Welcome to the April issue of digital Golf Range Magazine!

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

* Business of Teaching: Marketing to the Serious Golfer — The high-
income, high-frequency golfer who says that score is important to
enjoyment of the game is—or could be—a cornerstone of your
instruction program.

* Clubfitting: Making Demo Day More about the Pro — Major golf gear
brands deliver excitement during Demo Day events, but increasingly
they’re turning the spotlight back onto on-site professionals.

* Resort Range Profile: Four Seasons Dallas — The glory days of
corporate golf schools ended abruptly several years ago—except at
Four Seasons in Dallas. In case you forgot the formula, here’s how
they spell success.

* Range Marketing: Catching Golfers in Your Website — Ranges like
Man O’War Golf Learning Center take a workhorse approach to their
websites —making sure that customer data, engagement and revenue
are top priorities.

Keep it fun and thanks for supporting the GRAA.

Best Regards,

foeoiif—

Rick Summers, CEO
GRAA
rsummers@golfrange.org
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Perfecting Your Niche

A convenient reference point for
the golfbusinessisthelate 1990s,
when the sport was booming. For many
golf facilities, the business plan was to
openthe doorsandlet the golfers findyou.

Asthat pointin the past grows farther
away, it’s worth noting the 180-degree
difference in the business plan most
successful golf facilities follow today:
Find the golfers, then make sure you're
giving them what they want.

This month’sissue highlights ahandful
of facilities that are using their ranges to
do just that. Rather than waiting on a
strongeconomicrecoveryorhoping that
business as usual will start payingoverdue
dividends, these facilities have undertak-
enanongoing process to discover what theirbest customers want, then contin-
uing to refine those programs to ensure continued success.

Take the example of the Four Seasons Resort & Club in Las Colinas, just
outside of Dallas, Texas. As explained in the story that begins on page 26, the
resort’s golf school has created a high-end niche catering to corporate groups
interested in combining business with golf. Learning the game is only part of
the plan at the Four Seasons, which gives companies a chance to use the golf
school environmentasawaytobuild or deepenrelationships between cowork-
ersorclients. Bylisteningtoits best customersandbecoming more thanaplace
tolearnthe game, the Four Seasons hastappedintoalucrative revenue stream.

I'invite you to look through this month’s issue for other great examples of
golf ranges that are finding their way to prosperity by refining their focus and
offering programs thatdrive results, including ranges that are findingnewways
to capitalize on demo days (page 22).

Whenitcomes to golf facilities, “Build it and they will come” maybe a thing
of the past. Butwhenitcomesto programs and amenities that satisfy your best
customers, that approach still holds true.

flawtrf—

Rick Summers

CEO & Publisher, GRAA
610-745-0862
rsummers@golfrange.org

Golf Ranges: Wherethe Fun Starts
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Go with
the leader.

When choosing an energy shot brand
for your store, go with the leader -
5-hour ENERGY? 5-hour ENERGY-
outsells the competition

nine to one. It’s the

brand consumers

prefer.

“5 hour ENERG Yw isa product lhave used for overa year now.
P'm excited to represent a product that | really believe-in, and I’
looking forward to introducing new customers tothe benefits-
of 5-hour ENERGY="

&

L\

: www.5ho Irenergy.com

_ATHIS STATEMENT HAS NOT: BEE'N EVALUATED BY THE FOOD AND DRUG
ADMINISTRATION. THIS'PRODUCT:IS NOT INTENDED TO DIAGNOSE TREAT
= "CURE OR PREVEN‘F ANY DISEASE. -

o.crash means no—sugar crash 5 hourENERGY@ qontams no sugar lndeuaI re§u
yvary Provu:lesa feellng'of aImness and. enery Does not Provi
Ewi ’. JimFurykis a/paid- kpnke.sp
awun smensveuv 7702012 Inmovation ¥entures,

Golf Range Association
of America Official
Energy Shot Partner
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RESEARCH

Higher Customer Rating Equals Improved

Revenue and Profit

Conducting research through customer satisfaction surveys can help you identify

ways to power up your range revenues BY TONY STARKS

cross the business spectrum, customer satisfaction is a

keytosuccess. The happycustomerhasfewreservations

when it comestoopening hiswallet, and if you're providing a satis-

factory service that meets or surpasses their expectations, you're

going toreap the rewards.

Case in point: Rolling Hills Golf
Course,an 18-hole executivelayoutin
Tempe, Ariz., thatrecentlyconducted
anin-depth customer satisfaction sur-
vey. Theresultsshowed that customers
who gave the facility the highest marks
for customer satisfaction also spent
the most money and played the most
rounds at the facility on average. This
shows a direct correlation between
customer satisfaction and how much
timeand moneyagolferspendsatyour
facility (see chart below).

Togarnertheinfo, Rolling Hills uti-
lizedthe NGF GolfSAT—aweb-based
surveyplatform offered by the Nation-
al Golf Foundation, which allows oper-
atorstoextractprecise information to
gauge customer satisfaction in rela-
tion to various aspects of the business
by customizing survey questions.

The NGF GolfSAT platform, which
canbeaccessed byanyfacility for $395
forayear’stime, can be a great tool for

understanding how customers view
your range and for gauging the rev-
enue-producing potential of your
range. The customization feature of

Customers who gave
the facility the highest
marks also spent the
most money and played
the most rounds on
average.

|
the NGF GolfSAT allows operators
to tailor survey questions and address
any area of the operation — such as
food-and-beverage orpracticeameni-

Rolling Hills Golf Course Customer Satisfaction Profiles

Overall Satisfaction Average Annual
Responses (1-10) Spend

Overall 612 8.5 $622
Course Rounds

1-7 355 78 $461

8-24 170 8.4 $665

25-49 79 9.1 $1,085

50+ 8 9.3 $2,252

Note that as the “Overall Satisfaction” rate rises, so does the number of rounds played and the

“Average Annual Spend.”

ties. Also, results can be filtered by

golfer type so you can see how you're

doing with specific customer groups
like women, beginners or first-time
visitors to your facility.

Ifyou’re givingthought to utilizing
this resource, here are a few sample
questionsyou couldaskto findouthow
patronsviewthe range at your facility:
¢ Howdoyourate the turfconditions

onourdrivingrange?

