

At Allied Specialty Insurance we understand your business
and its risks better than any of our competitors. Our
coverage is innovative and affordable. Our 24/7 claims =

service lets you know that you can count on us. Al LIEL]

Safety through Insurance, the Allied way!  speciALTY INSURANCE

727.367.6900 | 800.237.3355 | Fax 727.367.1407 | tellmemore@alliedspecialty.com



| The New Golf Range Association of America

A letter of introduction from Rick Summers, CEO, Golf Range Association of America

yhomeisin Philadelphiasothe three stories I'll startyou

offwith come from thatareaof the country. Ithinkyou’ll

like the sound of them.

Philadelphia Range Story No. 1:

Hector Bones, age 24, is of Puerto
Ricandescentandrecentlygraduated
from Temple University in Philadel-
phia. The first time he ever hit a golf
ball was this past summer at Umbria
Golf Center in Roxborough, a stand-
alone driving range not far from the
Temple campus. Hector was taking a
$30 half- hour lesson with a young
PGA Apprentice named Scott Yur-
galevicz. A few months earlier, Yur-
galevicz had opened his own golf
school, the Yur Golf Swing Teaching
Academy at Umbria. Response has
been positive, somuchsothat Yurgale-
vicz has purchased and installed a
golf simulator so he can continue to
give lessons all winter at the range.
One range,oneyoung aspiringprofes-
sional, one new business, one new

young golfer.

Philadelphia Range Story No. 2:

Bob Doriais the PGA General Manag-
er/Head Golf Professional at Make-
field Highlands Golf Club, located 20
minutes north of Philadelphia. Doria’s
companyassumedthe contracttoman-
age this municipallyowned golfcourse
and range in 2010. At the outset the
rangewasaquietcornerofthe facility—
then new management began promot-
ingit. The Makefield Highlands range
doesn’t qualify as state-of-the-art. It
doeshave somegrass-tee stationsalong

with mats, but it has no lighting or
covered stalls. Still, it generated well
over $200,000 in revenue in 2012 and
is a direct feeder to a number of other

We want to reach
every range in
America: standalone
ranges, ranges at
public courses,
municipal courses,
resorts and those at
every private golf club.

successful growth-of-the-game initia-
tives. Doria reports: “The range is
absolutely critical to the success of
Makefield Highlands in gross revenue
and on the bottom line. We grow grass
on the course, but we grow customers
ontherange.”

Philadelphia Range Story No. 3:
Chester Valley Golf Club’s PGA Head
Professional Jonathan Doctor wanted

toprovide members of his private club
with an enhanced teaching environ-
ment. Elizabeth Granahan, honoredas
2009 Teacher of the Year by the PGA’s
PhiladelphiaSection, wantedtocreate
a fully amenitized teaching academy
forseriousplayersand beginners alike.
By working together, the club and
Granahan’s G2 facility are both win-
ning. Theybuiltastate-of-the-art, rain
or shine, heated and air-conditioned,
four-season instruction academy right
onthe Chester Valley Golf Club range.

Granahan’sfirst-yearresults “were
very,verygratifying,”shereports. “We
are thrilled with the reception. Itisso
great to be able to see golfers playing
better golf.” Doctor’s evaluation: “A
win-win-win for Elizabeth, for the
clubandfor the membership.”

Three range stories from three dif-
ferent types of facilities attracting
three different audiences. They rep-
resent a small part of a big story. The
mission statement of the Golf Range
Association of America is to harness
the combined power of all golf range
owners, operatorsandstaffatalltypes
of facilities to grow their revenues,
enhance their careers and help grow
the game of golf.

Allthree stories are aboutindustry
peoplewhotriednewideasthatended
up producing very positive results ...
for their facilities, for themselves and

forthe game of golf.

Our Commitment
Our company, GGRW Inc., has been
producing results in the golf industry
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Turn your Range into a

PROFIT CENTER

go to www.CoverShotsGolf.com to try our Profit Calculator

e CoverShots has been Proven to
increase Range Revenue

e Mobile Canopies from 24 to 104 foot
Clear span

e Since 1997 CoverShots has been
providing cost effective tee line
coverage for ranges, golf courses
and teaching academies

e Qur Quality is recognized: Official
Mobile Canopy of the TPC Network;
Preferred Mobile Canopy Supplier to

“CoverShots has demonstrated to the golf

industry that it is dedicated to innovation PGA Golf Properties GRAA Preferred
a"dhq”a”tyhs_e”ii?li Wf]‘j;gi:; Sl]jPP'_eme?t Vendor Preferred Vendor for Nicklaus
to the teaching skills o rofessionals :

everywhere.” Academies

—Brian Whitcomb, Past President,
The PGA of America

Learning & Performance

Preferred Mobile Canopy Supplier Preferred Vendor

to PGA Golf Properties
T
P
C

Preferred Vendor Official Mobile Canopy of the
Tournament Players Club Network

30 PTC

located at Paradise Valley Golf Center, Fairfield, California

N

COVERSHOTS™

by Mobile Canopies, Inc.

www.CoverShotsGolf.com

1-888-881-2433 ¢ www.CoverShotsGolf.com
108-A South Kerr Ave., Wilmington, NC 28403
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for more than 20 years. Today, we pub-

lishthe world'sleading trade magazine

in golf, PGA Magazine; the country’s
leading regional golf publication, The

Met Golfer; and golf’s leading trade

website, PGAmagazine.com. Our

PGA Best Practice e-mails are opened

by over 10,000 trade recipients every

week. Weannuallymanage fournational
trade conferences, over 30 regional
conferences and co-own and co-man-
age the world’s largest professional
equipment expo, Demo Day at the

PGA Merchandise Show. We publish

digital magazines and consumer and

trade print publications. Whenwe pur-
chased the assets of the Golf Range

Association from founder Steve di

Costanzothispast September, we com-

mitted ourselves to helping lift the

GRAA tothenextlevel.

So from today forward, the new
GRAA will be based on certain core
principles:

* Golfand golfrangesshouldbe fun.
We arein theleisure and
entertainment business. We want
tolearn howthe best operators are
making it fun for their customers
everydayandtohelptospreadthe
word of their successes.

