
Welcome to the February issue of digital Golf Range Magazine!

Inside the February issue, you will find the following features:

• PGA Show Report: Well-Positioned to Focus on Growth in 2013 –
Serving as a catalyst and a crossroads for pro-growth forces in the 
resurgent golf industry, the GRAA made a strong presence in Orlando 
for a second consecutive year.

• Video File: Clubfitting Has Gone High-Tech, but Bending, Trimming and
Custom-Grinding Are Still Vital.

• Range Reinvention: One Super’s Urgent Mission – Needing a practice
complex that would satisfy tour players competing in the Travelers
Championship, Tom DeGrandi and his colleagues at TPC River
Highlands went all out.

• Innovations: Las Vegas Variations—Skills Events Move On-Course –
Skills challenges escape the range and spill onto the golf course when 
creative Las Vegas golf managers spy an opportunity to add fun by 
bending a few rules.

• Upscale Approaches: Beyond the Pretty Scenery, a Serious Golf
Academy – As technology and teaching skills advance, a destination-style
golf academy like Pelican Hill gets granular with game improvement to
keep customers coming back. 

Keep it fun and thanks for supporting the GRAA.

Best Regards, 

Rick Summers
CEO & Publisher, GRAA
610-745-0862
rsummers@golfrange.org
Golf Ranges: Where the Fun Starts

mailto:rsummers@golfrange.org
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Looking Back at the 
PGA Merchandise Show
L ast month’s PGA Merchandise Show in Orlando, Fla., gave me and 

the rest of the Golf Range Association of America staff a great chance to 
see many of you in person.  It was a busy week, during which we took time to
celebrate the best of 2012 while looking ahead to the trends and opportunities
that will shape the golf range business in 2013 and beyond.

The excitement started with the PGA Show Outdoor Demo Day at the 
expansive range facility at Orange County National Golf Center & Lodge, held
the day prior to the PGA Show itself.  It was one year ago that we re-launched
the GRAA at Demo Day, and it was fun to see a number of familiar faces – and
many more new faces – visiting us again this year to learn more about the GRAA
and what we do.  We love talking about golf ranges, and there’s no better place
to do it than on one of the country’s biggest and best ranges – and on a beautiful,
sunny day with thousands of attendees on hand at the world’s largest outdoor
demo day.

Once the PGA Show got underway, a personal highlight for me was seeing
so many of our 2012 Golf Range Association of America Award winners as they
came by the GRAA booth to accept the beautiful trophies made for us by Sterling
Cut Glass.  To a person, the winners were proud of their work and pleased to be
recognized for it.  Congratulations again to all of our deserving winners.

Throughout the week, the GRAA staff was able to spend time with hundreds
of owners, operators, golf professionals and facility managers from range facil-
ities around the country.  We listened to everything you told us about what
you’re seeing in the field, and that feedback will directly impact upcoming issues
of Golf Range Magazine.  We’re seeing significant trends in teaching, learning,
skill improvement, player development and welcoming new golfers to the sport,
and we’ll be spending a lot of time on these topics throughout 2013.

In all, the PGA Merchandise Show was a great week for the GRAA.  And
now that it’s over, we begin the important work of helping making the rest of
the year just as positive for you and your range facility.

Rick Summers
CEO & Publisher, GRAA
610-745-0862
rsummers@golfrange.org
Golf Ranges: Where the Fun Starts

http://www.golfrANGE.ORG
mailto:rsummers@golfrange.org




If you’ve only got time for
an executive summary of what
the 2012 survey says about the
loyal range customer and their
desired experience, some
highlights can be offered – first
about the golfers themselves.
They were males (96 percent)
using public-access ranges (84
percent), hitting balls often
(53 percent made more than
20 range visits) and breaking a
sweat (70 percent hit over 50 balls 
each visit).  If you and your employees 
want to please or even pamper these
frequent visitors, there are priorities
and traits that jump out from the study
to guide you in setting standards and
procedures.

■ Whether it’s justified or not,
they consider themselves self-suffi-
cient as golfers: This was revealed by
a set of questions that divided the
range experience into many facets and
asked how important each was.  The
survey group identified taking lessons
as “very important” or “important” at
a rate of just 6 and 9 percent, respec-
tively.  It was likewise with the “Demo
new equipment” question – 5 percent
called that “very important” and 10
percent called it “important.”

■They hit balls on days that end in
‘y’:Only 3 percent of our survey group
said “Always” when asked whether
their range visits fell on weekends.

Another 18 percent said “some of the
time” to that question.  Interestingly,
a full 8 percent said they “Never” make
a range visit on a weekend.  So, look for
these players to be feeding tokens into
your ball machine during the impor-
tant mid-week period (when casual
players tend to stay away).

■ They’ve likely got a game face
on:When asked how much “entertain-
ment with friends and family” was part
of their range experience, a tiny 2 per-
cent checked the “very important”
box, while a measly 7 percent checked
“important.”  Even the “somewhat im -
portant” option only attracted 17 per-
cent of this audience.

■These are “second-shot” golfers
practicing with irons for better greens-
in-regulation performance: Given a
chance to check the “very important”
box next to a string of options, they
showed a concern for approach shots
– not the driver obsession some range

visitors display.  To 54 percent of respon-
dents, “Practice hitting my irons” re -
ceived top priority, while 47 percent
checked the very-important box next
to “Practice hitting my woods.”  It was
49 percent doing so for “Practice hit-
ting all types of shots.”

■ Even if your range is lighted,
these golfers will visit during daylight:
Among respondents who favor a 
range that’s lighted for night use, only

7 percent of this group said
they practiced at night
“more than 50 percent of
the time.”  Over one-third
of them checked “hardly
ever” or “never” to the
after-dark question.