¢ Areyousatisfied with the level of
service youreceived from the
staff?

¢ Aretheyardage markersonour
range accurate?

* Name one amenity we could offer
whichwould encourage you to
spend more time at our facility.

¢ Isourpricing fair?

¢ Ifweoffered demo equipment for
you to use on the range, would you
be moreinclined to make hard
good purchases from us?

¢ Areyousatisfied with the
cleanliness and overall
atmosphere?

* Howdoyourate the condition of
ourrange balls?

* Whatotherrangeshave you
visited in the last year?

¢ What'’sthe mostimportant
element ofagood driving range?

Ifyouhaven'tpreviouslyconducted
formal customer surveys, don’t feel
you have to gather all your data in
one effort. It’s best to plan out two or
three survey events so you can check
results of policy or service changes.
Conducting multiple surveys over a
pre-arranged time period will also
help you keep each individual survey
shorterand more customer-friendly. m
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ALREADY IN A WINNER'S HANDS.
NOW PUT THEM IN YOURS.

P'NB® The new i20 Series. Already a winner on Tour. Already the
talk of the tour. Engineered with a powerful combination

PLAY YOUR BEST of workability, distance and forgiveness to lower the scores of

passionate golfers of any ability. Get custom fit for yours today.

Learn more at ping.com
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Like, follow and download us.

©2012 PING 82000 Phoenix, AZ 85071
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WEATHER IMPACT ANALYSIS
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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. 4
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Having What It Takes to Sell Hardgoods

Once you've made the investment in fitting systems, stock inventory and
gear for measuring swing performance, make sure the customer appreciates
your commitment

I hevideoclipinthis month’sissue showswhyCarlsbad Golf

Centerisa“destination” clubfitting centerin the Southern
California market. Walking you through the hardgoods-vending
machinery that has garnered such a slew of awards is Susan Roll,
PGA/LPGA head professional and co-owner of the business. On
herwaytobecomingthe 2011 PGA National Merchandiserofthe
Yearinthe Public Facilities category, Rollhas studied enough ball
flight to circle the globe a couple of times. She earned 2011 Golf
Professional of the Year honors in her section, as well. Videos
presented in this magazine don’t usually carry warnings, but you
may want to prepare yourself for about of professional envy, just
seeing the inventory, technology and the armada of fitting carts
that hashelped build Carlsbad Golf Center’sreputation. m
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Leading Golf Products Since 1931™
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/ Ball Placement

Longer Or Shorter It's Your Choice.

CHAMP My Hite FLYtees are constructed with the same technical aspects
as our original FLYtee such as the 6 prong head and reinforcing ribs but
now feature dark colored lines on the shaft of the tee to customize the
height of your golf ball. Set your tee to the same height each time for
consistent drives. Choose the line that suites your game. Never again will
you have to struggle at locating the correct height for your driver or iron
shot as we have taken the worry away by creating the new CHAMP My

Hite FLYtees.
" PREFERRED' Tnh

ShIIprp ovides les:

pl INCREASED |[ LASTS
ctio more d\stan(e

DISTANCE 5x’s

Je————|

www.champgolf.com 800.0K.CHAMP
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THANWOOD

Impact Ribs are

CUSTOMIZEYOUR GAME

durable and long lasting.
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A Wide Range of News

Keepingyou abreast of what's goingin the golf range industry

Professional National Champion and 2008
Senior PGA Player of the Year, has been
appointed director of instruction at
Renaissance and will head up a new state-
of-the-art golf academy to be built at the
club. Renaissance is one of the premier
private clubs located on Boston’s North
Shore.... The Wall Street Journal recently
ran an article that provided an interesting

The PGA of America announced a grant
program with the American Society of Golf
Course Architects under which architects will
consult on course-alteration projects aimed
at providing a positive, welcoming — S ALY ot
experience for beginning golfers. “Our grant “ kst
to this foundation will provide the necessary
travel expenses for ASGCA members who
will volunteer to provide free reviews of U.S.

golf courses and explain how to work within
the existing land plan,” said Joe Steranka,

PGA of America CEO. “Maybe it's reroutinga  Perspective on how golfers can improve
hole to expand a range their ability. While the range is an integral

and add in three to six component, there are other elements at
short holes that can be play.... Vantage Point Holdings LLC
bunny slopes and acquired a $1.5 million loan to build Vantage
bring that family out Point Golf Center - a driving range and

even more to the 3,600-square-foot clubhouse in Cordova,
course! .... Kirk Tenn., near Memphis. The limited liability
Hanefeld, The PGA of company closed on the property and
America’s two-time financed itin late February. The LLC's

Senior PGA manager/owner, Chris Thompson, who will

The Trump Organization announced that it has purchased Miami's iconic Doral Resort
& Country Club for $150 million. Doral is legendary for its four championship golf
courses, including the world-renowned Blue Monster; 700-room resort; vast ballrooms
and meeting facilities; sprawling spa; and the highly regarded golf school and teaching
facilities. The driving range will be lengthened and expanded to more than twice its
current size, making it a world-class practice facility.

also manage Vantage Point Golf Center, said
the company hopes to break ground in the
next couple of weeks and complete it by
August. The range will have 10 to 15 lighted
and heated stalls, but the focus will be on
grass driving .... This summer, the Tradition
Club in Bryan, Texas, is hosting the Aggie
Golf School - conducted by the nationally-
ranked Texas A&M men’s and women'’s golf
teams this summer. The school will take
place on the 22-acre practice facility, the
Wahlberg Aggie Golf Learning Center (a
6,000 sq. ft. teaching facility featuring two
indoor hitting bays and state-of-the-art
swing analyzer computer equipment) and
the championship Nicklaus designed
Traditions Club golf course .... Can’t Beat
Golf is a driving range on wheels that will
come to you, complete with a golf pro to

denverpost.com

A B = sears xmooy

Parker: At traveling Can't Beat Golf
cademy, driver a must

REFRIGERATOR

”
c
«
x
AVAILABLE

anous e Sones, sving-s

sweeten your swing. Chad Bell, a
landscaper by profession, is an avid amateur
golfer who came up with the idea of a golf
academy that travels in a trailer pulled by
Bell's pickup truck. The set-up debuted at
the Denver Golf Expo last month, and
attracted lots of lookiloos, Bell said. Even
PGA tour pro and Cherry Hills resident David
Duval has given it a shot, or two. Read more
at: Parker: At traveling Can't Beat Golf
academy, driver a must - The Denver Post ...
If you're looking to keep your game sharp
while spending some time in the City of
Angels, CBS Los Angeles has ranked the
Top Driving Ranges in the city.
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Easy Picker Golf Products Wireless Ball Dispenser System

Easy Picker Golf’s latest innovation in wireless technology, Range-Express Software.
Easy Picker offers Gold and Platinum Range-Express “server based” software with

real-time access to all accounts and compatibility with all POS computer systems.

