Welcome to the May issue of digital Golf Range Magazine!

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

* Capital Investing: Change the Routing to Add a Range — The old
lament about being “land-locked” and lacking space to add or improve
a range should yield to ingenuity:.

* Video File: Customer Loyalty and What Drives It — Rick and Patty
Kline go the extra mile to win repeat business at their Sittler Golf
Center in eastern Pennsylvania.

* Traffic Builders: Whether you’re a country club or a stand — alone, the
driving range can attract, retain and create bonds with your customers.

* Marketing: Success in 10 Minutes a Day — A consultant and author
who has won awards for range operations offers this advice: Push
distractions away and schedule time for promoting, publicizing and
marketing your business.

Keep it fun and thanks for supporting the GRAA.
Best Regards,

flrotrf—

Rick Summers, CEO
GRAA
rsummers@golfrange.org
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Change on the Range

I recentlyreturned fromatrip to Bandon Dunes Golf Resort on the Oregon

coast. This amazing facility is home to four of the top-ranked public golf
courses in the country. You might think this would be enough, but Bandon
Dunes isn’t resting on its laurels. This month marks the opening of Bandon
Preserve, aunique par-3 course with 13 holes, and the facility haslonghad one
of the country’s largest practice facilities.

Even high-end properties such
as Bandon Dunesare paying close
attention toofferingawide variety
of golf experiences for its cus-
tomers, from the range to short
coursesto familytees. The shifting
sandsoftime, technology and con-
sumer behaviorimpact every golf
facility, and we are seeing many
interesting responses around the
country. The Capital Investing
feature in this month’s Golf Range
Magazine (page 24) shows how
some facilities are finding ways to renovate or add ranges and practice areas —
despite land and budget constraints.

As the story points out, and many of you know firsthand, many classic golf
courses were laid out without a range, or with a small range shoehorned into
dead space as an afterthought. As golfers have become more interested in
serious practice sessions, and as the range continues to evolve as the hub for
player developmentand new golferactivity, these smaller ranges are often not
adequate for a facility’s needs.

Even modern ranges are running into similar constraints, thanks to the
ongoing march of golf equipment technology and the distance benefits it has
brought to many golfers. Ranges that were built to contain reasonably long
hitters 10 or 20 years ago may now need retrofitting to keep long hitters from
bombing their practice drives beyond the landing area.

As the game of golf continues to evolve, there are excellent ideas being
pursued for renovating and rethinking how our golf facilities and ranges are
designed, and what purposes we hope they serve. I've heard of several great
ideas personally — from adding targets and fitting areas to creating practice
holesand short game areas—and Iinvite you toread this month’s Capital Invest-
ing story to see some excellent examples of facilities that have recently made
their own changes. We can’t predict what future trends may develop, but we
can be ready to take advantage of the new opportunities that come along.

flowrif—

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 location, go with the leader-
5-hour ENERGY? 5-hour ENERGY-
outsells the competition

nine to one. It’s the

brand consumers

prefer.

“5-hour ENERGY: is a product-|-have used for over a year now.

I’'m excited to represent a product that | really believe-in, and I ’
looking forward to introducing new customers fo the benefits-
of 5- hour ENERGY-"”

Golf Range Association of America
Official Energy Shot Partner

1No crash means no sugar crash. 5-hour ENERGYe contains no sugar. Ew;ﬁﬁg}';ﬁ
Individual results may vary. Provides a feeling of alertness and energy.

Does not provide caloric energy. Jim Furyk is a paid spokesperson
for 5-hour ENERGY: ©2012 Innovation Ventures, LLC. All rights reserved. Facebook
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For Immediate Payback, Appeal to the
Avid Golfer

While avid players make up less than a quarter of range users, they account for
more than half of all range visits. BY TONY STARKS

here has been a strong push for creating new golfers as of
late, and rightfully so considering the downward trending
participation numbers released by the National Golf Foundation
in recent years. Data suggest a shrinking pool of players, which
makes player development and the generation of new golfers more

importantthan everforthe future of the industry.

But what about the present? The
here and now. How are you going to
boost your numbers before next
month’sbudget meeting? Perhapsthe
best response to that is cater to avid
golfers — those who play in excess of
25 rounds of golf ayear. Accordingto
research from the NGF, avid golfers
make up 23 percent of on-course
range users butaccountfor51 percent
of range visits. Compare that to new/
beginning golfers who make up 18
percent of range users but only
account for 12 percent of range visits.

It can be tough to know who is an
avid golferand whoisnot. Ifyou're at
an on-course facility that has a cus-
tomer database that tracks rounds
played, it’s a little easier to identify

those avid players. To get them com-
ing back and utilizing the practice
range more often, offer special incen-
tives such as a free bucket of balls for

“Avid players are
some of the strongest
contributors to the golf
economy.”

everyfifthroundplayed orasixmonth
range membership for playing 15
rounds at your course within a year.
Be creative with your offerings.

For the stand-alone range, identi-
fying avids is more of an art than a
science. In most cases, youcan spota
beginner right away based on their
awkward grip, poor alignment and
unbalanced finish. Butavidsarealittle
trickier, because there are a lot of
golfers with good looking swings who
onlypractice orplayeverysooften. So
don’tbeafraidtoaskpeoplehowoften
they play golf or how often they prac-
tice, thatsoftenthe onlywayyou’llfind
out. From thatpointitsallaboutcom-
ing up with creative incentives to get
the avid player coming back to prac-
tice at your range. Create a range

“happy hour” where fora certain time

slot in the evening you have two-for-
one buckets for frequent customers,
ordraftlessonplansforadvanced play-
ers that include discounted range
usage throughout the series oflessons.
Avidplayersaresomeofthestrongest
contributors to the golf economy. You
want them frequenting your facility
because they're the ones opening their
walletto feed their passion for golf. m

On-Course Visits by Customer Type, 1999

M Avid Golfer B Moderate Golfer M Occasional Golfer

Customers =

Non-Golfer

Visits

National Golf Foundation Golf Practice Facilities in the U.S.: A Summary of Supply and Demand
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ONLY ONE DRIVER IS

Play the same model driver PING pro Bubba
Watson used to win the Masters. The G20,
with its weight optimized through a low density
Ti 8-1-1 alloy, gives Bubba the power and
control to take on any hole. He'’s the longest P'NE®
driver on the PGA Tour. Compare your driver PLAY YOUR BEST
to the award-winning G20 and get fit today.