Much of what this
group asks for in a practice
environment is infrastruc-
tural.  Not surprisingly,
they place high value on
the availability of hitting

space, access to grass tee surfaces,
short-game areas, quality golf balls
and accurately measured targets.
Among the attributes your staff can
exhibit and maintain for these players
is a set of high standards for safety – 87
percent of respondents said their 
preferred range did either a “Good” or
“Excellent” job of this.  Cleanliness
and friendliness were also high-rank-
ing virtues of the ranges these golfers
patronize.  Some 84 percent checked
the “Good” or “Excellent” box for 
sanitation and 82 percent checked
those boxes when asked about the
staff’s good humor and warmth.

To sum up, there is a diligent prac-
ticer out there who is no-frills, avoids
crowds, considers himself well-
equipped and only wants a well-run,
no-nonsense environment.  Provide
that forum and you’ll have a steady
core of loyal users that stick to their
good habits.  ■

R A N G E R E S E A R C H
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How to Spot (and Serve) the Serious Practicer
You can train your staff to cater to repeat golfers in a pleasing manner – that
includes giving them their space.  BY DAVID GOULD

W hen the first large-scale Golf Range Association of

America survey following our re-launch was deployed

last year, we wondered what sort of range customer would turn up

in our results.  The idea was to canvass enthusiastic golfers, in order

to learn their visit patterns and shed light on their attitudes and

preferences.  Given extra time to interpret the data points in that

survey, we found statistics any manager can use to better train out-

side service personnel and even guide teaching professionals in

delivering value.
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If it’s a weekday and the golfer is quietly
hitting iron shots, you’ve located a likely

member of the frequent-and-loyal practicer
population – be friendly and keep the place

clean, to ensure his return.
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W E A T H E R I M P A C T

In cooperation with Pellucid Corp, a
leading industry insight and information

provider, each month Golf Range
Magazine will present research which
demonstrates how the weather has
impacted the number of “Golf Playable
Hours” in multiple regions of the country.
While ranges may be somewhat less
influenced by the weather than golf
courses, the above information should still

provide a performance metric worthy of
review.  This map shows the percentage
increase or decrease for the month 
shown vs. the comparable month from a
year ago followed by the year-to-date
results from January through the current
month reported.

For more information about Pellucid
Corp and how the data was compiled, visit
Pellucidcorp.com.

W E A T H E R  I M P A C T  A N A L Y S I S

http://Pellucidcorp.com
http://WWW.GOLFRANGE.ORG
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Golf Playable Hours: December
Each region includes: Month % / YTD %

+/-100% = increase/decrease
exceeds 100% due
to small base value

N/A = out-of-season period
and not reported
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Taking irons and woods apart and
putting them back together – often
with new components or custom bend-
ing, grinding or trimming – taught you
quite a bit about cause and effect.  All
the more so if your understanding of
golf swing dynamics was well devel-
oped.  Ray was certainly that breed of
cat, equally happy at his worn work-

bench as he was on the tee studying the
golf swing and ball flight.

His multiple Horton Smith Awards,
his status as a PGA Master Professional
and just recently the elite-only Presi-
dent’s Award in his section – these
accolades heighten the credibility of
any commentary Cutright wishes to
offer.  In his shop at Idle Hour Club, a

go-to facility for improvement-mind-
ed players in and around Macon, Ray
took time recently to state a simple but
important fact.  It’s got to do with that
old relationship between hands-on
golf club repair (or adjustment) and
the new-age clubfitting that is so 
wonderfully supported by sensors,
software and on-screen imagery.

There’s a question you may form in
mind listening to Ray’s succinct mono-
logue: I can use technology to take a
golfer the distance – from the clubs he
has now to a completely new set – but
can I go to the workbench and give him
only what he needs to keep learning
and improving through his current
stage of development?  ■

W hen the very first “Clubfitter of the Year” award 

be stowed on a golf professional was announced by

GSO Magazine in 1986, the no-surprise winner was Ray Cutright.

As the oft-honored Georgia PGA member explains in this month’s

video, early adopters of modern clubfitting tended to be club-

repair experts.  

Clubfitting Has Gone High-Tech, but Bending,
Trimming and Custom-Grinding Are Still Vital 
Not long ago, you couldn’t do much clubfitting if you lacked the serious “bench
skills” that let you make precise changes to an existing club. Ray Cutright reflects on
those two functions and why they still work in tandem.

http://www.golfrANGE.ORG
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The Rockford Park Indoor Sports
Center in Loves Park, Ill., is adding golf to
the assortment of indoor sports it already
offers.  The massive, 124-acre sports
facility recently opened its indoor driving
range for golfers who don’t want their
game to get cold during the inclement
Illinois winter months.  A clinic program
on Monday afternoons was immediately
added to the facility’s programming.  The
Indoor Sports Center and adjacent
outdoor sports fields offer more than 32
playing venues including soccer, football,
volleyball, indoor golf, basketball, in-line
hockey, badminton, adapted and
wheelchair sports, rugby, football and in-
line hockey…  Just to the southwest in
Romeoville, Ill., Mistwood Golf Club is
putting the finishing touches on the
Mistwood Learning Center – also

helping golfers, and their games, stay
sharp when courses are closed.  Inside the
learning center will be rooms for a variety
of needs.  Hitting balls, video review, shot
monitors, and a putting center are in the
design.  What some golfers will enjoy is
the short walk back to a full bar in the
learning center, only steps behind the
hitting line ….  Legal scholars and
bankruptcy lawyers are commenting
briskly on a recent court decision about
driving range revenues and green fees.  It
all stems from a decision by the
bankruptcy division of the Ninth Circuit
Court of Appeals, the West Coast
jurisdiction of the U.S.  appellate system.
The case pits Far East National Bank
against its debtor, Premier Golf