Range-Express 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.

* 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 into our program seamlessly and
allow us to control the range flow through the point of sale. This will
help any operation that is looking to 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

My new Range Express system has allowed me to grow my range
business by 30% this season. Easy Picker’s tech support made
the conversion from E-Key over to Range Express very simple. My

Easier to customer conversion process went very smoothly and they are en-
Read Joying the new system. | would recommend Range Express to
every facility with a driving range.
Sincerely,

Bobby Brown, PGA.  Director of Golf-Tashua Knolls GC
Trumbull, Connecticut

Sales 800.641.4653 | Fax 239.369.1579
www.easypicker.com
Email: salesdept@easypicker.com
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Digital Domination

The consumption of social media and digital
information continues to rise BY TONY STARKS

or those of you who thought social media was just a trend,

like square-headed driversor, potentially, belly putters, it’s

time to wave the white flag and conform. Social media is here to

stay, andif you're not participating you re missing out on a conver-

sation that’s hundreds of millions strong.

The statisticsare staggering. There
are more than 845 million Facebook
usersworldwide; globally, one of every
five Internet page views is Facebook;
more than 50 percent of the
U.S. population uses Face-
book or Twitter; and there
are 2.7 billion “Likes” every
single day on Facebook. Is
your facility one of those 2.7
billion?

A new phrase has even
been coined todescribe this
rising segment of the popu-
lation: Digital omnivores.
These are the individuals
who always stay connected
totheweb andtheirnetwork
of contacts either through smart-
phones, tablets or computers. Andin
2011, this group helped Facebook
grow its lead over Google as the num-
beronewebsiteintermsoftime share.

But don’t be intimidated by the
vastness of social media. From a busi-
nessstandpoint, it'sactuallyaveryper-
sonalized and communal method of
communication. It allows
you to easily and efficiently
communicate to a group of
people who have a special
interest in the products and
services you're offering.

Take for instance Sittler

Golf Center in Kutztown,
Pa., which utilizes an exten-
sive social media marketing
strategy. Their Facebook
page, which has close to 600
followers, is not just a one-
way street where they dis-
perseinformation. Theyengage their
followers through interactive offer-
ings such as golf-related trivia ques-
tionsand the “Top Fan”feature, which
automatically ranks the Facebook

GRAA Awards to be Launched under New Platform

fter a short absence, the GRAA
wards are back and ready to bestow
accolades on the top range facilities in
America. Under new leadership, the Golf
Range Association of America has
revamped their awards program to
include five categories instead of two.

Those categories are:

 Top 50 Stand Alone Ranges

Top 50 Public Facility Ranges

Top 50 Private Facility Ranges

Top 50 Resort Facility Ranges

Top 50 Growth of the Game Instructors
The application process has been
updated and simplified to a one-page,
online form. In addition to filling out the
online form, all applicants will be

required to submit a video (not more
than three minutes in length) via a
YouTube link that describes why they
think their facility is deserving of Top 50
status or how they as a golf instructor are
growing the game. Applications and
videos will then be reviewed by a panel
of experts (top range owners, PGA Award
winners and top instructors) in each of
the categories. The Award winners will
be announced in the January issue with
an Awards ceremony to be held at the
2013 PGA Merchandise Show. The
application process will begin in the late
summer. Application forms will be online
only at GolfRange.org. Check upcoming
issues of Golf Range Magazine for more
information.

Follow the Golf Range

Association of America on

Facebook and Twitter!

The Golf Range Association of

America (GRAA) is integrating all of its
digital products, including content from
Golf Range Magatzine, so that it is more
convenient for members to access and
utilize the information provided by the
GRAA. As part of a complete digital
strategy, it is important that members
expand the conversation that starts in
the magazine, best practices and on
GolfRange.org, onto sites like Facebook
and Twitter. Daily updates and continual
promotion will provide members with
information that will help them grow
their business. Follow us at
facebook.com/GolfRangeAssociation or
twitter.com/#!/GolfRangeAssoc.

users who most actively contribute to
their page. Periodically, the top fanis
rewarded with a free bucket of range
balls oradiscountin the golf shop.

In addition, Sittler Golf Center
uses Facebookand Google + foradver-
tising. “What I particularly like about
advertisingon Facebookand Google +

“This type of marketing
targets the people who
are most interested in
your product.”

— Patty Kline

is that you can target specific demo-
graphics, both by region and personal
interests, so you're not advertising to
the whole world,” says Patty Kline,
who owns Sittler Golf Center along
withherhusband and PGA Profession-
al Rick Kline. “You're targeting the
people closest to your facility that are
most interested in your products or
services.”

As digital consumption continues
toriseatanalarmingrate, facilitieslike
Sittler Golf Center are positioned to
take advantage of it. Make sure your
facility is squeezing everything it can
outof social mediaaswell. B
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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.

Not one Coastal steel pole has ever failed

Driving range design and consultation

Fairway netting design and consultation

Netting systems designed for minimal amount of cables

Ball trajectory studies

Complete turnkey installations by the highest qualified contractors
Licensed engineering in all 50 states

coastal

VVVVVVVYVVYY

Field Office Locations
”etting Systems Alabama  Nevada
Arizona New Jersey
Engineered Netting Systems - Steel Pole Manufacturers California  New York
Corporate Office Florida Rhode Island
Coastal Netting Systems Maryland  Texas
P.O. Box 1946, Bakersfield, CA 93303 Michigan  Vancouver,
(661) 631-1582 « Fax (661) 325-0813 Minnesota  BC Canada

800.726.3354 www.coastalnetting.com

Specializing

in steel pole
engineering,
design and
manufacturing

Over 1000
Steel Pole
projects in
North America
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TEACHING

It takes a well-structured instruction program to keep the
Serious Golfer on your side—although when it comes to
pricing even this player may want a break.

hen a potential student belongs to the Serious Golfer
segment of the market, the golf instructor needs to

leverage the power of suggestion twice over. Initially, it is to
persuade the golfer that formal instruction will upgrade their golf
experience significantly. Once that outreach is successful, your

taskis to have the experienced, score-conscious player accept the

swing-change concepts you've devised for him.