Learn more at ping.com
Tell ‘em Bubba sent you.

© 2012 PING P.O. Box 82000 Phoenix, AZ 85071 PGA612 Source: PGA Tour statistics through 4/22/12


http://ping.com

-27%/-11%

+100%/+100%

;7% 0%/+9%

-

19%/-28%.

[

/ -5%I+5% |

/

+100%/+100%
-
+6%lﬁ-1 8%

NA/NA

NA/NA

+100%/+100°

\

-4%]-4%

H100%/+100% |

e

| A%/+7%

1 %l+1 %

+50%/+19%

-8%/-8%

‘ +100%

—

1%+ 7%

WEATHER IMPACT ANALYSIS

n 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

March provided a continuation of the baffling yet benevolent weather which closed out the official “winter”
season of 2011-2012. March marked the 3rd successive month of widespread, incredibly temperate weather
as Golf Playable Hours (GPH) registered +52% vs. last March at the national level. That brings the national
Year-to-Date GPH results to plus-47% versus the same period year ago. Many of the facilities in the north
have been able to open 15-30 days ahead of the average opening dates and several in the Chicago area
report being able to “bank” between 1,000-2,000 rounds through March that weren't in their annual plans.
This is providing many operators with a much-needed cash cushion coming into the year.
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Golf Playable Hours: March
Each region includes: Month % /YTD %
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Owners Who Inspire Customer Loyalty

Rick and Patty Kline go the extra mile to win repeat business at their Sittler
Golf Center in eastern Pennsylvania—but they aren't shy about asking for that
business, either.

I herearehundredsofhuge,impersonal corporationsoperating

customer-loyaltyprograms, thenthereare the Klines, Rickand
Patty. The couple’s Kutztown, Pa. range has a friends-and-family
atmosphere that naturally makes for return visits. In fact, the Kline
children were raised right on-property, in the living quarters their
parents established upstairs from the golf shop. Over the years, the
array of amenities and services has expanded while the core-golf
elementsofteaching, practice and clubfittinghave been finelyhoned.
Equipment sales are a serious endeavor—one that has earned the
operationa“Best100 Fittersin America” award from Golf Digest. This
video clip shows the proprietorsin theirelement, explaininghowthey

appeal to area golfers and the structures they use to keep the Sittler
Golf Center front-of-mind with their clientele. m
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Upgrade to an ocean view room, buy your monthly commuting pass, donate to
your favorite charity...whatever moves you most.

As a PGA of America member, you could save up to $343.90* on your auto insurance with Liberty Mutual.
You could also enjoy valuable discounts tailored to the way you live today and save even more by insuring
your home as well.

Liber
Mutu‘gin

CALL 1-800-981-2372 Client # 101577 INSURANCE

N

Responsibility. What's your policy?

cLICK |www.libertymutual.com/pga

COME IN | to your local office
\_ J

Insurance Options

*Discounts are available where state laws and regulations allow, and may vary by state. To the extent permitted by law, applicants are individually underwritten; not all applicants may qualify. Savings figure based on a
February 2011 sample of auto policyholder savings when comparing their former premium with those of Liberty Mutual’s group auto and home program. Individual premiums and savings will vary. Coverage provided and
underwritten by Liberty Mutual Insurance Company and its affiliates, 175 Berkeley Street, Boston, MA. © 2011 Liberty Mutual Insurance Company. Al rights reserved.



N E WS

A Wide Range of News

Keepingyou up to speed on trends in the golf practice-and-learning sector

NEW ENGLAND
ORTHOPEDIC SURGEONS

The Republican's women's group golf clinics
program turns 40 this season

BALISE)
EVERYDAY
LOW PRICES

Brake Pads

Includes installation

v
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The 40th Annual Republican Women's
Golf Clinics were held last month at various
locations in the Northeast .... The April 2012
update on golf participation from the
National Golf Foundation was led by
these data points: Some 25.7 million
Americans played golf in 2011, essentially
even with the prior year; the recessionary
effect on golf participation seen recently in
year-over-year golfer declines is flattening;
and, roughly half of all golfers are females,

-

CALLAWAY GOLF INTRODUCES MASS
PERSONALIZATION & CUSTOMIZATION
OPTIONS FOR ITS RAZR FIT DRIVER

Now udosign by Callaway Platform Offers Golfors an
Unprecedented Abiity to Design Their Own Driver

udesign

juniors and minorities .... Callaway Golf
Company introduced its new udesign™ by
Callaway personalization and customization
platform. udesign by Callaway, an online
customization tool, gives golfers purchasing
a RAZR Fit Driver the unprecedented ability
to design their own version of the
company's hot new club that is already in
the hands of Phil Mickelson, Ernie Els and
Alvaro Quiros .... Positive Swing Inc., a
non-profit organization that provides free
sports programs for inner-city youth, the
physically and mentally handicapped as well
as other underserved groups, received a
Champions in Life Grant from the Indiana
Sports Corporation. Positive Swing holds

Sea Pines Resort in Hilton Head Island, S.C., announced the “RBC Heritage Experience
Package” providing golfers the chance to be at the resort under the conditions and
atmosphere of the acclaimed PGA Tour event held at Harbour Town Golf Links. As part of
the deal, golfers get a practice station with customized name plates and one hour of
professional instruction. Note to clubs: This name plate idea is catchy—clubs should
consider creating them for range-plan members who also sign up for lesson packages.

golf clinics at an indoor range called Golf
Dome in Indianapolis .... HD Golf Ventures
LLC has plans for a premier golf
entertainment facility in St. Charles Ill., with
70 driving range bays and an outdoor patio.
Doppler radar technology and high-speed
cameras would enable patrons to see a map
of their real-time ball flight, and play could
be simulated. With food and alcohol served,
the facility would combine a traditional
driving range with a bowling alley
environment. Concerns are raised, however,
as nearby residents expressed issues about

Glaa)
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o
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Sports Corp. Names
CHAMPS Grant Recipients

HEALTH CARE REFORM,
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Frank Carrillo: Sheriff's Official
Investigated Over Golfing Trip With
Inmate

noise, lights and traffic .... This next story
could be material for a movie. Frank Carrillo,
a former pro golfer turned jewel thief, is
in jail in southern California. But Carrillo got
out, temporarily, to help a Los Angeles
County Sheriff shave a few strokes off his
handicap. He made quite a fashion
statement standing on the range wearing his
yellow prison jumpsuit. The sheriff is
currently under investigation .... Herb Page,
men'’s golf coach at Kent State
University, is taking over the 2 Club Golf
Learning Center in Macedonia, Ohio. B
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CHAMP FLIX Divot Repair Instrument
The new CHAMP FLIX automatic opening divot repair tool is
our lightest and most ergonomic tool yet. This tool is designed
for the golfer that needs a light yet rugged repair tool that,
when slipped into the pocket, is hardly noticeable.