Properties LP, the owner-operator of the
36-hole Cottonwood Golf Club outside
San Diego.  A loan of $11.5 million was
funding Cottonwood golf operations, but
inability to service it led to a Premier Golf
bankruptcy filing--during and after which
the range fees and green fees continued
to flow.  The lender claimed them as
collateral, but Premier challenged that
seemingly logical claim--and won.  The
Ninth Circuit found that, under Sections
363 and 552 of the Bankruptcy Code
(using jurisprudence that would take too
long to explain here) the debtor’s income
from the range and greens fees is not
properly cash collateral for the lender….
Research firm IBIS Worldwide, which
since 1971 has provided research and
analysis of various American industries,
released an updated report on the “Golf
Driving Ranges and Family Fun Centers”
industry in 2012.  The sector reportedly
grew in 2012 at the slight average annual
rate of 0.3% to $9.3 billion.  The industry,

which includes recreational and
amusement services like golf driving
ranges and go-cart racetracks, is on a
rebound after down years from 2009
through 2011.  “Reduced spending began
to reverse in 2010 as some of the fears
surrounding the economy subsided,” the
report notes.  Further, there is headroom
for growth in this sector as the costs
increase for families to enjoy competitive
venues like amusement parks and
waterparks.  ■

G O L F  R A N G E  N E W S
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A Wide Range of News
Keeping you up to speed on trends in the golf practice-and-learning sector

One of the biggest new gadgets in extreme sports is a little camera called GoPro. It’s a
highly durable device that can be attached virtually anywhere. The proof is astounding
video footage of dirt bikers riding with GoPro attached to the their handlebars, of
surfers catching totally gnarly waves with it attached to the end of their surfboard and
of ski racers bounding down the slopes with the camera latched firmly to their
helmet. Well, a few golfers have caught wind of the idea and have taken to YouTube,
using GoPro in some interesting ways. Most are attaching it to their hats during the
swing, allowing those watching the video to view the golf swing through the eyes of
the person hitting the ball. Some have even attached it to the shaft of the club in such
a way that you can follow the clubface throughout the entire swing. If you’re a golf
instructor, you’re well aware of how important video is when it comes to lessons
these days—this provides a new angle on camera footage of what happens when Joe
Golfer takes a big rip.

http://www.golfrANGE.ORG
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Range Reinvention: One S
Needing a practice complex that would satisfy tour players competing in the Travelers 
Championship, Tom DeGrandi and his colleagues at TPC River Highlands went all out. 
BYANTHONY PIOPPI

In his office overlooking No. 10 fair-
way, DeGrandi took time on a recent
afternoon to recall difficult days at the
Cromwell, Conn., home of the PGA
Tour Travelers Championship.  Yes,

this venue has hosted back-to-back
wins by Phil Mickelson, first-place fin-
ishes by Greg Norman and Nick Price
and even Bubba Watson’s maiden tour
victory, back in 2010.

However, it was a “sad but true
fact,” in DeGrandi’s words, that the
portion of the facility touring pros
spend the most time on was woefully
sub-standard.  What passed for a range
at TPC River Highlands was so inade-
quate that some players would skip the
event outright.

But those dark days for DeGrandi
are long since over.  The practice facil-
ity he now dotes on is considered one
of the finest on the PGA Tour.  In 2006,
the old was out and the new was ush-

Tom DeGrandi guarded a secret for years.  Each summer,

the longtime superintendent of TPC River Highlands

would struggle to mask the truth about the PGA Tour stop he and

his colleagues worked so hard to refine and took such pride in.  “The

PGA tour players loved our golf course,” DeGrandi can now say

plainly.  “They hated the practice area.”

http://www.golfrANGE.ORG
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Super’s Urgent Mission

TPC River Highlands in Cromwell, Conn., unfurls a practice area for
amateurs and tour players alike on 23 generous acres.
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ered in at River Highlands.  That year,
to great acclaim, new practice grounds
opened up, built on an abandoned
sand pit that had not been part of the
existing River Highlands property.

The entire new practice complex
covers 23 acres.  To put that in perspec-
tive, the fairways of the 18-hole River
Highlands golf course total 25 acres.

Today, these practice tees look like
they could land an Airbus SuperJum-
bo.  The chipping green allows players
to hone multiple shots off assorted

angles and lies from up to 60 yards
away.  The new putting green looks
large enough to host a company picnic
for one of the Hartford insurance
giants that use this PGA Tour venue
for relationship-building.

DeGrandi realizes the importance
of the facility for the tour pros.
“They’re not just playing golf, they’re
working.  Practice is work for these
players--they’re honing their craft,”
DeGrandi says.  “For that reason, they
expect turf conditions just like what’s

out on the golf course.  We stimp the
practice greens every morning.  We
cut the grass on them the same as out
on the course: a 21-inch collar on the
greens, cut at an inch and a quarter.
The rough is the same height, whether
you’re playing or practicing.”

A before-and-after for the parame-
ters of this range complex shows how
dramatically it’s been improved.  For-
merly, golfers jockeyed for space on
15,000-square-foot practice tee.  After
the overhaul, some 110,000 square

http://www.golfrANGE.ORG


feet of tee space became available.
The old range’s landing area had three
target greens on a cramped parcel that
was too short for many players to hit
driver.  The new landing area is 350
yards long with nine separate target
greens.  At the old chipping area you
found one tiny green, one bunker, no
fairway-length turf.  Now what awaits
is an 8,000-square-foot green with
multiple bunkers and a 60-yard-long
fairway.  The old putting green, for sen-
sible reasons, is still in service, but it’s
complemented by a new one that
came along to more than double the
size of River Highlands’ putting prac-
tice space.

It’s not only the Tour players who
love the improvement, but club mem-
bers, as well.  With the old range, there
were two tees.  The top portion was
10,000 square feet and the lower seg-
ment about half that size.  Every year,
five weeks before the Tour rolled into
town, the top tee was shut down to
keep it in perfect shape for the pros.
The small tee would be worn out by the
members well before the first PGA pro
launched a practice ball.  With the new

facility, members get to hit off perfect
turf every time they are on the range,
all year long.