Is it necessary to teach the most
dedicated players in order to run a
successful instruction program? On
the private-club side of the industry,
the answer tilts toward yes. According
to a recent survey of the Serious
Golfer population compiled by Golf
Datatech, 42 percent of all high-
income golfers who play more than
once a week say they take lessons
from their professional. That still
leaves six out of every 10 as a target
market for your instruction program,
but it also means that if only 20 or 30
percent are in your lesson book you
may be under-performing in this area.

This report, commissioned by the
Golf Instructor division of New
Jersey-based Golf Business Network,
notes that 9 in 10 Serious golfers say
they are “willing to practice to
improve” and 84 percent believe
“lessons are valuable in helping

someone improve their game.”
Indeed, on both the private-club and
public-golf side of the ledger, these

players are heavy users of the practice

Among skilled,
frequent golfers, 82
percentwantto be
shown how fitness
canimprove scoring.

facilities. No fewer than 77 percent
of the club players say they practice
on a weekly basis. Among Serious
golfers at daily-fee or semi-private
facilities, 66 percent say they are

Teaching Your Share of Serious Golfers

The high-income, high-frequency golfer who says that score is very important to
enjoyment of the game is—or could be—a cornerstone of your instruction program
BY DAVID GOULD

practicing that frequently.

The core golfer from up and down
the income scale has lately benefitted
from discounted pricing in everything
from memberships to green fees to
golf travel packages. They also state
they are interested in value when it
comes to working with a teacher.

“Their perception is that lessons are

expensive,” the report states. “In
these economic times they would be
more likely to take lessons if they were
20 to 25 percent lower in price.”

The more technology filters into
golf and into the game-improvement
category, the more important it
is for instructors to demonstrate
competence in these areas, including
high-tech clubfitting and exercise
physiology. TPI certification and
similar credentials are an ideal
selling point, given what the Golf
Datatech/GBN survey says in this
regard. According to the report,
physical fitness regimens and golf-
specific exercises for golfers are
subjects that 82 percent of the survey’s
1,577 respondents said they are

“interested to learn more about.” Atthe

time the research was conducted, only
33 percent had made an effort to
pursue this method of improvement. m
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The new Aldila RIP Phenom® incorporates Aldila’s Tour proven RIP Technology®
with a unique composite structure to create an innovative shaft flex profile for maxi-
mum distance and accuracy called Hyperbolic Flex Technology™. Our engineers

keep explaining it, we don’t completely get it...but it works. Available through lead-

ing club manufacturers and distributors worldwide.
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Demo Day

\Vlore

About

The Pro

Major golf gear brands deliver excitement to the local club or
course during Demo Day events, but increasingly they're turning

the spotlight back onto on-site professionals.

BY STEVE PIKE

he equipment Demo Day is a longtime staple of on-course gear sales.

Displaying brand-new woods and irons on the range to a gathering of
eager golfershasdone plentytobuild brand excitement. Andifsomethingisn’t
broke, you don’t fixit. Thatbeingsaid, what doyou doifit’s gettinga bit tired?

“The format needs a facelift,” one equip-
ment company executive says flatly. “The
demodaythatsscheduled fornextweekinany
town or city — I can tell you what it’s going to
looklike. There’satent, teedividers,and prod-
uct in a horseshoe with a sales rep standing
there asking, ‘What would you like to try?™”

Butdemodaysdon’thavetobelike that. In
fact, most golf equipment companies today
are working hard to make it easier onthe PGA
professionaland hisorherstaffnotonlytopre-
pare forone of these events, butto make it pay
offasrichlyaspossible. Thatwillhappen, they

say, if the event is structured to make the

strongest possible impression on customers
andmembers. The newgoalistomakeademo
day experience resonate with consumers in
the following days, weeks and even months.
“Alot of times a Demo Day just generates
someinterestand peoplewillcomeback,” says
RickMcGee, PGA director of golfat the West
Palm Beach (Fla.) Golf Course. “If you carry
demo product in your shop, customers will
come back to try them, especially if it’s a big
ticket item.” Product knowledge can’t just
come and go with the demo trailer, however.

“The more your staff knows and the more up

on the particulars they are, the easier itis to
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make the sale,” McGee notes.

That all begins with preparation
and cooperation from the equipment
companies and the facilities. And it’s
notas simple as arep showing up with
aportabletentand product. “Ourout-
side sales reps handle all of the sched-
uling of the demo days in their

oA @ s Ly

rwluii v,}"/« i

»

golfer makes minor swing adjust-
ments. “The more your staff knows
and the more up on the particulars
they are, the easier it is to make the
sale,” McGee says.

Nike Golfbacksupitsdemoevents
with producttraining days thatitinfor-
mally calls “tech talks.” Sales reps

The golf range became ground zero for gear selling in the greengrass channel when Demo
Day first came along. Now companies and PGA professionals are tweaking the concept.

territories,” says Matt Haneline, who
leads the custom fitting/consumer
events department at Callaway Golf
Company. “They work with the staff
to determine what timing works best
for them. We run them through a
checklist of successful tips and things
to do to best promote the Demo Day,
take themthrough the productlineup
andtellthem whatkind of player each
clubisdesigned for.”
Norisitallaccomplished on the fly.

“This planning occurs on the fall run

before the season has even started,”
says Haneline. “That sets the ground
work. Asitgetscloser,wesendthema
Demo Day marketing kit with some
sign-up sheets, some table top cards
and some posters. We also send outa
couple of email blasts and product
salessheetsthatgive the talkingpoints
on particular products, such as the
RAZR Fitdriver.”