* Thegame needs more customers,
playing more often, and enjoying it
more. Everycompanywitha
vestedinterestin the golfbusiness
needs golfranges to succeed and
byrangesI meanall of them. Our
missionistohelp everyrange learn
new ways to be more successful
financiallywhile helping to grow
thenumber of customers.

* Tomakeithappen, we wantto
reach everyrangein America:
standalone ranges, ranges at
public courses, municipal courses,
resorts and those at every private
golfclub.

e Thenew GRAAisinvitingevery
facility to participate atno
membership cost. This means that
more than 12,000 facilities will
now have open accesstoall the
basic membership benefits. .

¢ Inordertobeeffective, weneed
frequentcommunication with the
membership. Wewillbe creating
digital publications every month.
Ten of theseissueswill be B2B,

under the Golf Range Magazine
title. Two of them will be digital
GRAA magazines created
specifically for range users—
makingit possible for GRAA
facilities to send these two
publications to everyone of their
customersat absolutelyno cost.
* BestPractice e-mails written by
private, public, resortand
standalone range managersand
teacherswill be akey component.
We believe thatno one knows the
business of ranges betterthan the
people whomanage them everyday.

The game needs more
customers, playing
more often, and
enjoying it more.

¢ Golfinstructionis central to
ranges. Sowe are devoted to
offering quality B2B and B2C
instruction content throughout the
year.

e Strongresearchontrendsand
performance will be a priority. We
are collaborating onresearch with
The PGA, the NGF, and Pellucid.
Andwe anticipate creating regular
surveys of the membership across
multiple topicareas.

* Facetofacenetworkingis more
important than ever. The GRAAis
committed to providing members
with opportunities tomeetand
interact with other range owners,
managers and teaching
professionals.

* Recognition of the bestin the field
willbe expanded. We want to
identify the bestin the field and
recognize theirachievements.

Listening to the People Who Know
Webelieve thatthe GRAA will only get
stronger as we listen to the experts in
the field. Soif anyone who works on a
golfrangehasideasonhowtomakethe
GRAA better, we want to hear from
them. We want to gettoknow them. It

iswhat made PGA Magazine successful
and it will make the GRAA successful
aswell.

Sixweeks ago, the new GRAA exec-
utive team met for two days with 12
leading range owners and operators at
the PGA Centerfor Golf Learningand
Performancein PortSt. Lucie, Florida.
The experience was so successful in
generating ideas and providing guid-
ance that we have now asked each of
those present to continue as members
of a GRAA Advisory Board. Their
names can be found in the masthead
under the Table of Contents.

Reaching out for Future Growth
We are aware that we cannot do it
alone. We hope that our previous
established relationships with golf
industryleaders, including those with
thousands of PGA Professionals, man-
ufacturers and media, will help us
bringtherightpartiestogethertotruly
maximize the potential. Weare thrilled
tocount The PGA of Americainasour
first allied association. Their support
across a number of areas will be both
important and valued. We are strong
believers and supporters in the PGA’s
long-standing and continuing efforts
in helping to grow the game, most
recently their expanded efforts in
embracing Golf2.0. We have made this
latest investment of time and money
based on our belief that the game of
golf cannot grow and facilities cannot
prosper unless ranges at all types of
facilities are more successful.

And in addition to The PGA, Golf
20720 has also renewed its support of
the GRAA by inviting me to sit on the
Golf 20/20 Executive Committee and
numerous advertisers have renewed
their commitment to this Association.
We appreciate these early votes of con-
fidence.

I know that it will take dedication
and hardwork overtime to achieve our
many and varied goals, but I have full
confidence in our team and with the
help of all of those who have expressed
their support so far, I am bullish that
the GRAA can help every range be
more successful, and have happier
customers, in the future.

Rick Summers, CEO
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New Tactics Worth Trying

Accomplished operators are cranking up the creativity to either bring in new business
or reward their golf customers with some range exclusivity. BY MIKE cuLLITY

s golffacilities strive toboostrounds and revenue in shaky

times, ranges have become critical to success—in some
cases even survival. Traditionally, golf ranges have operated with
little orno promotionand programming. Managementsimply did
whatwasnecessarytohandlewhatevertraffictheirrange received.
That’s changing quickly. The industry now sees the range as a
catalyst for revenue and business-building.

Looking back to the passive-man-  weren’t muchlowerthen. Rehanek, a
agement days, Bill Rehanek makesa  PGA professionalandseniorvice pres-
good point about fixed costs—they ident of Billy Casper Golf, cites an

important contrast between ranges
and other ancillary operations at a
golf course. If you're trying to pump
up revenue in either retail merchan-
dise or food-and-beverage, you have
tomake abiggerspendoninventory—
notsoon the range side.

“Range revenue, as it increases,
moves pretty directly to the bottom
line, and for that reason we putalot of
emphasisonit,” says Rehanek, whose
company manages 133 facilities in
theU.S.

Grooving their swings by day, 1757 Golf Club customers groove to live music, drinks and socializing after dark.

Rt |

20

| JANUARY 2012 | GOLF RANGE MAGAZINE

WWW.GOLFRANGE.ORG

MICHAEL CLEMENTS, BILLY CASPER GOLF


http://www.golfrange.org

Any Size
Netting Systen
Anywhere

Seattle

New Jersey

T &

Los Angeles Las Vepar
Engineered for specific soil conditions and wind load calculations
Built the highest netting system in North America - 175 ft.
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Operating a range that’s profitable
while enhancingafacility’s potential to
generate revenues in other areas pres-
ents challenges, of course. Here’show
four operators are addressing them.

Challenge: Reverse declining
activity

Solution: Make the range a more
social place

Thedropinconsumerspendinghasn’t
spared golf—customers are playing
fewerroundsandspendingmore care-
fully on items such as practice balls
when they do play. To reverse this
negative trend, Rehanek and his col-
leagues at Billy Casper Golf are pro-
moting their ranges as social hubs.
Targeting families and young adults,
they’re offering all-you-can-hit spe-
cials and raising the fun quotient at
several facilities. At BCG’s daily-fee
1757 Golf Club outside Washington,
D.C., the company leverages the
range’s proximity to the clubhouse to
createan experience thatincludeslive
music, drinks and casual dining on a
nearby patio. “It's more like the bowl-
ing experience, where families and
groups will sit together on the patio
and share a couple of hitting stations,”
Rehanek says.