CHAMP FLIX comes supplied with a CHAMP #1 Brand On Tour
branded magnetically attached ball marker, for larger orders
this ball marker can be customized with your club, event or
company name and logo.

Package is made of environmentally friendly, recyclable PET.

* Highly Durable e Stainless Steel Prongs Slide Into The Turf With Ease, Makes Divot Repair A Snap

www.champgolf.com 800.0K.CHAMP
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Whether you're a country club or a stand-alone, the
driving range can attract, retain and create bonds with
your customers BY TONY STARKS

herangeisateachinghub—it’swhere golfinstructorshelp

students literally build a game from the ground up. Butit

is much more than that. For private clubs, it can be a meeting

groundwhere thehead professional firstlearns the needsand aspi-

rationsof newmembers. Elsewhere, it’sthe baitthatdraws golfers

into experience auxiliary components suchasashortcourse. This
month’s Traffic Builders will explore three facilities that leverage

their ranges with energy and imagination.

New Members and
First Impressions
Jeffrey Kiddie, the 2011 PGA Mer-
chandiserof the Year for private facili-
ties, has been helping new members
feelwelcome at Aronimink Golf Club
in Newtown Square, Pa., by using his
range asamainstay of the memberori-
entation program.

“When someone joins the club, or

upgrades to a golf membership from
non-golf, theygothroughanorientation
thatincludesamini-lessonontherange
and anintroduction to all of our clubfit-
ting offerings,” describes Kiddie.

The brief lessons give Kiddie an
opportunity to assess the ability of his
newmembersandaskquestionsabout
their goals as it pertains to golf. “Are
theyasingle-digithandicapperlooking

tobreakparforthe firsttimeorarethey
arelative beginner looking to make a
par for the first time? The range is the
ideal place tofind outwhat the specific
needsofyourmembersareandhowto
address them,” says Kiddie.

Theinitiallessonalsoletshimscope
outtheirequipmentand make sugges-
tions based on what he sees. Whether
it's the need for new grips, new spikes
intheir golfshoes, getting properly fit-
ted or even just needing a new glove,
observingyourmembers on the range
opens the door to increased golf shop
sales. Italsoestablishesaprecedent—
the golf professional takes a direct
interestinyour gear.

Kiddie uses this opportunity to
introduceamembertothefive different
fitting systems he offers at Aronimink:
Titleist, Cobra, Ping, TaylorMade and
Mizuno. “T'dsay99percentofouriron
sales are custom fit and about 75 per-

Jeffrey Kiddie, last year's top PGA
merchandiser, understands that sales in the
shop can start with attentive assistance on
the range.
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centofourdriversalesare sold during
alessonorafitting,”he explains. “With
that being the case, our time on the
rangewithmembersistimewellspent.

“It might be tough to quantify the
exact number of members who’ve
taken additional lessons or bought
equipmentfromus, butaswe develop
relationshipsthe vastmajorityof mem-
bers takes lessons from someone on
staff,” Kiddie reports. He adds, with
some emphasis: “Atleast half of them
buy their equipment fromus.”

Short Course, Tall Returns
Bucket after bucket, golfers hit the
range with the goal of sharpening
some skill area. While range balls
make up the primary revenue source
for a majority of practice facilities,
those who offer on-course opportuni-
ties add another revenue stream.
Even if they are not 18-hole, par-
72 courses, practice facilities with
short-course offerings help scratch
the golfitch.

Columbia Super Range in Everett,
Wash., provides a unique nine-hole,
par-2 course for golfers to work on

theirshortgame. The course features
a natural grass teeing ground for
eachhole.

“I think it’s what sets us apart from
otherdrivingranges,”says PGA Head
Professional Steve Reuhl. “They just
don’t have alittle short game course
where you can work on chipping
and putting.”

Range customers
come from an eight-
mile radius — lesson
customers will travel
20-plus miles.

This course is paired with lesson
programs as well. When golfers sign
up for a series of five lessons, Reuhl
takes them onto the course for one or
twooftheselessonstosupplementthe
previous time spent on the range.

It's not dramatically different from a cluster of practice greens, but the nine-hole par-2 short course at the Columbia Super Range in
Everett, Wash., provides a place to practice holing out with a wedge or putter in a uniquely fun and even competitive environment.

Reuhlalso encourages his students to
use the course forshortgame practice
duringtheir free time. More sothana
practice puttinggreen, itsets the stage
for competitions—a primary means
for getting in the “reps” that allow for
trueimprovement.

While Columbia Super Range does
not marketits par-2 course individual-
ly, the amenity’s value has done all of
the talking. The facility charges $7.75
for a bucket of balls and access to the
par-2 course with no time limit, com-
pared to $5 just for a bucket of balls.
The courseisan enticing, and inexpen-
sive, option for golfers wanting to
sharpen their short-game skills after
spending time range honing their full
swing. “It doesn’t get nearly as much
play as the range, but for people who
are serious about getting better, they
will spend some time out there,”
Reuhlsays.

A Lesson in Range Revenue

PGA Professional Danny Elkins has
owned the Georgia Golf Center in
Roswell for the past 15 years along
with his business partner, and fellow
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Students who trust their golf instructor may go AWOL due to lack of funds, but the
teacher can expect them back when finances improve.

PGA Professional, Chris Asbell. Over
the years, Elkins has run a fairly suc-
cessful operation at the standalone
driving range — which he says stems
from his activity as a golfinstructor.
“We opened the range originally
because we wanted tohave full control
over our teaching schedule and rev-
enues,” says Elkins, the 2005 Georgia
PGA Golf Professional of the Year.

PIpL P W
2

!\l

According to Elkins, driving range
customersgenerallycome fromwithin
afive-toeight-mileradiusofthe facility,
but lesson customers will travel
upwards of 20 miles if they find the
teacherwho’stheright fitforthem. And
once a golfinstructor develops a repu-
tationasasuperiorteacher, peoplewill
travel great distances foralesson.