That kind of detail is especially
important to facility staff as well as
Demo Day technicians because of all
the adjustable technology in drivers,
fairway woods and hybrids. Golfers
are wide-eyed at the sight of so much
wrench work and adjustability of the
drivers and fairway woods they get to
sample. However, many will wonder
ifthe club professionalswill be able to
tweak these specs atalater date as the

arrive on-property to walk the golf
staffthrough the featuresand benefits
of each productthe companyis bring-
ing to market. Perhaps best of all,
Nike Golf does some matchmaker
work via its “Swing Zone” feature, in
which a select number of demo day
customersreceive a 10-or 15-minute
lesson (featuring Nike Golf product)
from the facility’s PGA professional or
assistant professional.

At Nike Golf demo
days, a “matchmaker”
wrinkle directly boosts
lesson revenue for
professionals.

“It lets us help highlight and pro-
mote the professional,”says Nate Ran-
dle, directorof marketingat Nike Golf.

“The professional loves it because

these are quick, one-tip lessons. And
when the consumers see the benefits,
they’ll say, ‘How much does it cost to
take a full lesson?”” Game-improve-
ment has always been alogical combi-

nation of swing technique and the
right gear. This demo-day wrinkle on
the part of Nike Golf helps connect
shiny new product and professional
instruction in the mind of the golfer.

“It’s anatural connection,” says Ran-

dle. “We’ve had alot of professionals
say they’ve signed up more students
because of demo day.”

At one time, the equipment demo
day would spotlight company person-
nel, promoting the idea that when
these experts “parachute in” they
bring all the product knowledge with
them. Companies like TaylorMade-
adidas Golf work to counter that im-
pression by aligning closely with golf
professionals. “We typicallyworkwith
one person at the facility who is on
our advisory staff,” says John Oldach,
senior manager of consumer trials at
TaylorMade-adidas Golf. “We askthat
heorshebe outtherewithusall dayas
aliaison to the membership.” Under
this scenario, demo day participants
become categorizedintoactive buyers
andhot prospects. “Those peoplewho
got fit, but didn’t buy product, we’ll
give the head professional or assistant
all the specs on product those players
tried,” says Oldach. “Usuallywhatwe
see is a lot of residual sales coming in
one, two or three weeks later.”

For Bridgestone Golf, ademo day
isabitdifferentfromthenorm. While
it shows offits club line at each demo
event, the company actually focuses
on ball fitting. Bridgestone Golf basi-
cally pioneered ball fitting at demo
daysafewyearsagowith thelaunch of
its Tour B330 line of balls. “Our tech-
nicians put the club professional staff
throughthefittingprocess,”says Corey
Consuegra, who runs ball-fitting for
Bridgestone Golf. “The professional
might be on staff with another club
company, but we want to educate
them on our golf ball. We tell them
we’re not there to break their staff
agreement, just let us educate you on
the process and the program and how
the productaffects your member.”

For golf professionals looking to
excite the local player, adding Bridge-
stone Golf’s ball customization to the
standard club-selection process is
one more way to keep the demo-day
stimulus going. W
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School

The glory days of corporate golf events and bond-
~ building golf schools ended abruptly several years
ago—except at Four Seasons in Dallas. In case you
forgot the formula, here’s how they spell success.

BY ART STRICKLIN
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v hen golf was firing on all cylinders in the late 1990s,

corporate spending helped drive the bus and “relation-

ship-building” was its high-octane fuel. Resort golf schools have

alwaysfocusedonclientbondingand employee team-building, but

fewdoitin the refined manner of the Four Seasons Resort & Club

in the Dallas community of Las Colinas. Its continued success

offers proof that the formula can once again work if it’s packaged

and delivered with confidence and style.

Originally titled the Byron Nelson
Golf School, now known as the Four
Seasons Golf School, the enterprise
has been going strong for nearly two
decades with an upscale, corporate
clientele mainly looking for business-
golfbondingin aluxurious setting.

“We create, mend and foster rela-
tionships among people and compa-
nies,” says Tim Cusick, director of
instruction at the resort and head of
the Four Seasons Golf School. “For
three nightsand two dayswe do every-
thing from casual instruction to
full-time corporate bonding.” With
North Texas a hub of white-collar
business and some Fortune 500
companies, the Four Seasons School
has a ready-made customer base.
When you add the international
market accessible via nearby DFW
Airport, the draw of the annual PGA
Toureventheldhere eachspring, plus
the enduring appeal of golf legend
Nelson, it’s a powerful combination.

Beforethe September11economic

double-bogey hit, the Four Seasons
booked more than a dozen schools
yearly at their North Texas facility.
Nowitsnumberishalfthat, butslowly
climbing back after the Great Reces-
sion’s impact from 2008 onward.

“Wearerelationships
first,golfsecond. Most
schoolsare the other
way around.”

—Paul Earnest

At $3,700 a student, the resort does
showsomerobustpricingpowerforits
product.

From the start it’s clear that this
is unlike most golf schools anywhere
in the U.S. For starters, there is no

schedule. Well, that might be slightly
incorrect. The Four Seasons golf'staff
does draw up a detailed schedule for
each school, but it’s subject to short-
notice changes or complete erasure
based onthewhimsofthe hostcompa-
ny or its guests. “We are relationship
first, golfsecond. Mostschoolsarethe
other way around” says Four Seasons
director of golf Paul Earnest, who has
been with the golf school since the
beginningin 1995.

Maybe the pool tournamentat Bar
19 wentalittle late the night before or
maybe the CEO needs to buttonhole
a key client for a business matter
before the clinics begin. It’s all good
with the staffand part of the flexibility
built into the program. “Where can
yougetmore face time with customers
than this environment? The Four
Seasonsisthe facilitator,” says Cusick.

“We are very adaptable and will ebb

and flow with the needs of the cus-
tomers. We'rewith them fromsun-up
tosundown.”