The new facility has also helped
increase membership.  “We’ve got
people who join just for the practice
area,” DeGrandi says.  In fact, some
don’t want to play the course, just
become a practice facility member,
but River Highlands doesn’t offer that
option.

DeGrandi maintains the PF with
the same size crew he did the old prac-
tice area, a testament to the efficiency
of his talented staff.  The new teeing
ground is nothing short of perfect, 100
percent manicured bentgrass.  “We
treat it like a fairway,” DeGrandi says.
“We topdress and overseed.”

The key to managing the new tee is
to treat it like the old one, apparently.
“If you get a big practice tee, think of it
like a small one,” says the superintend-
ent.  In other words, confine hitting to
a narrow band at any given time, rather
than be overly generous with that day’s
allotment of turf.  “ I’d say we made
that mistake in the first season,”
DeGrandi recalls.  “What we learned

is: Don’t get carried away.  Building a
big tee means you have more days to
give them new turf, not more space
each individual day.”

DeGrandi changed his manage-
ment strategy and now, as he did with
the old practice tee, rotates the hitting
areas regularly, but makes sure the
space is no more than is needed for a
day’s worth of shots.  In the fall when
practicing decreases, the ropes are not
repositioned as frequently.  DeGrandi
or his staff regularly checks the range
to make sure the hitting area for that
day is not covering too large of an
expanse.  It is set up by the golf shop
staff.

DeGrandi says he has a specific pro-
gression to how he rotates the hitting
zone.  He might begin the year, for
instance, working down the entire left
side of the tee, from front to back.
When that is finished, he moves to the
far right until that is used up, then back
to the left, inside of the previous area.
Because of the space at his disposal,
DeGrandi can now reserve the prime
practice location—front and center—
for the River Highlands annual mem-
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Bubba Watson broke through on tour by winning the Travelers Championship at TPC River Highlands in 2010, sharpening his long-ball
form on a range that years earlier was too short to let the circuit’s distance kings safely hit driver.
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ber-guest, a wonderful favor he was
never, in the past, able to bestow.

One issue DeGrandi has with the
range is the driving acumen of the kids
behind the wheel of the ball picker,
which leaves him shaking his head.  In
an effort to reduce the amount of golf
balls that need to be retrieved by hand,
they try to get as close to the practice
green flagsticks as possible with the
cart.  Unfortunately, they miss the
mark on a regular basis and snap the
poles, which cost $25 each.

The River Highlands members and
Tour pros owe an indirect thanks to
John Daly.  It was Long John’s prowess
with the driver that alerted tour brass
to the need for a new Cromwell range.
One afternoon in the early 2000s, 
during tournament week, DeGrandi
stood on No. 17 green with tour rules
official Mark Russell.  Some 375 yards
away, Daly was on the practice tee that
sits 40 feet above the 17th.  One of his
drives hit the roof of a skybox beyond
the end of the range, bounced over the
narrow neck of the fairway leading to
the 17th green, landed on the putting
surface and rolled into the pond as
DeGrandi and Russell watched.

It was then they realized the range
was inadequate.  “Now, every player
can hit the water on the fly,” DeGrandi
says.

With new acreage and a more
refined practice layout came addition-
al maintenance demands, though

DeGrandi says he doesn’t mind the
added effort required.  “It’s been fun
but it has its challenges,” he says.
There was also a learning curve.  One
supposedly well-conceived plan, in

particular, did not work as hoped.  To
the right of the landing area is a steep
wall that was planted with low-mainte-
nance grasses as recommended by an
agronomist and designed to go un -
mowed, adding color and texture to
the area.

Unfortunately, no one factored in
the prevailing wind, left to right, plus

the natural slicing tendency of most
golfers, also left to right.  The result
was near-catastrophic loss of invento-
ry.

“We had to cut all the grass down
because we were losing thousands of
golf balls, thousands,” DeGrandi says.
The new facility doesn’t just serve tour
players and club members.  One com-
ponent of it is a four-hole short course
that is home to the Connecticut First
Tee.  The Brad Booth-Brad Faxon
architecture firm designed the layout.
DeGrandi’s staff maintains this, as
well.  The fairways are bluegrass and
the greens Vesper Velvet bentgrass.
Inputs of chemicals and fertilizers are
minimal.  The area is mowed regularly,
but not to the same specifications of
the 18-hole course, since the players
are mostly beginners.

Unless they are members of The
First Tee, River Highlands members
don’t have access to the course.
DeGrandi and his crew, though, get
out and play now and again and they
have a blast, he is quick to note.  They
even came up with their own course,
teeing it up all over the layout while
playing to the four greens for im -
promptu matches.  “We’ve invented
nine holes,” DeGrandi explains.  A
superintendent running a course and
practice facility of this scale, to the
highest industry standards, indeed
must be inventive.  There’s no secret
about that.  ■
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“The course is strong
enough to host a PGA
Tour event, but the
allure of its practice
complex draws
constant requests for
range-only
membership.”

ÑTom DeGrandi

Tom DeGrandi (inset) oversees practice-complex turfgrass that mirrors exactly what golfers will find out on
the River Highlands course.
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Well-Positioned to
Focus on Growth
Serving as a catalyst and a crossroads for pro-growth forces in golf, 
the GRAA made a strong presence in Orlando for a second consecutive year
BY DAVE GOULD
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of town at Orange County National
Golf Club, home to the most capa-
cious and inspiring golf range any-
where.  This was the last PGA Show
Outdoor Demo Day to take place on
Wednesday (in 2014 it moves to Tues-
day, as the Show drops its Saturday 
session and shifts the schedule for-
ward) and it was a ball-hitting festival
under nearly cloudless skies.  Now in
its second decade, the Demo Day is
understandably skewed toward hard-
goods testing.  With a lead position
near the attendees’ main entry point,
GRAA carries a grow-the-game mes-
sage along with the offer of helpful
resources.