“There’s no question that a good
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teaching program can benefit the
range business as well,” says Elkins,
who is also a former Teacher of the
Yearinthe GeorgiaSection. “Yourstu-
dents will stick around after their les-
sons to hit balls, and they’ll tend to
come back to your range when they
wanttopractice because of their famil-
iarity with you. Asateacher, if you're
walking the range scooping baskets or
policing the teelineandyou see one of
your students, you'll stop forasecond
and say ‘OK, let’slook at a couple and
see howit’s comingalong.™

Over his 27 years teaching golfin
the Atlantaarea, Elkinshasdeveloped
quite the Rolodex of students — the
majority of his lessons have come
through recommendation and word-
of-mouth marketing. But the weak
economy has created adecreaseinles-
sons of late and forced Elkins to try
new things to build business. Under-
standingtheimportance of marketingin
today’sclimate, heandhisbusinesspart-
nermade the decision tobringinathird
party, asan investor and part owner, to
handle all the marketing operations.

“Our marketing plan focuses more
on the range than on the lessons,
because Ihave confidence thattheles-
son business will come back strong,”
says Elkins. “We’re using social media
and other new forms of communica-
tion, but our goal is to just let people
know who we are, what we offer and
where they can find us. We feel that
having our new marketing efforts and
ouralreadyintactlesson portfoliowill
create a platform for continued busi-
ness success atourrange.”
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Change the Routing to

The old lament about being “land-locked” and lacking space to add or improve a
range should yield to ingenuity. Here are several facilities that devised solutions.
BY ANTHONY PIOPPI
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Add a Range

Before it reshuffled its routing, The
Elkridge Club had a sleek Seth Raynor
course but no proper range.

FLOYD LANKFORD IlI
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he famed course designer AW. Tillinghast was onto some-

thingbackin 1936 whenhevoiced anopinion the Hartford
Courant saw fittoecho. Accordingtothe Connecticutnewspaper,

Tillinghast “recommends a practice ground for work on driving,
approach shotsand putting”and observes that “this feature of golf

course construction is frequentlyignored.”

Indeed it was, such that courses
built before the ‘50s could find them-
selves hemmed in by development
andstuckwithjust18holesplusaclub-
house. Here in 2012, changes in
recreational patterns and the golfer’s
connection to his sport make that sce-
nario undesirable. A range, in other
words, isn’t really an option. In fact,
even courses with fairly impressive
practice facilities are looking to
upgrade them as a market advantage
(seesidebararticle, page28).

Meanwhile, for clubs that find
themselves landlocked or lacking
funds to acquire useable adjacent
acreage, the onlyoptionistocarve out
space on the existing site. Likely that
would meanreroutingthe golfcourse,
whichiswhat RivieraCountry Clubin

Coral Gables, Florida, had todo.
Originally one-half of the 36 holes
belonging to the Biltmore Hotel in
Miami, Riviera was split off and sold
duringthe Great Depression. In 1993,
course architect Brian Silva was
retained by the clubtoaddressitslack
of practice facilities. His solution was
to take several fairways on either side
of what would become a new driving
range and bend them outward, reposi-
tioning their centerlines some 50 feet
each. Ashortgameareaandareplace-
mentholewere also constructed. The
altering ofthe course necessitated that
bunkersandgreensberelocated. Cost
estimates on adding a practice range
toaclub are predicated on how much
of the existinglayout hastobe altered,
butsome expertsputthe costbetween

This aerial view of Pine Hills Country Club
in Wisconsin shows the practice range at

lower left, alongside the par-5 sixth hole,

as reconfigured by architect Ron Forse.

$250,000 and $750,000.

Riviera’s decision to add a practice
amenity was based on a desire tomod-
ernize. “Amajorpartofitwastheneed
to be more current in meeting mem-
berneeds,” says Silva, whoreturned to
domoreworkat Rivieraovertheyears.
Following the addition of the range
and practice area, a new clubhouse
wasalsobuilt—buthavingaplace tohit
balls was clearly Job One.

Inthelate 1980s the Elkridge Club
in Baltimore, Md., took out two holes
ofits Seth Raynordesigntoaddarange
that is nearly 300 yards long and 100
yardswide. One of the Raynor putting
surfaces on an eliminated hole be-
came a practice green. “It was a defi-
niteneedwe hadtofill,” says Bill Baker,
the current Elkridge golf committee
chairman. Ifnot for the generosity of
an Elkridge member, the expansion
wouldhave been farmore costly. This
member donated property abutting
the club, giving the design firm of Ault
and Clarke an area on which to build
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itstworeplacementholes.
Priortothenewrange, Bakernotes,
therewasanareabetweentwo existing
holes that was only wide enough for
one person to hit golf balls. That
meantonlyone golfprofessional could
give alesson atatime, and hire a shag-
ger topickthem. Itwas afacet of Elk-
ridge that did not match up to many
nearby golf facilities. The alteration
has been embraced by many of the
Elkridge golfers, eveninthe offseason.

“I can tell you that a lot of people use

that range,” Baker said. “Different
pros give lessons at the same time and
we’ve added a row of mats that are
usedin the winter.”
Withtheincreased distance the golf
ball flies as a result of technological
advances, ranges that were once ade-
quate have been outdated. Insome
instances, requiringpracticingplayers
to use only restricted-flight golf balls
solved the length problem. In other
cases, such as at Pine Hills Country
Club in Sheboygan, Wisconsin, the
answer was to reposition a golf hole.
The range at Pine Hills was not part of
the course’s original 1928 Harry B.

Smeaddesignbutwaswedgedintothe
propertyinthe 1950s. Itserved the pur-
pose for approximately 50 years until
driving distance got stretched out.

Re-routing holes to

build a range tends to
cost from $250,000
to $750,000.

“The new golf ball and driver tech-
nology, that’s what really brought this
about,” explains architect Ron Forse,
who redesigned the sixth hole at Pine
Hills. With the increased length, golf
balls from the range weren’t just mak-
ingittotheroughlineofthesixthhole,
but carryingintothe firstlanding area
inthe fairway, creatingadangeroussit-
uation. Longtime Pine Hills superin-
tendent Rod Johnson explains that
pine trees were used for a period to
stopballsfrom makingtheirwaytothe

sixthhole. Oncethetreesmatured, he
estimatedittookacarryof230yardsto
fly them. The conifer fence worked
well for anumber of years, until tech-
nology madeitobsolete.