Groupsaverage 8-24playersandall
attendees stay in the large Four Sea-
sons Villas, juststepsfrom the dedicat-
ed golf school building and next to
the expansive range and short-game
facilities. Their commute is a two-
minute stroll, with almost all meals
taken in the golf school facility. That
gives clients a sense a being a part of
the huge resortwith thelarge spa, two
resortpoolsand 36 holes of golf,a Tour-
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View from the greensite looking back, along the E
first hole at the TPC Four Seasons course. At ri:

club director of instruction Tim Cu5|ck w

a corporate golfer.

nament Players Course (TPC), where
the PGA Tour event is contested, and
the Cottonwood Valley course. Atthe
same time, they enjoy their own small
enclave with privacy and exclusivity.
Breakfastatthe golfschoolbuilding
kicks off the first full day of the Four
Seasons School, followed by the first
morning of instruction held on the

same range PGA Tour players use dur-
ing their annual May visit for the HP
Byron Nelson Championship. Aftera
lightlunch, the playersare givensome
more instruction before being taken
out forthe day-one Horserace compe-
tition, a Four Seasons tradition. They
are split into two-person teams for a
lighthearted match, where partner-
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night’s dinner.

There is more golf instruction for
day two, followed by another golf
schoollunch. When the Byron Nelson
Golf Schools first started, thisis where
school namesake and golf legend
would appear and tell stories to a rapt
audience about hisunmatched career.
Nelson, who usually would drive him-
selfto the event even at age 90, would
stayaslongaspeoplewouldlistentohis
storiesand then take aphotowith each
participant which would later be auto-
graphed.

When he passed away in 2006,
therewasnowaytoreplicate the great
man’s presence, but his memory is
kept alive richly. That’s done mainly
in the form of stories now retold
by Cusick, Earnest and golf school

lead instructor Jay Winegar. “We do
instruction all day, but it doesn’t just
have to be golf instruction all the
time,” says Earnest. “Paul and I still
have alot of Byron Nelson stories,”
Cusick added. The golf sponsor
instruction phase is capped by an 18-
hole day-two mini-tournamentonthe
TPC Four Seasons Championship
Course, often with the tournament
fixturesinplaceand even hotel guests
turning out to form asparse gallery.

When the players return to their
villas each night, they find a different
golf giftleft by the Four Seasons golf
staff or the sponsoring corporation.
It’s all part of the more-is-more
approachthatacorporate-sponsored
golfprogramontherangeneedstobe
allabout. m

LEST WE FORGET THAT TOUR PROS ARE PICKY

ile this under Unusual Range Duties at

PGA Tour Events: Along with working
corporate golf schools, Cusick also helps
set up the practice facilities for PGA Tour
players each spring. Starting early
Monday morning and continuing until
the next Sunday, the world'’s best golfers
line up to pound golf balls on the resort’s
80 yard x 100 yard wide range and make
daily use of the large practice putting
green and short game practice area.

“They are there all the time before
they play, after and every time in-
between.,” Cusick says.

Unlike when he first started working
there nearly a decade ago, each golf
manufacturer now will bring their own
balls and swing alignment machine and
players can choose from seven different

kinds of balls all attuned to their own
clubs or sponsor brands. “It's just taking it
to the next level,” Cusick says. During
tournament week, the players will hit
approximately 125,000 balls, all
retrieved, cleared and sorted into their
individual brand buckets by Four Seasons
staff and tournament volunteers.

Golf school amateurs and tour pros
alike will put in full-swing time on the
range, but the pros will use the short
game area as much or more as the
driving range. The amateurs may hit a
half dozen putts at best before they play.
“The pros love the short game area and
putting green. We enlarged it a couple of
years ago and during the tournament last
year we had 51 golfers on it and it didn't
look full,” Cusick says.
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Catching Golfers in Your Website

Ranges like Man O'War Golf Learning Center take a workhorse approach to their
websites—making sure that customer data, engagement and revenue are top
priorities. BY MIKE CULLITY

or the past three years, Man O’War Golf Learning Center
haspushedhardtoengage potential customersastheysurf
the Internet. The results of that effort speak volumes.

Alearning, practice and retail facil-
ity in Lexington, Kentucky, Man
O’War has increased its customer
e-mail database nearly threefold to
7,500 addresses since a 2009 website
redesign, says director of operations
Tyler VanHoose. Offeringincentives
such as free instructional guides and
sweepstakes entries in exchange for
visitors’ contactinformation, the Man
O’War site uses video to provide
golf tips from staff professionals and
highlightservicessuchascustomclub-
fittingand repair.

Valuable, engaging contentis king,
say the Web wizards—Man O’War
takes that to heart. It markets to its
database with periodic e-mails that
promote by educating. For example,
it will use a pro’s tips on choosing the
best ball for your game to advertise a
ball sale. And to expand its database

further, the facility plans to unveil a
new site this spring that will better
integrate with the social-media site
Facebook, VanHoose says.

Although other factors have con-
tributed to business growth, Man
O’War’s online strategy has played an
importantrole in the facility doubling
itsrevenues since 2005. The message
these gains demonstrate is how much
revenue upside can be tapped by web-
savvy operators, despite how over-
whelmingitcansometimesbetokeep
pace with all the cutting-edge bells
andwhistlesonline. Afewtipstomake
your web site arevenue-driving tool:

« Offer value to engage: To forge
connectionswith potential customers
online, offerthem somethingofvalue.
Anethical bribe, suchasafreeinstruc-
tion booklet or entry in a lesson
giveawayin exchange for contactinfor-

mation, can be aneffectiveicebreaker.

“Myrecommendationisthatonthe
home page ofyourwebsite, youshould
have atleastfive differentways of start-
ingarelationship,” says Andrew Wood,
CEOofLegendaryMarketing,aFlorida
firm that has built websites for Man
O’Warand other golf properties.

Postingeducational videosisanoth-
er way to engage customers. “Most
golf professionals are very comfort-
able in front of a camera, but a lot of
times they can be hesitant to put that
videoontheirownwebsite,”says Zach
Miller, director of golf business devel-
opment for Imavex, an Indiana web
development firm. “I think some-
times they feel like they might be
giving away secrets, but essentially
whatyou're doingis engaging the end
user and building your brand.”

» Use content to build trust:
Although it’s been well-documented
that Internet users have short atten-
tionspans—Miller citesresearch show-
ing that visitors who can’t find what
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Give your website the 10-second test: Does it provide multiple engagement points clearly and immediately?