On Thursday, the action moved to
the Convention Center.  The location
of the expanded GRAA booth was
ideal – just inside one of the main
doors.  With as many as 200 new GRAA
Award winners potentially stopping by
to collect their hardware, the associa-
tion’s 20-by 40-foot space at the head
of aisle 2900 made it easy to find.
Among those who visited to pick up an
award and spend time in conversation
was Bernie Najar, PGA Director of
Instruction at Caves Valley Golf Club
in Owings Mills, Md.  Named one of
the Top 50 Growth of the Game Pro-
fessionals, he runs the Performance
Center at Caves Valley, a cutting-edge
facility for skills development. Accord-
ing to Najar, the aisle-walking chal-
lenge for a teaching professional has
become far more manageable in
recent years—all part of a new special-
ization in golf instruction that is sup-
ported so well by new technology.
Which is all the more welcome, as
grow-the-game initiatives call upon
teachers to welcome newcomers and
send out lifelines to lapsed golfers or
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“The golf industry needs more
golfers, playing more rounds and hav-
ing more fun,” said Rick Summers,
CEO of the GRAA and Publisher of its
family of media products, including
Golf Range Magazine.  “We need
short-form golf that takes 30, 60 or 90
minutes.  We need more 25- to 45-year-
olds and women participating, and 
we need more core players working to
improve their skills.  Golf ranges are at
the center of the solution.”  With indus-
try professionals on hand from all 50
U.S. states as well as from countries
around the world, the confluence of
ideas and new trends was robust. 

Full-scale festivities kicked off west

It was the 60th year of commerce and conference-hosting for

the PGA Merchandise Show, though it was merely Year No. 2

for the newly reconstituted Golf Range Association of America.

The two organizations tapped the industry’s invigorated zeal for

growth as diverse products, ideas and services took the spotlight

during show week.  With the industry pressing to regain its youthful

stride, GRAA members, staffers and partners felt well-positioned

to help that cause.
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those in danger of becoming lapsed.
“Before the teaching and coaching

products received their own section
on the PGA Show floor, you would
have to walk the entire convention 
center to make sure you didn’t miss
anything,” Najar said.  “They’ve done
a nice job of building an area for teach-
ers and clubfitters to see what they
need to see in a very efficient way.”  
As he considered some high-ticket
investments in the latest tech gear for
teachers, Najar was sensing a new
plateau for his segment of the profes-
sion.  “We are getting to the point
where the science of the diagnostics 
is pretty flawless,” he said.  “That puts
the emphasis back on the art of teach-
ing—having a rapport with the 
student, building trust, finding what
clicks in their heads so they can make
the necessary changes.”

At a gathering of the GRAA Advi-
sory Board, Summers was able to
share some brand-new raw data from
a study of subscribers to Golf Range
Magazine and to the Association’s 
frequently generated Best Practice
emails.  The numbers told a story of
an industry sector eager for helpful
information about range operations,
profit-building and new ways to boost

participation. Few statistics were as
telling as those devoted to so-called
pass-along readership. No fewer than
52 percent of Golf Range readers said

they had forwarded how-to articles
along to colleagues and associates.
Over 45 percent said they had passed
along Best Practices emails—roughly
the same portion of survey-takers
who said they had implemented one
of them.  “Those are unusually high
numbers for reader engagement,”

noted Summers.
He concluded his remarks by 

mentioning that opportunities for the
GRAA at next year’s PGA Merchan-
dise Show could potentially expand,
based on positive discussions with the
PGA of America and Reed Exhibi-
tions, which principally owns and oper-
ates the annual confab.   On its own, the
GRAA will institute a Boot Camp 
program around the U.S. in 2013 to
facilitate in-person, specialized train-
ing in teaching and clubfitting.

Also paying a visit to the GRAA
booth was veteran journalist Sally J.
Sportsman, who had just received a
coveted writing award from the Inter-
national Network of Golf.  The honor
bestowed on Sportsman was First
Place in the Magazine Features divi-
sion for a lengthy profile in Golf Range
Magazine entitled, “Florida’s All-
Round Great Golf Range,” about none
other than Orange County National.
So, indeed, the PGA Show and the
GRAA’s first full year of operation had
come “full circle” with this magazine’s
recognition for a feature story on the
host facility for Demo Day.  As another
season of important progress unfolds,
we’ll all look forward to reconvening
at OCN a year from now.  ■
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“The science of swing
diagnostics is
becoming pretty
flawless—that’s
placing the emphasis
back on the art of
teaching.”  

—Bernie Najar

Todd Sones, PGA

Frank Jemsek, PGA with Dennis Johnsen, PGA

Susan Roll, PGA with Rick Summers, GRAA CEO

Judy Alvarez, PGA with Patrick Cherry, GRAA General Manager

Larry Dornisch, PGA

David Gould, Golf Range Magazine Editor with Brendon Elliott, PGA
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The beliefs and precepts of Dr.
Bob Rotella and Fred Shoemaker
have been particularly strong
influences.  Likewise, she has
pursued competitive development
from a fitness standpoint, studying
yoga and golf fitness.  She is certified
to teach the demanding discipline of
Lyengar Yoga.Her seminar credits
include leadership coaching through

Landmark Education, a global
educational company that focuses on
training and developing individuals
and organizations.  They say golf
instruction is partly a science and
partly an art, with learning styles and
the teacher’s personality factoring in
heavily.  In this exclusive interview,
Berteotti explores this concept,
reflecting it through her roles as a

teacher, a tour player and an at-
home mother.

Golf Range Magazine: You decided 
to retire after the birth of your son,
Sam, in 1999.  Why did you decide to
leave the tour, instead of taking 
him along?