The sixth was originally a par-5 of
475 yards that arced from right toleft
around the end of the range. For the
adjusting of the hole, the club pur-
chasedland and that allowed Forse to
straighten the dogleg by moving the
new fairway and greensite counter-
clockwise. He was able to retain the
original teeingareaand the beginning
portion of the Smead fairway. The
holenowplays510yards from the back
tees. Withtheextraspaceaddedtothe
driving range, a carry of 300 yards is
needed toreachthenewhole.

A bonus for Pine Hills members is
that the original sixth green and the
final 100 yards of the Smead fairway
have been kept up and turned into a
verypopularshortgame practice spot.
It's located a good distance from the
clubhouse and, according to Johnson,
many people enjoy the seclusion as
theyhone theirskills. “You're onyour
ownoutthere,” he says. B

Nathan Crace, Something of a Specialist, Tweaks Annandale Practice Complex

nnandale Golf Club, in the Jackson,

Mississippi suburbs, has hosted the
PGA Tour's Viking Classic (formerly the
Magnolia Classic) since 1993. The club’s
Jack Nicklaus Signature course covers 250
acres of rolling land built around

Crace puts it. The existing chipping green
was relocated to make room for a new
indoor teaching facility adjacent to the
practice tee. As now constituted, the
short game area consists of two large

wedges from more than 100 yards. And
by simply changing direction, members
can now practice long fairway bunker
shots onto the adjacent driving range.
“Because of the way we will mow the
approaches,” says Crace, “you

an antebellum-style clubhouse. In
2010, Watermark Golf's Nathan
Crace was brought in to make
improvements to the practice
facilities. The key to the plan was
redevelopment of what had been
a sod nursery between the
maintenance buildings and the
10th tee. Working with Annandale
superintendent, Al Osteen, and a
club committee, Crace envisioned
changes that would not only
create a new short game area and
make much-needed
improvements to the existing
driving range tee, but also screen
off the maintenance facility and
isolate the teeing area for the 10th
hole.

New tees on the 10th hole
were shifted toward the 18th
green and mounding was created around
the entire short game area so members
practicing their short game skills “would
feel like they are in their own world,” as

gig =
Annandale Golf Club, a PGA Tour stop, retained architect Nathan Crace to improve
an already superior range and practice grounds. Thanks to ingenious (and
fortunate) siting, this teaching/learning building doubles as a halfway house,
generating ancillary revenue through food-beverage sales.

practice greens on opposite ends of the
facility, enabling golfers to hit a multitude
of shots ranging from short chips and flop
shots, to greenside bunker shots and full

could practice shots from the
rough, move over five feet and
practice the same shot from an
area mowed at collar height” No
two practice sites are the same,
he asserts, but the goal of variety
and flexibility is always the same.
“Whenever | design a short game
area,” Crace says, “my main
objective is to take the property
the client has available and
produce a facility where practicing
golfers are limited only by their
imaginations.”

The strategic elements of this
renovation extend nicely to a new
teaching building, built adjacent
to the driving range tee. The
building features a two-bay
practice area facing out to the
range, equipped with the latest
swing technology. The building also has
two restrooms and a halfway snack house
on the front to serve members making the
turn after nine.
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i Long Chip Beats the Short Pitch

Help your students to think of the short pitch shot as a long chip
BY BRAD REDDING, PGA MASTER PROFESSIONAL WITH DON JOZWIAK, SENIOR EDITOR, PGA MAGAZINE

hen faced with a

short pitch shot of
30 or 40 yards, many golfers
believe they need to hit a high,
lofted shotto make the ball stop
closetothepin. Hitting thistype
of shot requires a lot of wrist
action and precision. The per-
centagesaren’tgood foraverage
golfers to pull off that type of
swing, and they’ll most often
make poor contact and end up

shortof their target.

I prefer to teach my students to hit
what I think is the easiest shot in golf:
thelow, rolling shotinto the green. As
longasthereisn’twaterorsand guard-
ingthe frontofthe green, mostgolfers
have a much better chance of making
good contactand getting the ball close
tothe pin. M

SETUP

I make sure my students place their hands
forward of the ball with the shaft leaning

toward the target to de-loft the clubface. The
golf ball should be in the middle of the stance,
and | suggest that they use a sand wedge for
this shot. | tell my students that the position
they set the club in at address is how it should
remain throughout the swing. This helps keep
their wrists from getting too active

Brad Redding, the PGA
director of golf
instruction at The Resort
Club at Grande Dunes in
Myrtle Beach, S.C., is a
Certified PGA Master
Professional in
Instruction and the 2007
Carolinas PGA Section
Teacher of the Year.
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BACKSWINGX

I tell my students to think about
swinging the club with their shoulders and
arms, not with their wrists. The key is to make
sure they keep their wrists firm and that the
clubhead stays behind the hands in the
backswing. | remind them that the sand wedge
has plenty of loft and that the ball will get in the
air on its own — if they try to help it into the air by
flipping their wrists, they're going to hit it high
and short. Their hands only need to go about
waist-high on the backswing.

FOLLOW-THROUGH

Once they've hit the ball, | make sure my
students keep their wrists firm and stop their
hands once they get back to a waist-high
position. This abbreviated follow-through will
help keep the ball low. Nine times out of 10, this
approach will get the ball closer to the pin than a
high-lofted shot for most golfers.

The Benefits of Teaching the “Long Chip”

find there are many benefits to teaching my students how to hit the long

chip shot. First of all, it gets them in the mindset of trying to get the ball on
the green with an easy-to-execute shot instead of trying to emulate the cute
shots they see PGA Tour players hitting on TV. Second, it's a swing they can
use in a lot of different situations: punching out from under trees, hitting a
knockdown shot into the wind or advancing the ball out of deep rough. It
also helps improve tempo for most students, which cuts down on
overswinging and helps them make more solid contact and impart more
backspin on the ball for better flight.

This Instruction Classic from PGA Magazine,
March 2009, is reprinted with permission.
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InIand from Hilton Head isa resort golf commumty

‘that ¢ doesn’t get the credit it deserves for making practice
A . land Iearnmg a hlgh -end amemty of utmost vaIUe.
R BY DAVID BARRETT

COURTESY BERKELEY HALL
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Berkeley Hall members can tap expert
advice at the short-game complex or just
wander the terrain, wedge in hand.

hen Reed Development was planning Berkeley Hall

around the turn of the century, there was already a
plethora of golf communities in the Hilton Head Island/Bluffton

area of South Carolina. How to make it stand out, especially

considering that the site didn’t boast spectacular waterfront?