Challenge: Appeal to players with
limited time

Solution: Create a “golf-like”
experience

Recognizing that range visits have
replaced regulation rounds for time-
crunched customers, ClubCorp has
sought to provide range experiences
thatmore closelyreplicate the 18-hole
experience. At private Gleneagles
Country Club outside Dallas, for
example, the company transformed
the range from a field with seven or
eight flagsticks to a facility boasting
tiered target greens and a target fair-
way. “Visually it gives the feeling of
actually playing versus just hitting
balls,” says Dan Cortese, director of
golf and retail operations for Club-
Corp, which owns or operates nearly
100U.S. golffacilities. ClubCorp has
also experimented with range games
— such as point contests rewarding

s

proximity to targets—at Gleneagles
and other facilities. Along with that
appealtogolfers’ competitiveness, the
club warms up its range experience
with a classy firepit amenity where
members gather to swap stories.

“Visually it gives the
feeling of actually
nlaying versus just
hitting balls,” says Dan
Cortese of ClubCorp

Challenge: Increase customer
longevity

Solution: Add fitness to
instructional programming

The late PGA professional Walter
Keller used to say: “You don’t give up
the game because you getold, you get
old because you give up the game.”
Seeking to keep players active longer,
Heritage Golf Group has incorporat-
edfitnessintoitsfacilities’instructional
programming. “If people stay proper-
ly physically fit, it will prolong their
desire to play the game,” says John

Gleneagles uses the range as both a social hub and competitive hotbed.

Hungerford, executivevice president
of operations forthe California-based
owner-operatorof 19facilities. Onthe
range at White Columns Country
Club outside Atlanta, Heritage
openedagolflearning centerlastsum-
merthatincludesspace for Titleist Per-
formance Institute fitnessinstruction.
Heritage has also introduced on-site
fitness centers at some of its private
clubs, including White Columns.

Challenge: Maintain quality range
turf for daily-fee players

Solution: Limit the amount of
“pure practice”

Troon North Golf Club hosts 80,000
roundsayearonitstwodaily-feecourses
in Scottsdale, Ariz. Maintaining qual-
ity turf on its range tee is a challenge,
particularly during its winter peak
season, when the club overseeds with
slower-growingryegrass. Toofferopti-
mum conditions, the clublimitsrange
use toits daily-fee guests. “The draw-
backis that we re taking away the abil-
ity for local players to have a course
nearbywhere they can practice,” says
Dan Morn, Troon North’s PGA direc-
torofgolf. “Butwe’vehadtoprioritize
and make sure that customerswhoare
paying good money to play 18 holes
have a top-notch practice facility to
utilize before teeing off.” W
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GROW THE GAME
WITH GOLF 2.0

Golf 2.0 encourages you to increase the number of golfers and rounds played
at your facility. Take advantage of the flexibility to pick and choose what works
for you and your facility. Keep your customers satisfied and coming back for more!

RETAIN AND STRENGTHEN THE CORE
Offer your customers activities to get and keep them playing
GET GOLF READY 2

TEE IT FORWARD

PGA FREE FITTING & TRADE-UP MONTH

TIME FOR NINE/9-HOLE RATES

AMERICAN EXPRESS/PGA FRIEND OF A CARDMEMBER

ENGAGE THE “LAPSED” GOLFER

Offer your customers a “Welcome Back to Golf” experience and get them playing
GET GOLF READY and IT’'S OKAY HINTS

PGA FREE LESSON MONTH / WELCOME TO GOLF MONTH

WOMEN’S GOLF MONTH

FAMILY GOLF MONTH

DRIVE NEW PLAYERS
Fun options for juniors and beginners
PGA SPORTS ACADEMY

PGA /USGA COURSE ACCESS
PGA FAMILY COURSE
LPGA/USGA GIRLS GOLF

KIDS PLAY FREE

Plan to increase golfers and
rounds in 2012 by registering at
PlayGolfAmerica.com!
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os Angeles boasts a great golf climate but the public golfer

has always had trouble taking advantage of it. L.A. country

clubs are pricey and elite, reserved for corporate higher-ups and

entertainment moguls. Public courses in the sprawling metropolis
are known for their crowded fairways and spotty conditioning.

ButthereisoneexceptionforAnge-  try Hills Golf Club at Pacific Palms in

lenos who want to develop their golf  the City of Industry-located on the far
skillsandreallyenjoythe game. Indus-  southeast corner of L.A. County—com-

. !
A I s .
Serving a dense population, the golf range and two courses at this California

complex could get by on just-average quality. Instead it shoots for excellence and hits
the mark. BY ScOTT KRAMER

bines high-end golf with reasonable
prices. That’s true of its two 18-hole
coursesandundoubtedlysoforitsever-
popularpractice complex.
Thisisnoordinaryrange, foramul-
titude of reasons. Where else canyou
find the usual throngs of locals mixed
in with PGA Tour pros honing their
skills, alongside A-list celebrities like
George Clooney and Clint Eastwood
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or sports heroes like James Worthy?

It'salsoprobablytheonlyplacein L.A.

where you can find a 100-ball bucket
of top-quality practice balls for the
modest price of $7.

The multimillion-dollarrangeisthe
samevintage asthefacility’sac danned
courses —built in 1980 —and has been

through not one but two renovations.

In 2001, the landing areas were
stripped of their natulal turf and

replaced with an artificial surface.

That material was all replaced with
updated artificial turfin 2009.

“Even the good synthetic turf
doesn’tlast forever,” says Dave Youpa,

Industry Hills’ PGA director of golf.

WWW.GOLFRANGE.ORG

“We keep it updated, so that the range

is always beautiful, perfect every day.
You'renotdiggingholesoutof themud
andthe ballsaren’t coming back tothe
golfers muddy. It’s very efficient this
way and very easy to lookat.”