Missie Berteotti: A couple of my good
friends out there–players who were
my age–did that.  They elected to stay
on tour and raise their kids.  I gave it a
try and I didn’t like it at all.  I would
have my son in day care and I would
be on the 10th hole thinking, “This is
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Missie Berteotti left the LPGA Tour in 2000 to raise her

newborn son, but never left golf.  Berteotti teaches the

game–the physical requirements of the swing plus the complex

mental and emotional facets tournament play requires.  A

Pittsburgh native, she hangs her visor at two popular venues

there: Rolling Hills Country Club and Cool Springs Golf and

Family Recreation Center.  The winner of more than $1.1 million

during her 14-year LPGA career, Berteotti is the author of a new

book titled Mental Mastery Program, which encompasses much

of what she learned competing at the top echelon and listening to

various mentors.

T E A C H I N G T H E  G A M E

for Mastery
With a new book out, Missie

Berteotti completes a goal
she set after leaving the LPGA

Tour to become a mother,
teacher and role model for

aspiring young competitors  
INTERVIEW BY STEVE PIKE

Missie Berteotti:
Training Golfers’ Minds for Mastery

‘In one sense, today’s
junior golfer is
overcoached.’
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taking forever, I want to get off the
course and get back to him.”  That
happened enough that I knew a
change was needed, so I stopped
playing competitively.

GRM: The right call for you?
Yes, without a doubt.  I’ve really

enjoyed my 14 years at home with
him.  I have a great kid.  Being home
and cooking for him and attending all
of his sporting events was the right
choice for me.  I didn’t want to hire
somebody else to do that.

GRM: You focus a lot of your
teaching these days on junior golfers.
What appeals to you about that age
group?

MB: I think my passion lies in juniors.
I feel they want to be who I was–in
that position, anyway, of being able to
compete at the top level.  They want
to succeed and make it.  I’ve lived that
life.  I know what hurt me and what
helped me.

GRM: Are kids more coachable now
or are they about the same as when
you were growing up?

MB: I can give you two answers that
are directly opposite.  I would say on
one hand that kids today are over-
coached.  They’re too open to having
their swings fit a pre-set mold.
Conversely, when it comes to other
aspects of development, they are
difficult to reach and persuade.  Kids
coming up now tend to be cocky.
They feel entitled.  I don’t think this
generation has as much work ethic as
past generations.

GRM: How do those two tendencies
affect your approach to coaching
juniors?

MB: To get their attention, I tell them
they’re not unique.  They are not the
first kids to come along with some golf
talent.  I look them in the eye and say,
in a caring manner: “I can predict
what’s going to happen to you over the
next 20 years.  If you want to go alone
and fly with the wind, you might get
lucky; but if you want a firm

foundation that’s going to give you a
base, you have to develop yourself as
a golfer and as a person.”  I give them
principles that have worked, such as
taking responsibility.

GRM: You address a lot those
subjects in your new book, Mental
Mastery Program.  How do you use
the book to teach?

MB: We have seminars in the
classroom.  Obviously these lessons
we have in the seminars can extend to
the golf course and then to life.
Whether you want to become a golf
professional, a doctor, or just do well
and enjoy your high-school years, it’s

a matter of facing fear.  We all doubt
ourselves.  Not everybody performs
up to their potential.  It’s about how
we develop as a human being.

GRM: Here’s a question that moves
up from the junior ranks to your adult

students.  What sort of approach do
you see in them? Are they willing to
do the work, or do see them falling
into the quick-fix mode?

MB: Modern students, certainly in
America, are too dependent on
analysis.  You have to know yourself
and trust yourself on the golf course–
whatever type of swing you have.  I
think that’s something the Europeans
have demonstrated to us over the 
past couple of decades.

GRM: Do you find that some people
don’t want to go through the mental
aspect of the game and just say
“Teach me how to swing?”

MB: That’s not where improvement
is going to come from.  If you sit down
in a classroom and learn and talk and
have some ideas separated for you, it
can really help your golf game.  It’s
not celebrated, but I think that’s
really the foundation.

GRM: What are some of the tools you
depend on most as a golf instructor?

MB: The diagnostics we have now are
unbelievable–even in the area of
putting.  I’m new to a lot of that.
Using those tools, I think, is great.
What I really love are the practice
complexes that have high-quality
short-game areas.  You can practice so
productively at some of these ranges:
Everything is just about perfect–
golf balls, the turf, the bunkers,
everything.

GRM: How do you network as a
teacher?

MB: I feel like I’ve flown under 
the radar.  I’m a mother first.  My
priorities have been such that I really
didn’t want to teach that much.  Word
of mouth is about all I’ve relied on.  I
have a website but I don’t make a big
push to generate traffic.  But five
years from now, when my son goes 
off to college, I want to do more,
especially seminars on the mental
side of the game.  So as I do my
networking in the future I’ll have that
as a goal.  ■
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Berteotti’s new book is available as a Kindle
ebook published by Sea Script

‘It’s a matter of facing
fear.   We all doubt
ourselves.’
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And fun is what Desert Pines and
the other courses and practice facili-
ties in the Walters Golf portfolio are 
all about; they’ve taken the idea of
making practice into entertainment 
to a whole new level.  Walters Golf
Director of Operations Joe Dahlstrom
sees a clear connection.  “Las Vegas
attracts all types of people–from guys
playing in serious, multi-day Ryder
Cup events to bachelor party groups
who hire six of our Par Mates to accom-

I N N O V A T I O N S
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Las Vegas Variations–
Skills Events Move On-Course
Skills challenges escape the range 
and spill onto the golf course 
when creative Las Vegas golf managers 
spy an opportunity to add fun 
by bending a few rules.  
BY JEFF WALLACH

When a recent skills challenge set up for golfers at Desert

Pines Golf Club in Las Vegas ended in a draw, Course

Superintendent Erik Ostlund had an idea for a tie-breaking event:

hand-mower races.  The two potential champions received a quick

lesson in mower operations and were then set loose on the practice

putting green for an out-and-back sprint to determine the day’s

winner.  Of course, Ostlund set the mower blades high enough that

they weren’t actually cutting grass, but that didn’t make the event

any less fun.
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pany them on their golf rounds,” says
Dahlstrom, referring to the resort’s
appealing female fairway guides.  “We
try to spend enough time with our 
customers to see what they want, and
then deliver it.”