Thirty-six holes of Tom Fazio golf
are certainly an attraction and so is a
45,000-square-foot  Jeffersonian-
style clubhouse. But the amenity that
gives Berkeley Hall its calling card is
a practice and learning facility that is
second to none. “I’ve never seen
anything like it and I've practiced all
over the world,” declares Champions
Tour player Loren Roberts.

It starts with a 31-acre practice
area, including a double-ended range,
a red-brick Learning Center and a
short-game complex where you can
practice every kind of shot you would
ever encounter during play. But
perhaps what’s most impressive is the
technology available to the member
who wants to work on his or her game.

The facility includes four climate-
controlled bays, including three
where golfers can videotape their

Youcould spenda
whole day in Berkeley
Hall's short-game area
and not exhaust the
possiblities.

own swings. Butthe motherlodeisin
the “super bay” for those getting

lessons from instructors Andrew Rice
or Krista Dunton. It comes equipped
with four cameras for videotaping
swings, flat-screen TVs forimmediate
viewing, a SwingCatalyst pressure
plate and 3D motion technology, and
TrackMan radar technology.

SwingCatalyst precisely measures
how the player’s weight and pressure
shifts during the swing, giving a
readout that accompanies the swing
video. TrackMan measures 26
variables, including clubhead speed,
clubface angle, club path, spin rate,
carry distance, and much more. Golf
instruction technology has come a
long way in the decade since Berkeley
Hall started, and the club has made
sure to keep pace.

“When I started giving lessons, I
would hand my students a VHS tape
of their swing,” says director of
instruction Rice, who has been with
Berkeley Hall since it opened in 2001.

“ThenitwasaDVD, then email. Now

people get a notification that their
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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:

* Completely Wireless and Real-Time — No need to manually transfer data from
dispenser to main computer as with other ball dispenser management systems.
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* In-House technical support available 24/7, 365 days.
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all intermix very well with each other. If a resident loads a range
card at one location, it is available for use at all three locations mak-
ing it very convenient.
The customer service and follow up from Easy Picker Golf has been
outstanding and the part | really loved about the whole thing is that
we were able to customize our range cards with our logo and a pic-
ture of our signature hole.
| would recommend Range-Express for any course that is looking

Easier to ;
Read for a computerized range system.

Sincerely,

Jeffrey Hochman, PGA, GCSAA
Director of Golf Operations

Sun City Grand  Surprise, Arizona

Sales 800.641.4653 | Fax 239.369.1579
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Leather club chairs and post-and-beam design make the Fazio Room a refuge for practicers.
Elsewhere in the building, high-tech hitting bays offer comfort and accurate readouts.

video lesson is available on my
website. We've tried to stay on the
cutting edge.”

The SwingCatalyst and TrackMan
information helps Rice determine
what a player needs to work on in his
swing—and convey it to the player in
concrete terms. “It enables us to see
where the power leaks or slowdowns
are,” says Rice, a South African who
grew up competing against Ernie Els
and Retief Goosen and was a second-
team All-American at Central Florida.

Director of fitness Derek Lamire,
the personal trainer for PGA Tour pro
Kyle Stanley (a Berkeley Hall
member), gets involved, too. “We
know from Tour players what the
ideal parameters are,” Rice says. “But
what a player can do depends on his
age and physical capabilities. Derek
will come here and say this person has
weak hips but flexible shoulders, and
we can come up with a plan that will
work for that player.”

In addition to helping players with
their swings, Rice encourages them to
work on their short games, too. “My
jobistolower playersscores, and that’s
where alot of it is going to happen,” he
says. “Ispend a huge amount of my day
with the short game.”

In fact, you could spend a whole
day in Berkeley Hall’s short-game

area and not exhaust the possibilities.
Players can practice greenside
bunker shots from shallow bunkers or
deep bunkers and pitch shots that are
uphill, downhill, or over water. There
are tightly mown chipping areas and
also rough areas for short shots. In
another area, players can practice full
fairway bunker shots.

The short-game facility’s three
practice greens are maintained in the
same fashion as the greens on the golf
course, and one of them is limited to
chips and short shots to keep it free of
ballmarks. There are four practice
putting greens and also an indoor
putting area. The facility features a
wedge tee where players hit toward
nine sand target greens at various
distances. The sand extends seven
feet around the flagsticks, so if the
ball ends up in the sand the player
knows he has hit it close (this is one
time a player wants to find the sand).

Even with all of this available to
them, golfers, being what they are, still
prefer to bang full shots on the range.
“That’s why golfers started playing in
the first place—because it’s fun to
smash that ball,” Rice says. “Short-
game practice can be fun, but you've
got to approach it the right way.”

Indeed, the Berkeley Hall learning
center isn’t all about hard work. For
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one thing, practice can be fun. For
another, the facility includes the Fazio
Room, designed as a place where
members can socialize. Here they
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refreshments, playing cards, or
stepping outside for a challenge on
the putting green.

The Learning Center really starts
hopping when there’s a rain delay on
the course. That’s where golfers
congregate to wait for the storm to
pass, and often line up to take turns
hitting balls from one of the bays or
from under the Cover Shots mobile
canopy (the canopy is also nice for
giving shade on hot, sunny days).

Rice is constantly thinking of ways
to get members involved with the
Learning Center. This spring it was a
program called The Biggest Loser,
with prizes awarded to those who lost
the most strokes on their handicap
after a series of lessons. He also offers
a driver fitting day once a month—
clubfitting being another way that the
club’s teaching technology comes in
handy.

There’s a hardy band of users who
don’t need to be enticed to the
Learning Center. While some golfers
simply aren’t inclined to practice,
others can be found in Berkeley Hall’s
practice area every day they are in town.
Ask around the Carolinas and you'll
hearaconsensus: There’s no better club
for those who derive pleasure from
working on their game. ®
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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 NIKEGOLF
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The country’s 19 PGM programs fill personnel gaps
effectively and affordably. Could your instruction and
practice complex use a pro-in-training to enhance
golfer service? BY DAVID GouLD

longside a practice putting green at Innisbrook Resort,
eight or ten golfers gathered to hear a first-year Profes-

sional Golf Managementintern explain the basics of the chip shot.