Sixty hitting bays are housed in a
double-deck structure, each one with
aplacardbearingaccurate and unique
distances to the four target greens.
Aside from hitting to those targets,
golfers can also negotiate snnulated
hazards, such as bunkers and a lake.
And they do it from hitting mats that
are perpetually in excellent shape —
managementisadamantaboutit. “We
don’tlet the mats or the balls go bad,”

l

The Industry Hills range is open
daily from 6 a.m. to 10 p.m. The after-
dinner hitters enjoy a California sun-
set that gives way to field lighting. In
the detall -oriented spirit that per-
vades this 650-acre facility, it snotjust

comments Youpa.

any set of towers and bulbs. “We
installed lighting that was bright
enoughtolet: aplayel seetheballin full
ﬂlo'ht says Youpa. “It’s perfect light-
ing, with no dead spots VVthh you
don’tgetatalotofranges.”

The back fence stands some 235
yards from the hittingbays, butyou've
got to nail shots 255 or 260 yar ds to hit
them outofview,into: abackdr opthat’s
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scenicallytreed. “It'sasolid, quietprac-
ticearea,”says Youpa. “Itskeyisthe dou-
ble-decker range. We get a lot of
youngerplayersonthetopdeck,andthe
peoplewhoprefershadetosunhitfrom
the lowerlevel, becauseit’s covered.”

Having a complete array of com-
forts and services is the goal of any
range, but all the better when the lay-
out allows easy navigation. “We feel
thatthisrangehaseverythingyouneed,
though it’s not fancy or confusing, it’s
just a good practice facility. There’s a
bunkertohitoutof,andapractice put-
ting green there. I'thinkourprice sets
usapartfromalltheotherrangesinthe
area—$7 for 100 good range ballsisnot
abad deal.” That’s for the player who’s
reallytryingtogetinagroove. “Wealso
offer $5fora35-ballwarm-upbucket,”
Youpasays. “Alotof golfers don’thave
thetimetohit 100 ballsbeforearound.
Butyouraverage guywhowantstotake
thetimetoworkonaspectsofhisswing
willspend $7. We getalotof guys com-
inghere justforthe range.”

The facility also has several PGA
professionals and Apprentice mem-
bers giving lessons, doing clubfitting
and runningagolfacademy. PGA pro
Kenny Shiba is a former clubfitter-of-
the-year honoree and was once a staff
pro at Industry Hills—he’s been a fix-
tureatthis game-improvementempo-

Average golfers of every skill level
share the double-deck tee at Industry
Hills with celebrities like Clint
Eastwood and tour pros like Kevin Na.

rium for 30 years. Shibastill conducts
lessonsand clubfitting sessionson the
range as an independent contractor.
Over the years, he has built an out-
standing rapport with golfers who
come outand practice, and often min-
gles with the regulars, of which there
are many.

Golfers get help from
PGA professionals and
Apprentices who give
lessons, fit clubs and
operate a golf academy.

“Theyaskquestions,andThelpthem
build up knowledge,” says Shiba, who
sometimes gathers galleries while fit-
ting golfers for clubs. “In turn, that
builds up my fitting clientele.” In the
1990s, when Shiba’s Henry-Griffitts fit-
ting cart was the only toolkit of its kind
in the industry, range regulars would
form a gallery to watch new fitting
clientsgothroughthisnovelprocess. “I
still get some people watching when I
give clubfitting sessions. Equipment

doesaffectballflightand swing motion,
and with it you can do things where
instantaneously you can get golfers to
hittheballwell.”Partofbeingagolfnut,
it turns out, is taking a seat to witness
those dramatic transformations.

Part of the attraction of Shiba’s
workstation is the sprinkling of movie
stars—the likes of Connery and
Sylvester Stallone—who cometo Shiba
forclubfittingandlessons. “Inevertell
people when they're coming,” says
Shiba. “Thave a friend who’s usually
thereattherange. Ifthe word gets out
thattheresacelebritythere, Imake my
friend act as bodyguard. He gets peo-
ple to wait in line until the end of the
session for autographs. They are
celebrities, but they're here foraclub-
fitting and I need to make sure it’s not
interrupted.”

When actors aren’t turning heads
here, pro golfers are. Case in point:
PGA Tour pro and nearby resident
Kevin Na frequently hits alot of balls
atthe range. “Kevin gets alot of prac-
ticeinhere,” says Youpa. “We actually
have alittle grass area for instruction
and for Tour players to use.” And that’s
anod to the credibility that Industry
Hills practice facility has built up.
Wide-open to the public, it's also good
enough to attract players who could
practice justabout anywhere. B
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When a golf range and practice complex is loaded with every desirable feature and
detail, the time spent practicing pays off handsomely—even when you don’t have
time to play 18 holes. BY JOHN TORSIELLO

igh-endprivate golfclubs mayappeartosimplysell them-

selves. Butmorethan everthese exclusive enclavesneed

practice ranges and teachingfacilities tokeep membershappyand

enthusiastic about their investment in membership. It’s a known

fact that when member handicaps go down, everybody wins. Nor

doesithurttohave astate-of-the-art range and short-game center

asaselling point for prospective new members.

Morgan Gregory reveals a trace of
prideashe guidesavisitorthrough the
plushand expansive practice facilityat
GlenArbor Golf Clubin Bedford Hills,

N.Y. The clubis tucked into northern
Westchester County, where competi-
tion among private clubs for affluent
golfers is fierce. Gregory, who holds

the title president, believes Glen
Arbor’s multi-dimensional practice
area and teaching center set it apart
from other areaclubs.

“There is nothing like it anywhere
aroundhere,” Gregorystatesflatly. “We
considered it a top priority to have this
type of a facility. We see it as almost a
sanctuary, where members and guests
can practice very productively, as well
asreceive instruction from some of the
topinstructorsin the country.”

Brian Crowell, the club’s head pro-
fessional,isalsoarespectedinstructor
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and media personality. In Crowell’s
view, having a first-class platform for
game improvement strikes a deep
chord with members. “The overall
average handicapsof ourmembership
hasgone down ssince the practice facil-
ity was completed,” he reports. “We
have memberswhowill drive up from
New York City (about a 45-minute
commute) just to use the range or
receive alesson.”