32

| APRIL 2012 | GOLF RANGE MAGAZINE

WWW.GOLFRANGE.ORG



http://www.golfrance.org

VANAR 2IST/\

abues BuIALIp 3y} Uo BuisiisApe YBNnoy] SNUSASI 91RISUIL)

doys 116 10 doys o4d 1noA uj Aejdsip 10j 060 1noA yum dnpoud jieyal anbiun

A13snpui 3y ui payrewun 3q ||im A11j1de) d3130e4d INOA Jo uoizeyuasasd 9y - [IeI9P 03 UOIIUDNY
sjuaweunol a1el0d.i0d /JUdAd ‘qn)d ‘1osal Aue 10y saiejd obo| paziwoisn) -

dn bujwaem 1o buiddeid ajiym suoiieldadxa |je spaadxa Jey) buiues)d gnjd sauoje-pueis -

>v_umu e_m-:m /Yysnig 3] adxoeidayy: m:_u:vob:_ |



http://www.exsitegolf.com
http://www.exsitegolf.com

they’re looking for on a site in two to
eightsecondswillleave the site—earn-
ing customers’ business online
requires thoughtful content that
inspires trust.

Online shoppers “abandon their
carts” because they’re not convinced
the seller will provide value, Wood
believes. Assuch, itusuallytakesmore
than afewbullet points of copyto con-
vince a golfer to book a lesson online.
“You might need to have a three-page
sales letter,” Wood says. “Or, for the
people who don’t read, you might
need afive-minute video.”

Giving potential customers a way
torequest more information through
an online form that generates an
e-mailalert—andrespondingtothose
alerts with a timely phone call — can
help close the deal. “Calling them as
soon as you can after they submit that
form leaves quite an impression,”
Millersays.

*Meetcustomerswheretheyare:
With more and more people using
smartphones and social media, it’s
imperative for facilities to be accessi-
bleinthesearenas. Creatingamobile
version of your website that offers

quick information — such as phone
numbers, directions, schedules and
rates — can attract on-the-go cus-
tomers. And launching a Facebook
fan page, which allows you to share

“On the home page of
your website, you
should have at least
five different ways of

starting a relationship”
— Andrew Wood

informationwithuserswho “like”your
facility and those users’ friends, can
expand your reach exponentially.
Frequent posting on Facebook
provides golf coursesand ranges with
an opportunity to remain top-of—
mind among fans and their friends.
And posts should strive to entertain—

think golf videos, golf jokes and golf
articles —not necessarily sell. “A lot
ofbusiness people think, ‘AllTcando
is put up pro shop specials, range
specials or lesson specials,”” Wood
says. “Ranges are in the entertain-
ment business, so whatever you can
do to entertain your customers is
going to help you engage them.”
Recognizing the power of Face-
book but lacking staff resources to
devotetoit, one range ownerrecently
hired an independent marketing
contractorto postupdates. “We were
trying to keep the Facebook thing
going, andwe realized weeks would go
by and we didn’t update it,” says Rob
Brilliant, owner of Severna Park Golf
Center in Arnold, Md. “I needed
someone whowas onitall daylong.”
Andbyintegratingits Facebook fan
pagewithitsnewwebsite, Man O’War
will seek to fuel continued growth.

“Whenpeople like uson Facebook, it

will send them directlyto ourwebsite,
where they can puttheirname, e-mail
and phone number in,” VanHoose
says. “We geta like’on Facebook and
we capturetheire-mail, sonowwe can
markettothem.” ®
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Above All Advertisin

1 Inflatable Advertising & Signage

We help you dramatically increase your business and profits through our wide range of inflatable products, large format displays and signage. It's as easy as:

Select Your Product

Choose a product that works for your
business or event. Don't see something you
like? We'll custom create it for you.

Advertlsmg
Flags
Call For Details!

« Several
Sizes &
Styles
Available

Event

Tents

« Pop-up Tents

« Inflatable Tents

+ TeePee Tents

« Available with

Full Digital Graphics
or Thermal Press

>
= //\1/’/7/////
Qf( %ﬂ/

Golf ClassicScramble

| Golf Flags

Send Your Design

Submit your artwork to place on your desired
product. If you don't have artwork, our
graphics design team will create it for you.

Banners &
Displays
Call For Details!

« Several
Sizes &
Styles
Available

Inflatables

« Driving Ranges
« Product Replicas
« Helium Units

« Costumes

Make It Perfect
We'll work with you until we get your design
dialed in to your exact specifications. Production
will begin upon approval.

Custom Banner
Printing

+Vinyl Banners

« Digital Dye-Sublimation
« Fabric Prints

1.866.552.2683 - www.abovealladvertising.com

A Inc.. i




P R EF E R R E D RANIENS

Golf Range Association of America
Preferred Vendors

5—Imur
ENERGY
248-960-1700

www.Shourenergy.com
Official Energy Shot Supplier

CHAMP
800 OK CHAMP

www.champspikes.com
Official Spike and Tee Supplier

&

888-287-2614
www.golfwebdesign.com
Official Web Designer

In recognition of their support and participation, The Golf Range Association of
America wishesto thank the following GRAA Preferred Vendors.

PESN
ALLIED

SPECIALTY INSURANCE

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

2D EASY PICKER®
@D GOLF PRODUCTS

800-641-4653
www.easypicker.com
Official Range Equipment Supplier

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

SPO;
S

)
X-NET)

800-541-1123

www.texnetusa.com
Official Netting Supplier
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WELCOME TO GOLF MONTH

Promote golf as “fun and welcoming” by showcasing how your facility
can embrace golfers of all abilities to make it fun and easy to stay in the
game. With complimentary instruction as the foundation of the program,
Welcome to Golf Month asks you to host four hours of programming
such as:

* FREE 10-minute lessons

* Get Golf Ready Clinics

* Welcome to Golf Days and Family Days
* Mother’s Day Specials

REGISTER TODAY AT PGALINKS.COM

GolfDigest I NIKEGOLF

Learning & Performance
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Shagaing in Self-Defense for
George S.May's Pros

Looking back fondly on the erawhen caddies risked
serious injury to retrieve practice balls By ALBARKOW

eorge S. May, the business innovator who owned the

Tam O’Shanter club and helped make pro golf a major-

league attraction, was one of the reasons golf got in my blood at

an early age. I was among the many Chicago kids back in the

1950s who ventured up to Niles, Illinois to caddie at “Tam”—

most eagerly during the annual series of big-money events May

would host.