As the presentation was beginning, another half-dozen clinic

attendees showed upin curiosityand fanned outaround the green,
wedgesinhand. Momentslaterasecond-year PGM intern hurried

overand cut the class size backtoiits original quota.

“This is a small green,” Ron Beck,
the more experienced taffer, pointed
out to his junior colleague, “and you
had people lined up opposite each
other. “If somebody skulls one we
could have areal problem.”

Beckisnowaveteran PGA director
of golf and club manager who recalls
the energy and customer-touch value
that PGM interns brought to the golf
program at Innisbrook, which was an
early adopter of the hiring practice.
Thehead of theresort’sgolfoperation

atthetime, Jay Overton,usedhiscorps
of PGA interns as a means of spicing
uptheprogramwithlotsof free clinics
andpersonal-touch service forplayers
onthe various practice ranges.

For some senior golf managers, the
outplacementavailabilityof1,000-plus
PGM degree candidates canbe the dif-
ference between providing consistent
staffcoverageand qualityorfallingabit
short. At Candia Woods Golf Links in
Candia, New Hampshire, head profes-
sional Craig McLaughlinmakesaprac-

tice of tapping his alma mater, the
PGM program at North Carolina’s
Methodist University, for summer
reinforcements. “As PGM education
hasevolved—andIcanspeakespecially
for the Methodist program—courses
that take oninterns have gotten excep-
tional value and a professional-level
contribution to the operation,” says
McLaughlin, who pays his interns at
the $10/hour level and perhaps lower
if he can arrange housing for them.

“Yes, we're mentoring,” he says, “but

thisisastaffmemberwhoIcanexpect
will do anything in the operation, at a
high level of competence.”

Its a common form of intern-
recruiting to have a senior golf-staff
memberwhoisa PGM graduate keep
up contact with his former teachers
and continually field recommenda-
tions. Scott Catledge, the PGA head
professional at Hedingham Golf Club
in Raleigh, North Carolina, turns to
North Carolina State as a source of
high-energy, low-cost golf staff mem-
bers. One of Catledge’s senior assis-
A PGM Student instructs a participant

during a recent Play Golf America Day at
Angel Park Golf Club in Las Vegas.
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Turn your Range into a

PROFIT CENTER

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

e CoverShots has been Proven to
increase Range Revenue

© Mobile Canopies from 24 to 104 foot
Clear span

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

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

“CoverShots has demonstrated to the golf

industry that it is dedicated to innovation PGA Golf Properties GRAA Preferred
a"dhqua“tyhs_er"ii?li WT;EE; S;'PP'?me'I“ Vendor Preferred Vendor for Nicklaus
to the teaching skills o rofessionals .

everywhere.” Academies

—Brian Whitcomb, Past President,
The PGA of America

Learning & Performance

Preferred Mobile Canopy Supplier Preferred Vendor
to PGA Golf Properties
—— (3 é’a P
) : c
4
Preferred Vendor Official Mobile Canopy of the

Tournament Players Club Network

30 PTC

located at Paradise Valley Golf Center, Fairfield, California

////_“\\
COVERSHOTS™

by Mobile Canopies, Inc.
www.CoverShotsGolf.com

1-888-881-2433 ¢ www.CoverShotsGolf.com
108-A South Kerr Ave., Wilmington, NC 28403


http://www.CoverShotsGolf.com
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www.pgamagazineinsider.com/intro
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tants, Tad Wood, says orientationand
assignment of duties becomes very
simpleunderthisscenario. “Itsjusta
lot easier to have someone join our
stafffora3-monthor6-monthperiod
who has been through the same pro-
gram that the senior person was
trained under,” says Wood.

“We're mentoring our
Interns, but they are
ahle to come in and
do just about any job
function skillfully.”

—Craig McLaughlin

At the PGA Merchandise Show
eachwinter, asection of the showfloor
becomes a warren of small booths
with university names posted above
each one. Course owners and golf
managers flow through to speak with

programdirectorsand even students.
Over time, the various programs

have developed distinct characters—
Methodist University, for example,
trainsitsstudentsinagronomyaswell

as golfoperations.

To one seasoned golf operator,
PGM programs mustbeviewedinthe
contextofthe overallapprentice-pro-
fessional tradition, which maynotlast
forever. “Wheneverpeopletalkabout
entry-level assistant golf profession-
als, they refer to ‘the young guy mak-
ing$25,000ayear,” says Greg Keating,
vice-president of club operations at
the Daniel Island Clubin Charleston,
South Carolina. “I only wish that
was the going rate—we pay close to
$40,000.” Keating looks at other
industries and opportunities for
attractive, talentedyoungpeopleand
worries that “the PGA Apprentice
tradition of low wages and long hours
is going torun outatsome time.”

If that’s the case, the much newer
tradition of PGM education atuniver-
sities, and formal internships that
willspeedthenewrecruitalonghisor
hercareerpath, mayhave comealong
justintime. B

PGA-PGM ACCREDITED UNIVERSITIES

School

Program Director

Campbell University
Clemson University
Coastal Carolina University

Eastern Kentucky University

Ken Jones, PGA, Director
Rick Lucas, PGA, Director
Charles Thrash, Director

Kim Kincer, Director

jonesk@campbell.edu
rlucas@clemson.edu
Cthrash@coastal.edu

kim.kincer@eku.edu

Ferris State University Aaron Waltz, PGA, Coordinator AaronWaltz@ferris.edu
Florida Gulf Coast University Tara McKenna, PGA, Director tmckenna@fgcu.edu
Florida State University Donald Farr, PGA, Director dfarr@cob.fsu.edu
Methodist University Jerry Hogge, PGA, Director Jhogge@methodist.edu

Mississippi State University
New Mexico State University
North Carolina State University
Penn State University

Sam Houston State University

University of Central Oklahoma

University of Colorado, Colorado Spgs. Ed Kelbel, PGA, Director
Cole Mize, PGA, Director
University of Maryland Eastern Shore Billy Dillon, PGA, Director

University of Idaho

University of Nebraska, Lincoln

University of Nevada-Las Vegas

Dr. Alan Baquet, Director
Chris Cain, PGA, Director

Jeff Adkerson, PGA, Director jadkerson@cobilan.msstate.edu
Pat Gavin, PGA, Director
Dr. Robb Wade, PGA, Director

Pgavin@nmsu.edu

robb_wade@ncsu.edu

Dr. Burch Wilkes, Professor-in-Charge gbw104@psu.edu
Richard Ballinger, PGA, Director rmb002@shsu.edu
Bob Phelps, PGA, Director rphelps@uco.edu

ekelbel@uccs.edu
colem@uidaho.edu
wcdillon@umes.edu
pgm@unl.edu
Christopher.Cain@unlv.edu
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There's a reason It's called
the Game Changer”

mera System, shown with
Measurement Technology.