Adds Gregory, who oversaw the
planning, constructionandimplemen-
tation stages of the practice areas and
Teaching Center: “We have some
memberswhowill justuse the practice
facility and not necessarily play some
days. Time is precious for our mem-
bersanditis often difficult to take four
or five hours to get in a round of golf.
Butit’spossible tofind60or90 minutes

tocome and practice ortake alesson.”

The golf course at GlenArbor was
designed by Gary Player and opened
in 2001. Player played a significant
roleinthe developmentofthe practice
areas and official Teaching Center,
which was fully completed in 2006.

The entire complexisamonument
of sorts to skill development and
stroke-saving, one that any candidate
for GlenArbor membership would
likely sigh over.

The Teaching Center features two
enclosed hitting bays that can be
opened to allow members and guests
tohitfull shotsandreceiveinstruction
during even the worst weather condi-
tions. Outside, there is alengthy tee
line, including a natural-turf hitting
area on each end of the generously
long range.

The Teaching Center has all the
bells and whistles and contains the
latest in computer technology, with a
V-1 Professional coaching system
allowing students to learn at an
advanced rate through avisual under-
standingofthe golf swing. Throughan
online “lesson locker,” students can
receive emailedvideos of their swings
and instructional tools. Hands-on
interaction between teacher and stu-
dentiscrucial tothe program’ssuccess,
Gregorybelieves, speakingasaskilled
playerin his own right.

Director of golf Rob Labritz (pic-
tured above, teaching) is also a top
player. He finished aslow PGA profes-
sionalatthe 2010 PGA Championship.
Director of instruction Debbie
Doniger is seen often on The Golf
Channel and staff instructor David

WWW.GOLFRANGE.ORG
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Gagnon mentors club juniors.

Keyto the operation is a stunning
short game area, known as the Gary
Player Center. It’s the club’s little
mecca for wedge-wielding members
andguestswishingtoworkonavariety
of touch-and-feel shots. The center’s
five regulation-sized greens were
designedtobeusedastargetsfromthe
teeing grounds only and replicate
course conditions, such as shots to
flags over bunkers and pitches to
raised, rolling greens. There’s also an
areawhere golferscan practicea50- to
80-yard sand shot.

“You're really practicing produc-
tively when you're hitting the shots
you're going to face when you're play-
ing an actual round,” says Crowell,
“Practicing at the Gary Player Center
letsamemberworkonvarious scoring
shots (from around 20 to 120 yards)
from the five teeing grounds and build
afeelingof confidence thattheycanhit
anyshort-ironshot. Theycanthentake
thatconfidence andabilityoutontothe
course and not beintimidated.”

GlenArbor’s practice amenity
includeswhatitcalls The Legends Cen-
ter, located in a hollow of land close to
the GaryPlayer Centerand comprised
of three separate green complexes.
Thisiswhere golfers can practice pitch
shots and bunker play to a variety of
hole locations. The total area of the

GlenArbor's scoring-game facilities are proven handicap-
reducers.

practice facilities at GlenArbor covers
about five acres, Gregory says. While
decliningtogiveafirmnumberastothe
cost to design and build them, Crowell
saysitinvolvedasignificantinvestment

by ownership.

“We see our range as
a sanctuary, where
members and guests
practice productively
and receive valuable
Instruction.”

The physical condition of the
practice areasis splendid throughout.
A frequently refreshed stock of
Titleist ProV1golfballsare used. “We
have really taken golf instruction and
practicetothenextlevel,”says Gregory.
“We left no stone unturned.” Doug
Rimsky,amember of GlenArborwho
lives in Bedford Hills, took time
out from alesson he was receiving to
speaktothevalueoftheclub’spractice
center.

“I'vebeenamemberhereforthree

years and the practice facilityis one of
the reasons I joined. It’s got all the
newest and best technology and the
focusisalways onyouandhelpingyou
improveasaplayer. IcanseewhatI'm
doing with my swing on a computer
and we can work on fixing things. I
even come here during the winter to
workinside. Beingabletohitfullshots
tothe outside range isahuge help.”

GlenArbor’s PGA teaching staff
offersprivateand groupinstruction. A
Golf Academy combines instruction
with golf and dining. Says Crowell:
“The Teaching Center makes our job
so much easier. We have everything
weneed tohelp our studentsimprove
as they practice under real on-course
situations.”

Offers Gregory, “We always had a
vision to create this type of a practice
facility. Many of the private clubs in
this area are land-locked and some
have ranges where you can hit maybe
only up to a seven-iron. We had the
landhereand creatingaone-of-a-kind
practice and Teaching Center was
always one of the most important
things we wanted to do when we
opened the club.”

GlenArbor demonstrates the im-
pact a clearly thought out, well-man-
aged, comprehensive practice facility
canhave onthe overall operations of a

golfclub. m
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Fiberbuilt® Continuous Tee Line

The Ultimate Fusion of Technology & Performance

Performance

No other brand can compare to
Fiberbuilt when it comes to mat
system performance.

Ball flight numbers replicate that of
real turf when using Fiberbuilt.

Injuries are reduced using Fiberbuilt
thanks to our grass fiber technology.

The majority of OEM golf club
manufacturers and simulator
companies utilize Fiberbuilt to create
realistic ball flight stats.

Recognized national lesson and
fitting centers use Fiberbuilt for
realistic lesson conditions.

Several Ryder Cup, President Cup
and Major Championship host sites
around the globe use Fiberbuilt
when the grass tees are closed.

1-800-661-8132

Economics

Fiberbuilt offers amazing long
term economics to the customer.

The ability to rotate and interchange
the hitting panels allows for the long
term economic benefits to shine
through.

Costs are greatly reduced on mat
part spending with Fiberbuilt after
only 2 years of use compared to that
of traditional turf mats.
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'HE FEEL OF A FAIRWAY AND BUILT TO

Durability

Fiberbuilt has proven to outlast all
other brands of golf mats.

Fiberbuilt engineered grass is
designed for improved performance
and durability.

The technically advanced rubber
foundation acts as a secondary
shock pad to reduce the impact on
the grass panels.