For serious players, that might
mean setting up a series of skills chal-
lenges–not on the range, but out on
the golf course.  Recent events have
included stations where players hit
from one green to another for a closest-

to-the pin competition; exe-
cuted five different kinds of
bunker shots toward concen-
tric circles drawn around the
hole and representing differ-
ent point values; and even a
contest to see whether play-
ers could skip a ball across a
water hazard to the other side.
(Hey, it’s a respected tradition
on par-3 day at The Masters–
why not in Vegas?) Other
events, designed for groups
consisting of “real” golfers but
also folks who’ve never
picked up a club, have includ-
ed a water-balloon toss and
chipping into a kiddie pool
along with more traditional
golf challenges.

“Our whole business model
is for people to have fun,”
Dahlstrom says, “whether that
means having players hit out 
of the eight-feet-deep Hell
Bunker, from St. Andrews, on
our Royal Links Golf Course
(the company’s British replica
layout) or setting up a bar and
a DJ and creating a real party
atmosphere on a hole or at the
range.  Las Vegas is the city 
of entertainment and so it’s
important to make sure that
our golf experiences are fun
and friendly.”

That’s another way of say-
ing that operators need to
know their audience and
what that audience really
wants from an experience at

your course or practice facility.  As we
see clubs as prestigious as Muirfield
Village play six-inch-cup tournaments,
we know it’s time to see how far the
game’s guidelines can bend–in the
name of enjoyment and even skill-
building–without going too far.

Because hey, even just off the Vegas
Strip, there’s a serious side to all this,
involving genuine instruction.  In a sin-
cere effort to help even novice golfers
improve, all group outings at Walters

Golf venues include a complimentary
golf clinic an hour before tee off, with
golf pros moving up and down the line
and offering tips.  For groups of seri-
ous players the clinic might be taught
by Top 100 Instructor Mike Davis.  It’s
a legit–if shortened– golf lesson that
takes place in s setting much different
than the typical 30-minute tutorial in
the range bay.  And anything that helps
a player improve even a little is likely
to bring him back.

Further to the point of taking skills
challenges off the range and onto the
course, Walters Golf also offers its Par
Three Challenge on all three courses
in its portfolio (Desert Pines, Royal
Links, and Bali Hai)–which is some-
thing any operator could take from the
golf course and move to the range, as
long as a target green is available.  Of
course, you will need a fairly liberal

attitude toward wagering–but that’s
an old golf tradition.  Playing this Par
Three Challenge, golfers will bet any
amount within a reasonable limit that
they can hit their tee shot onto the
green–or, in some cases, get closer to
the hole than a pro hitting the same
shot.  If the player bets $100 and loses,
he still gets a $100 credit in the pro
shop.  If he wins, he gets a $200 credit.

Especially in Vegas, Players love
the opportunity to test their skills with
a little something on the line.  And the
good news for them is that they can’t
come up empty.  “The Par Three Chal-
lenge is a very profitable line of busi-
ness,” Dahlstrom says.  “And it’s an
additional service so it leads to better
retention, referrals, and repeat busi-
ness.  It’s absolutely made a difference
in growing our business.”   ■
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Yes these on-course skills
competitions do bend the
normal rules of play–but they are
a legitimate challenge few
golfers would want to pass up.

Golf shifts gears by
setting up skills
challenges–not on the
range, but out on the
golf course.
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Beyond the Pretty Scenery, a
As technology and teaching skills advance, a destination-style golf academy like
Pelican Hill gets granular with game improvement to keep customers coming back
BY SCOTT KRAMER

http://WWW.GOLFRANGE.ORG
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y, a Serious Golf Academy

There’s a top-of-the-world feel to 
the range tee, short-game area and
sheltered pavilion enjoyed by
Pelican Hill Golf Academy students.

http://WWW.GOLFRANGE.ORG


Time has passed since then, and
technology has advanced dramatically.
Now the “destination” golf learning
environment is a laboratory of best
practices and highest standards–one
that appeals to a drive-market clien-
tele of high-income players.  Directors
of instruction are intent on going
beyond the polish and gloss–and 
actually making their prized students
into better golfers.

The practice range at Pelican Hill
Golf Resort in Newport Beach, Calif.,
has the idyllic look of a sporting oasis,
groomed and green with the Pacific
Ocean spread out beyond.  Beneath
that splendid surface is the serious
machinery of game improvement.

The Pelican Hill package appears able
to sell itself, but that doesn’t stop resi-
dent PGA director of instruction
Glenn Deck – a Golf Magazine Top
100 Teacher – from going the extra
mile.  He realizes what it takes to truly
get through to his students, to develop
a personal rapport and to thoroughly
understand the appropriate goals of
each golfer.  He also knows that this
level of dedication is probably what it
takes to build the business and create
that repeat-customer scenario.

Mind you, he doesn’t put the hard
sell on them.  Rather, he suggests to
them with professionalism and sincer-
ity when they need to come back.  “The
specific timeframe for the next lesson

truly depends upon the individual
golfer’s goals,” says Deck.  “I generally
encourage my students to return with-
in 30 days if possible, to ensure that we
are on the right track to improving
their game.  For some students, we
schedule lessons once a week or every
other week, while others return once
a month or once a quarter for general
check-ups on their game.”  Perhaps
that’s why 80 percent of his students
are locals who come back for more.