Fortwo weeks every summer from
the mid-1940s through 1958 the
tournaments brought players and
fans in droves to May’s well-groomed
golf course. First came the
Tam O’Shanter All-American,
followed a week later by
the Tam O’Shanter World
Championship.  The All
American  doubled the
standard $10,000 total purse
of the time, and by 1954 the
World paid an unthinkable
first prize of $50,000. A true
pioneer of the sport, May was
the first to broadcast golf
nationally on television and
the first to erect temporary
grandstands.

It was exciting to tote a
bag down the fairways in a
tournament with that big a
purse, but it was downright
spine-tingling to handle the
caddie’s chore of ball-
shagging during your player’s
practice sessions. I should
pause to point out how
different golf ranges were
back then. Before the
invention of the automatic
picker, a golfer hit shots and his
caddie shagged them. A kid with
baseball aspirations brought his mitt
and took fly-ball practice. At The
Masters in that era, the jocks carried

big white towels and used them to
snag practice shots out of the air.
When a Snead or even a young
Nicklaus carried the tall fence at the

back end of Augusta National’s old
range, they would wave that towel
exultantly, while the gallery ooohed
and aaahed.

At Tam O’Shanter, I got my first

GEORGE S. MAY'S 1957 TAM O'SHANTER
GOLF TOURNAMENTS

AUGUST 1 TO AUGUST 11, INCLUSIVE

World’s Richest Golf Tournaments—$1,535,480.00 In Prizes—1941 through 1957.

Mementos of the post-War tournament
series that pro-tour pioneer George S. May
hosted at his club outside Chicago.

looks at players from overseas like
Peter Thomson, Roberto DeVicenzo
and Bobby Locke. Of course the U.S.
pros turned out—names like Sam
Snead, Ben Hogan and Cary
Middlecoff, but also names
perhaps only I remember, Paul
O’Leary, Leo Biagetti and the
other field-fillers.

The only weak spot in Mr.
May’s festival grounds was the
practice range, which was no
wider than a standard fairway.
You could see it from the
clubhouse veranda, tucked
between No. 1 and No. 18
fairway. From 8 a.m. until early
afternoon a firing squad of 40-
plus golfers would stand at one
end hitting shots. Forus caddies
it was like standing in the open
during a carpet-bombing air
raid. In hindsight we should
have worn helmets, flak jackets
or perhaps a suit of armor. Just
getting into position with your
standard-issue shag bag was an
act of bravery, though we were
constantly prepared to take
evasive action.

No one was fool enough to
stand 70 or so yards out in the middle
of the range to catch the wedge
shots—not when other players were
drilling balls straight up the gorge, or
valley of death. We would take up
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ENHANCE YOUR JUNIOR GOlF PROGRAM

The PGA Sports Academy is an exciting:j;hd interactive
approach to growing junior golf

To learn more and become

a participating facility, please visit

the Player Development area on

| PGALinks.com

Grow your junior golf programs

Increase retention rates at your fgéi_lity
Family-friendly relationships I
Fight childhood obesity

Create long-term athletic
development


http://PGALinks.com

Frank Sully.

positions along the edge of the
range, dashing over and back, until
our player got into the longer clubs.
By then you could find us beyond the
target green 200 yards out in a grove
of tall, leafy trees. That felt
marginally safer, unless most of the
pros had drivers in hand. Under
those conditions the balls would
rattle around in the branches
overhead then rain down into long
grass where they would have to be
pounced on quickly. It was like
standing beneath a shattering
chandelier.

All the jocks called out warnings to
each other when they spotted their

pro’s ball, or another’s, descending
out of the blue. Still, more than a few
shoulders and shins were nicked on
the fly, and plenty of bouncers were
fielded with a stomach or a schnozz.
That we never seemed to suffer a
serious injury is beyond under-
standing. Shag bag inventories took a
good hit, however. It was not easy to
keep track of your man’s ball when
you were ducking and covering up
against incoming artillery, and losses
could be substantial.

A shag bag was not only a tool of
the trade, it was a symbol of one’s
competitive skills and its contents
were a mark of relative financial
status. The elite Snead worked out of
abagof 60 or 70 shiners, balls he used
for a few holes during a round then
relegated to practice. Ifhe ranlow he
would nonchalantly open a box of
new ones and add them in the mix—a
stunning sight to young caddies who
might have played for years and never
owned a new golf ball. Lesser
mortals, such as John Barnum, a
threadbare amateur whom I looped
for one summer, didn’t have such
luxury. After two weeks of the Tam
O’Shanter competitions Barnum was
not pleased when on the last day of
our stint together I dumped out about
25 stained balls from what had been

45 or so. He glared at me and
sputtered: “What happened to my
shag bag!!?” I made just the minimum
wage that go-around.

When the practice tee
was lined with pros,
juststanding atthe 200-
yard mark was anact

of bravery.

I went on to make a life for myself
in golf, as a writer, magazine editor,
television producer and here and
there a tournament player. After Ted
Lockie invented the rolling picker
attachment, driving ranges lost the
sense of adventure they held for us
Tam O’Shanter caddies. On the other
hand, the opportunity for golfers to
practice grew exponentially and the
national average handicap probably
dropped by at least a stroke. Which
made for a reasonable trade-off, on
the whole. m

>

4

Sam Snead
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Club analysis redefined.

HEAD VIEASURENMENT TECHNOLOGY

£

Following on the revolutionary ball flight analysis of the
GC2 Smart Camera System, Foresight Sports introduces

HMT - Head Measurement Technology - a ground-breaking innovation that combines with the GC2 to
capture club head data with unprecedented accuracy. With HMT, you now have instant access to critical
data such as club head velocity, smash factor, horizontal/vertical club path, face angle, dynamic loft/lie
and impact location- with the same reliability, accuracy and indoor/outdoor flexibility you get with the GC2.

Head Measurement Technology by Foresight Sports. We just changed the game again.

|

CLUB FITTING INSTRUCTION SIMULATION

7
‘\J Apple® compatible GC2a now available.

L )
For HMT pre-ordering and GC2 upgrade details, call your 1L
Foresight Sports sales representative today. fese.00!
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