Integrated stance mat section is
designed to work in unison with the
hitting panel and rubber foundation
to provide superior longevity.

=

LAST

www.fiberbuilt.com




INTERVIEW

PGA President Sees
Opportunity on the Range

Projecting profit and growth in range operations,
ALLEN WRONOWsKI cites the need for skilled
teaching and innovative outreach

P GA President Allen Wronowski, the PGA director of golf at
Hillendale Country Club in Phoenix, Md., sat down recently
with GolfRange Magazinetodiscusshow golfrangesimpactthe over-
allhealthoftheindustryandtherole rangesplayin theindustry-wide

Golf2.01initiative.

Golf Range Magazine: According toa
report from the National Golf
Foundation, there are 4.9 million
exclusive range users. Whenyou
lookat that statistic, showing how
many people hitballs at the range
butneverstep on a fairway, what
thoughts does that prompt? Should
the industrybe grateful that they at
least showup and pay for buckets?
Wronowski:We re very encouraged by
the fact that there are millions of peo-
plewhovisitranges, hitballs and have
an interest in the game of golf. It’sa
great sign for PGA Professionals, and
for the industry as a whole, that golf
appeals to a wide variety of people.
This presents a tremendous opportu-
nity for us and we must find ways to
transition those unique range users
into people who ultimately play
rounds of golf.

To accomplish that we must show
that golf is a fun, healthy, family-
friendly entertainment option. We
must continue to break down barriers
such as time and cost, and highlight
various forms of golf experiences. We
are very grateful that people do want
toplaythe game, and thatspeakstothe
many intrinsic values of golf.

GRM: During the go-go years of the
1980s and "90s, entrepreneurs like
Dominic Chang set offambitiously
to create chains of golflearning

centers foramass audience,
including many families and
beginners. Chang’s company,
Family Golf Centers, actually
succeeded impressivelybefore he
revveditup too fastand got over-
leveraged. Inyourview, does that
model seem at all viable in the
current climate?

Wronowski: The viability of a family
golfcenterorstandalone range facility
in 2012 lies with understanding who

If people have proper
Instruction hefore they
play, it becomes more
enjoyable. At the core
of this is famly, friends
and fun.

your customers are and knowing the
audienceyou’retryingtoattracttothe
game. Much of what Golf 2.0 aims to
dois educate operators and PGA Pro-
fessionals on what people want. Cer-
tainly a big part of itis family time. So
the more that a particular operation

presents itself as an enjoyable family
experience, the more opportunitythat
operator has to be successful and the
more opportunity the game has to
grow—one facilityatatime.

Regardless of what facility it is, or
whattype of facility, the operatormust
understand the changingdemograph-
ics and values of our society, and how
toappeal tothem.

GRM: Why in your view don’t more
standalone ranges hire oralign
themselves with a PGA Professional ?
Doesitcome down to the
perception that staffing with PGA
Professionals simply costs more?
What does The PGA of America say
tothese owners?

Wronowski: We want, andneed, todoa
better job of communicating to our
membership that standalone ranges
and like facilities — such as nine-hole
executive courses or par-3 courses —
are places where golf can grow. These
are the entry pointsinto the game and
the placeswhere beginners firstcome
tolearn golf.

The opportunity exists at places
such as these for PGA Professionals
and facility operators to create a suc-
cessful business model and take a
slightly different approach than the
traditional 18-hole facility. We must
educate ourmembersonthevalueand
importance of exploring different
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employment avenues and educate
employers, sotheyhaveabetterunder-
standing of the value that a PGA Pro-
fessional brings to the table.

GRM: Does The PGA of America
envision creating anything new in
the way of outreach tools or out-of-
the-boxmarketing assistance forits
instruction-oriented members?

Wronowski: Through Golf 2.0 we’ve
put together 12 Strategic Initiatives,
each of which has a team of industry
leaderswho are creating the tools and
marketingassistance tohelp PGA Pro-
fessionals and other industry leaders
togrowthe game and their operations
from multiple standpoints.

One of the initiatives involves
appealing tonew golfers by highlight-
ing the PGA Professional’s role in
teaching beginners. We view instruc-
tion as a key element of our player
development outreach initiatives. If
peoplehave properinstructionbefore
heading out to the course, then it be-
comesamoreenjoyable experience for
ourpatrons. Atthe core of thisis fami-
ly, friends and fun. Sowhen someone
isfirstintroducedtogolfinstruction, if
itcanbe doneinafunatmospherewith
family and/or friends present, we feel
theywill be more likely to be retained
asagolfer.

Introductoryprogramssuchas Get
GolfReadyshouldberelaxed and fun,
and people are more relaxed among a
group of people they're familiar with.
Secondly, oncetheinitialencounteris
donetheystillhave asupportgroup of
sorts to help them progress with the
game. We want to make instruction
more targeted for those three areas
and help PGA Professionals identify
creative ways to engage these audi-
ences through instruction-oriented
programing.

GRM: Core golfers are people who
are essentially hooked on the game.
Their other hobbies or activities
may be enjoyable, but for them
nothing compares with hitting a
pure shot toatight pin to setup
birdie. The more they can strike the
ball with authority toward the
target, the better theyfeel. You find
these people at the range pretty

often, although many of them are
trying to hone their swings without
professional instruction. Are there
“next steps” for the PGA
Professional as an instructor that
could address this situation
effectively?

Wronowski: Core golfers are a captive
audience for PGA Professionals. They
have alove and passion for playing the
game of golf, and that’s the bond that
links them to PGA members. It’s safe
to say that almost every PGA Profes-
sionalsought membershipinour Asso-
ciation because they have an undying
passion for the game of golf, and that
same type of passion burns brightly
among our industry’s core golfers.

| encourage PGA
members to walk the
range and start
conversations with
core players and core
customers.

Iencourage PGAmemberstowalk
therange and startconversationswith
their core players/customers, sharing
personal golf-related experiencesand
explaininghowthatinformation could
help them (the customer/member)
become a better golfer. Core golfers
comeatalllevels—Tknowpeople who
are still out there every week chasing
that elusive “best round of their life.”
Otherthan actuallyplayingaround of
golf, there’s nothing those folks like
more than telling you about the last
round they played.