To attract new followers, Pelican
Hill promotes the academy through
seasonal brochures, press announce-
ments and stories, thepelicanhill.com
website, as well as via e-mail.  Of course,
it also feeds on word-of-mouth from
current students.  Generating that net-
work of verbal support requires that
students feel a connection with the
academy that goes beyond a typical
relationship a student may have with
an instructor–especially, yes, a “golf
school” instructor.

“One of our academy’s distinguish-
ing features is that we do not teach a
single method or follow one set
instruction model,” says Deck, who
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W hen it first emerged as a micro-industry, the resort golf

school pursued a simple formula.  Its student-golfer-

guest, whether on vacation or part of a business conference, got

small-group lessons and tips from above-average teachers in a

deluxe environment.  If the swing-honing effort between teacher

and student clicked, well, that was a nice bonus.  The main value to

the customer was simply to receive personal attention, pick up

some knowledge and have fun.

The Pacific panorama viewed from one side of Pelican Hill’s clubhouse suggests relaxation,
while the view of the range from the other side says it’s game-improvement time.

http://thepelicanhill.com
http://WWW.GOLFRANGE.ORG
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was recently named Teacher of the
Year by fellow members of the South-
ern California PGA.  “We work with
the individual golfer to customize the
teaching method and manner.  Our
instruction approach is based on each
golfer’s individual skills, body struc-
ture, range of motion, past athletic
skills, personalities and strengths.  We
want students to think less and be nat-
urally athletic on the course, so they
have success, gain confidence, and
truly enjoy practicing and playing the
game of golf.”

There are nine separate skill and 
performance areas that Deck works
through in helping the student build a
program of improvement.  Vital to the
structure of that program is the question
of how much time the golfer can realis-
tically put into playing and practicing.
The process begins by establishing
short-term improvement objectives,
based upon time resources.  “Achieving
those early goals gives the student con-
fidence in his or her ability to improve,”
says Deck.  “It helps us work towards

larger goals.  The key is to monitor 
and evaluate the student’s progress,
with the option to change something if
the master plan needs adjustments.”

Pelican Hill Golf Academy offers
all of the usual clinics and classes you’d
find at a world-class resort.  But it also
goes above and beyond, even staging
serious green-reading clinics.  “In this
clinic, Jason Goldsmith teaches
golfers how to start putts on line, con-
trol distance, find the straight putt on
any green, understand the break
based on the location of the straight
putt, and capture the width of the
hole,” says Deck.  “He also instructs
golfers in using a proprietary ball mark
tool, to predict the amount of break to
play back to the hole.  There’s a science
to learning putt breaks, which are
essentially based on gravity and time.
Distance control is based on the 
acceleration profile and motor skills.
With practice, anyone can improve
these skills.”

Another personal practice that
Deck and Goldsmith employ is paying

keen attention to the putter a golfer
uses.  Their research is showing that,
in half of all cases, it’s the wrong model,
in terms of length, lie, shaft bend and
location, balance and head design.
“Some golfers simply don’t know how
to aim their putter, so they need to be
individually instructed on this aspect
of putting,” says Deck.  “We test our
students to determine if their putter
isn’t fit well, by performing a quadrant
aim test, as well as evaluating their set-
up and flow lines, and their distance
control capability.”

While suggesting a different style of
putter and showing why someone
needs it adds a level of personalization
that flatters many students, Pelican
Hill’s staff won’t directly incorporate
full-on clubfitting into its sales spiel like
many other academies do in an effort to
increase sales.  “For clubfitting, we

offer custom Cool Clubs fittings at Oak
Creek Golf Club, our sister property in
nearby Irvine,” says Deck.  “Their team
of professional clubfitters does an excel-
lent job with our students, but we do not
strongly factor it into our business-
attraction equation.”

Instead the instruction team at this
Pacific-view resort presents club
fitting as one more item in its perform-
ance-improving repertoire.  Within
the message it sends to customers and
prospects, every one of its teaching
tools will offer the same promise of
support and expertise as a player works
to get better.  Yes, there is pretty
scenery all around, but nothing looks
nicer to the golfer than one more beau-
tifully shaped shot, heading toward
the target.  ■
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“I encourage my
students to return
within 30 days if
possible, to ensure that
we are on the right
track.” —Glenn Deck

Glenn Deck, award-winning PGA director of instruction at Pelican Hill, brings a level of
commitment that helps persuade the golfer to pursue a true program of improvement.

http://WWW.GOLFRANGE.ORG




P R E F E R R E D V E N D O R S
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Golf Range Association of America
Preferred Vendors
In recognition of their support and participation, The Golf Range Association of
America wishes to thank the following GRAA Preferred Vendors.

888-881-2433
www.covershotsgolf.com

Official Mobile Canopy Supplier

800-726-3354
www.coastalnetting.com
Exclusive Netting Company

800-541-1123
www.texnetusa.com

Exclusive Netting Company

888-287-2614
www.golfwebdesign.com

Official Web Designer

800-869-1800
www.wittekgolf.com

Official Range Equipment Supplier

800-237-3355
www.alliedspecialty.com

Official Insurance Supplier

800 OK CHAMP
www.champspikes.com

Official Spike and Tee Supplier

866-743-9773
www.standardgolf.com

Official Range Equipment Supplier

800-641-4653
www.easypicker.com

Official Range Equipment Supplier

EASY PICKER
®

GOLF PRODUCTS

http://www.covershotsgolf.com
http://www.coastalnetting.com
http://www.texnetusa.com
http://www.golfwebdesign.com
http://www.wittekgolf.com
http://www.alliedspecialty.com
http://www.champspikes.com
http://www.standardgolf.com
http://www.easypicker.com
http://www.golfrANGE.ORG
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