PGA membersshould capitalize on
that and build relationships with core
golfers through a common bond of
loving the game. By doing so, PGA
members will more and more be
lookeduponasthe “rockstars,”asIlike
to call them, at their facilities.

GRM: Standalone ranges have an

interesting role in Golf2.0-type
initiatives, because they are even
lower-pressure than ranges at
public golf courses. Theirlocation
fronting well-traveled roads makes
itall the easier to visitonimpulse.
Any experienced golfer who
practices often at a standalone will
frequently see rank beginners
hitting grounders and little
pop-ups. The PGA Professional
who owns or manages the facility
certainly provides instruction,
clinics, clubfitting, etc., but could
they (oranadjunct PGA
Professional) be incentivized to
provide some early guidance to
thesenewbies? Theideaisthatthe
standalone’s business maybe
extremelyhealthy asis, butits
“gateway” status is going under-
utilized, from a macro perspective.
Please comment.

Wronowski: Golf 2.0 is designed in
large part to provide tools and com-
municate to PGA Professionals that
they are the ones who can help turn
around our industry. They are the
besteducated and the best trainedin
ourgame. Theincentive comes from
PGA members challenging them-
selves to be the best possible repre-
sentation of our game and industry.
To help them achieve that, Golf 2.0
highlightsvariousavenuesforsuccess.
Forinstance, knowingyour customer
is akey component. PGA Profession-
als must begin to understand what
matters to different golfers — those
beginners who hit grounders and
pop-ups are looking to golf for some-
thing different than the experienced
player two stalls over. If you under-
stand that, then the incentives are
clear and the opportunities for
greater business are present.

But, regardless of someone’s skill
level, there’s one thing every golfer
looks forwhen they go to the range or
to the course: an enjoyable experi-
ence. There’s no substitute for a wel-
coming facilityandafriendlystaffthat
makes golfers feel comfortable. Ifyou
can create that kind of atmosphere,
the “newbies” and experienced
golfersalike will continue tofrequent
your facility. How about that for
incentive? B
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The New Golf Range Association
of America

On January 1st, 2012, the Golf Range Association of America re-launched under
new management and with an entirely new platform. We invite you to be part of it!
Now operating as part of the same family that publishes PGA Magazine, the GRAA
will be celebrating its 20th anniversary in a major way. The new GRAA begins with
anew mission statement: To harness the combined power of all golf range owners,
operators and staff at all types of facilities to grow their revenues, enhance their
careers and help grow the game of golf.

Come See us at the PGA Merchandise Show, Booth 2179

and at Demo Day in the Demo Day Village, Tee Box 2

Golf Range Association of America | www.golfrange.org | 215-914-2071
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VW RS THE GAME

-

“1t's called a “driving” range because
golfers so-eagerly work on distance.
“That's changing, as facilities'set up |
short game practice areas with their.

own fee structurés."BY DON JOZWIAK
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ange facilities that provide a well-conceived short-game

practice area open up new possibilities for customer

service and business development. If you've got some extra land,

existing customers will enjoy the chance to work on scoring shots.

Plus, that dedicated short-game area can attract new customers

who will contribute tolong-term revenue growth.

“More and more golfers realize the
importance of practicing and perfect-
ing their short games, so there is no
substitute fora good short-game area
as part of your driving range or as an
independent practice facility,” says
Mark Maness, PGA Certified Profes-
sional at Golden Bear Golf Center in
Carrollton, Texas.

“A good practice area devoted
exclusively to the short game creates
added value and can draw more peo-
ple to your facility,” he explains. “We
charge $10 for daily use of our pitch-
ing/bunker area. We issue tubes of
balls foruse to manage whoshouldand
shouldn’t be over there. We have
range passes that include free access
to the short-game area, sort of amem-
bership. Ithas encouraged pass sales
andaddedtothebottomlinewith daily
use charges.”

Manessis a devout advocate of the
short game, and recommends several
elements to help create a successful
short game area:

e Offerashort-game areathatis
completely separate from putting
greens.

* Offeratleast50yardsof
manicured fairway.

* Provide multiple targets from
various distance ranging from 25
to 125 yards.

e Provide atleasttwo bunkers with
differing contours.

e Useasustainable grasson the
target greens.

* Provide moundsand grass
bunkers that simulate areas on
your course or on courses nearby.

“To truly have enough space for an
exceptional short-game area, you
needatleast50yards of fairwayonone
side, and even more would be better,”
says Maness. “We have 40-plus yards

of fairway grass on one side and 30-
plus on the other, allowing for lots of
differentlength shotsand wind condi-
tions.” There are certainly design
options, based on space available,
according to Maness.

“Multiple small greenswith one tar-
get each also works well for pitching,”
he says. “But one bigger green with
three to five targets works great and
doesn'trequire asmuch space. Again,
the target green needs to be big
enough for multiple targets so many
people can use it at once without risk-
ing safety and providing a diversity of
shots.” Whatever land you have, it’s
best to go three-dimensional with it.
“Creating mounding and contours is
importanttokeepitfun,”says Maness.
“A flat area is boring and will wind up
underutilized — the area must make
them want to practice!”

Atthe Golden Bear Golf Centerin
northern Texas, Maness makes short-

Nothing builds short-game lesson revenue
like a dedicated space.

game practice fun and challenging by
positioning three shortflags staggered
at 10-yard intervals in front of the
teachingarea. Yardage platesevery 10
yards back starting at 20 yards and
goingallthe waybackto50yards from
the nearest pin encourage simple
“contests” to help players sharpen
their short games.

Maness also constantly reminds
customers of the importance of work-
ing on short-game skills through
newsletters and web sites. But noth-
ingwedgeshome the pointlike provid-
inga fun, well-conceived short-game
practice area so customers can feel
results for themselves. m

Teaching a chipping stroke on the main driving range is of course possible, but top
instructors like Mike Malaska (above) want students to see relevant results.
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Visit us at Booth 3243

2012 PGA Merchandise Show

MANUFACTURED BY Orlando, Florida
“EASY PICKER GOLF PRODUCTS” January 26th =28th

RANGE -EXPRESS

Easy Picker Golf’s latest innovation in wireless technology, 24&9&-5%%“ Software.

Easy Picker offers Gold and Platinum fm-gmedd “server based” software with

real-time access to all accounts and compatibility with most POS computer systems.
Easy Picker also introduces a new “Buckets Only” version in 2012.

Range- Exfress Features:

* Accountability — Tracks tokens, cash, pin numbers, media cards and credit cards.
» User friendly — No installation fee, no technician needs to visit your facility.

* In-House technical support available 24/7, 365 days.

* Track members’ information — name, address, phone number, email address, etc.
» Ability to create your own promotional customer mailing list including email.

* Flexible pin numbers, Member discount cards, Custom logo cards, eliminates tokens.

Just wanted to let you know how well the wireless range express and
new ball dispenser work. They fit info our program seamlessly and
allow us to control the range flow through the point of sale. This will
help any operation that is looking fo cut back on the labor and help in-
crease the personal customer service we all strive to achieve. It is a
winner at St. James Bay, Thank you for all the help.

Steven B. Hatch

Head Golf Professional

St. James Bay Country Club

Carrabelle, Florida

Sales 800.641.4653 | Fax 239.369.1579

www.easypicker.com
Email: salesdept@easypicker.com
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Golf Range Association of America

Preferred Vendors

The Golf Range Association of America thanks the participation and support
of the following GRAA Preferred Vendors.

CHAMP
800 OK CHAMP
www.champspikes.com
Official Spike and Tee Supplier

800-472-7432
www.rgigolf.com
Official Golf Ball Supplier

L4 3o R
<

)
TEX!N ET)

800-541-1123
www.texnetusa.com
Official Netting Supplier

;;.\T-h

ALLIEO

800-237-3355
www.alliedspecialty.com
Official Insurance Supplier

21D EASY PICKER®
@D GOLF PRODUCTS

800-641-4653
www.easypicker.com
Official Range Equipment Supplier
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“The first year we opened we had
70 players in the program and out
of that, five became full members.”

Play Golf
America

Barrett White, PGA
Jupiter (Fla.) Country Club

USE GET GOLF READY to:

* Grow rounds and revenue for your course
* Increase your instruction business and compensation

* Make it fun! Make new customers and friends, and keep them coming back!

In 2010, facilities averaged 31 students, with 84% retained. Students spent
an average of $900 - projecting to more than $23,000 in additional revenue.

To learn more and become a certified
Get Golf Ready facility, visit PlayGolfAmerica.com



http://www.PlayGolfAmerica.com

Jack Grout Helped Make Practice Possible

BY DAVID GOULD

ack Nicklaus, the greatest of American golf champions, was
taught the game by Jack Grout, a golf professional who by any
definitionwasahead ofhistime. Youcanlearnaccuracyasyouget
older, Grouttoldhisstar pupil—forrightnowhititasfarasyoucan.

But what exactly would the Ohio
phenom hit? Standing on alesson tee
with his coach, Nicklaus could hardly
look down at a pile of factory-built
balls with “PRACTICE” printed on
them—there was no such thing avail-
able back when Nicklaus was a junior
golferinthe early 1950s.

“You wouldn’t think of a Jack Nick-
laus starting out in junior golf and not
having a place to hone his swing,” re-
flects Dick Grout,a PGA professional
himself and the son of the legendary
Jack. That problem was addressed by
Jack Grout'singenuity. Bothat Scioto,

black-stripedhimself. When the balls
wereallpicked theywouldbe cleaned
in an old clothes washerin back of the
golf shop, which must have sounded
thunderousin the spin cycle.

“You had to throw rags in there to
quiet it down and keep the balls from
getting scraped up too bad,” recalls
Dick, who hangs his hat at The Cliffs,
near Greenville, S.C. “You couldn’t
just order range balls back then,
either,” Dickremembers,“somyDad

Grout'’s muddy range balls

were picked by a Jeep with
makeshift scoops and cleaned
in an old clothes washer in

the back of the golf shop.

| R

where he taught Nicklaus, andlaterin
Florida at La Gorce Country Club,
Grout came up with trailblazing tech-
niques to advance the golf-practice
regimen. Something had tobe better,
Grout thought, then a scruffy field
where only a few members could hit
balls and schoolboy shaggers had to
chase down every shot.

These days a clean, cropped, full-
service place to practiceisarefuge we
take for granted, but Dick Grout
remembers well his days driving a

battered Willys Jeep around his % |

dad’s range at La Gorce, in Miami
Beach, aiming a makeshift scoop

atrange balls the boy’s father had

/7,234

figured outawaytokeepuphissupply.
He would trade the members one
brand new ball for 10 of their used
balls. Ten for one—and he was picky.
He wouldn’t take any ball that was too
nicked up.”

The members, whowere generally
wealthyindividuals, would jumpatthe
chance to make this deal, which the
senior Groutoftenmarveledat. Grout
hadahomemade stripingdeviceinhis
backroom, consistingofatube thatfed
ballsintoapincher,whichin turnheld
each ball against a narrow applicator
moistenedwithblackpaint. Members
paid 50 cents forasmall bucket, $1.25
foralarge. “Before we striped them,
Dad would say, ‘Dickie boy, go back
into my shag barrel and dig yourself
outsomereal pearls.”

The firstdrivingrangeinthe U.S. is
credited to Pinehurst Resortandwent
bythe name Maniac Hill. The term has
always amused people, but it’s also
regrettable, linking practice with
deluded desperation. The business is
fully modernized now, with covered

bays, automated tee-upandoutbuild-
ings humming with computers
and cameras. Whichmakesthe
early adopters—and innova-
tors—allthe moreadmirable.
One of these instructors

...........

must have shown up for

= workonedayandhand-dug

= the first practice bunker.

..................

#His . One thought to build

covered hitting bays. Yet

.....................

another devised the first

£33
/333

range plan, letting mem-
bers pay up-front for a full
seasonofball-beating. Jack
Grout spent the 1950s at
Scioto nurturing Nicklaus
and helping the members
straightenout theirslicesand
" hooks. Hissystem forcreating
apractice facility that allowed all
this is worth remembering and
celebrating. ®
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