The revolutionary GC2 Smart Camera System delivers
unmatched performance as a launch monitor, training tool,

and golf simulator in a single, ultra-portable device. Use the GC2 to practice or play indoors or outdoors
with equally trusted results — and get the most accurate depiction of ball flight analysis available today.
And with the addition of Foresight Sports™ all new HMT Head Measurement Technology, you get instant
access to all critical club head data. Ready to change your game? Contact Foresight Sports today.

For GC2 and HMT pricing details, contact your
Foresight Sports sales representative today.




i Marketing Success in 10 Minutes a Day

The advice of a consultant and authorwho has won awards for range operatlons is

to push distractions away and schedule time for promoting,
publicizing and marketing your business BY SHERYL BINDLEGLASS

fyou think you don’t have time to market your business, you
need to think again. One of the biggest mistakes range

owners make is spending all of their time working in the business

instead of on the business. That approach may keep the doors

open, but it won’t do much to grow your numbers or boost profits.

Finding time for marketing, even just 10 minutes in a busy day, is

critical to success in today’s tough business climate.

To effectively market, you'll need
aplan. The plan can be as informal as
a wall calendar with the year’s events
written into their appropriate
months.  Some owners get staff

involved in the planning process—
the front-line people always know
things that the boss doesn’t. Take 10
minutes of a staff meeting to
brainstorm and list events and

MAP>Worksheet

MarketingjAdvertising/Program|&/Promotionsifor/Increased|Profit

JANUARY

Winter Festival

EEBRUARY

Sweetheart Event

MARCH

March Madness

MAY.

Mother’s Day

Spring Festival » Easter

JUNE

Dads & Grads

JULY:

4th of July

AUGUST,

Anniversary Event

SEPTEMBER

Labor Day

Back to School

OCTOBER

Fall Festival

NOVEMBER

DECEMBER

Holiday Event

Spooky Events

activities on the
calendar for the
coming year. This
approach has the
added benefit of your staff feeling a
sense of ownership, and gives them
more commitment to the success of
the events and activities.

With our clients, we use a MAP3
(Marketing, Advertising, Promotion,
Programs, Publicity) system. It lays
out the whole year ahead, establishing
activities and events and their
corresponding staffing needs, along
with sales goals and budget estimates.
Using the MAP3, we can zero in on
the marketing activities for each
event. Whatever method you choose
to use, having a plan is a time saver.
Think of it as a small investment that
will quickly pay off a big return.

Range owners often tell me that
disengaging from ongoing manage-
ment duties to think about future
activities and business-building is a
luxury they don’t have. My response
is to help them find repetitive,
mundane or even annoying tasks that
are using up time and making slight
use of their talents. Let’s explore
the most common time traps and
examine ways to tame them.

Email: Lets face it, most of us
could spend two or three hours a day
just cleaning out our email inbox. Ifwe
fall into the trap of doing that, day after
day, countless hours are wasted. There
are several ways to make email more
manageable. Have a business account
that is accessible to designated staff
members. Give them the task of

As the worksheets show, you can follow
Sheryl's advice for revenue-building by
leveraging holidays, seasons and other
activity-generators. Focus on what's popular
in the culture - be it martinis or Twitter —
and exploit that energy.
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keeping up with the general run of
messages. Use folders to organize
your personal account. Try to limit
your email time to 10-minute stints a
couple of times a day.

Phone calls: Being accessible on
the phone is generally a good thing.
At times, however, the nuisance calls
pile up and take your attention away
from more important tasks. One easy
remedy is to have staff members take
complete messages. You shouldn’tbe
dealing with slips of paper that simply
say, “Mr. Brown called.”

Doing everything yourself: No
business can succeed for long if there
is one person with all the answers.
Involve your staff. Set your expect-
ations and communicate them clearly.
Listen to your staff’s ideas, respect
their knowledge and reward good
performance. Give them the tools
they need to do their jobs.

Keep that “startup”
enerqgy by making
marketing a habit.

You have a plan, you've tamed the
time traps, now you are ready to
actively and effectively market your
business, every day of the week. The
chart to the right offers a lighthearted
look at marketing activities that take
only a few minutes a day.

Getting in the marketing habit
works best if you set aside a specific
time each day to set some goals,
formulate ideas and take action steps
to build business. Try taking 10
minutes each day, before 10 a.m., to
work on one or more of these
marketing activities:

Create a new sign to promote a
special of the day

Send out a call-to-action email to
a specific target group

Read the local newspaper, find a
company with something to
celebrate (a new product, new
location, new vice president). Call or
email them with your congratulations

Go on a “manager’s walk-about.”

Start at the entrance of your
facility and see which focus points
need signage or a fresh look

Have a morning huddle with your

staff. Highlight a product or
special of the day that you want your
staff to promote to all guests

Update your voicemail greeting,
on-hold message and digital signs

Check your website to make sure
all current information is posted

Create a sales contest for your

team

When you decided to go into
business, youno doubt had a vision of
what that business would be. You
spent thousands of dollars and
countless hours bringing your vision
to life. Spending just 10 minutes a
day on marketing will keep your
business alive. More than that, it will
make your business grow. Effective
marketing is your only defense
against economic downturns, bad
weather, high gasoline prices or any
other challenges your facility will
encounter along the way. Plus, if you

iy - E;«, IV
o
. >

1 (<)

TEX-NET INC.

4 WWW texhetUSa CC)m i
Fax 6094998227 Adl

» 'I'ake 10 Minutes Each Day To Do The Follawlng

Marketing Mondays
Review your marketing plan/goals
Blog, Blog, Blog

Mouday

Twitter Tuesdays

Post a Special Twitter Offer
Tweet, Tweet, Tweet

Tueiday

Wacky Wednesdays
Offer a Wacky, Unique & Fun Offer
Post a video on YouTube

LinkUp on Linkedin

Link to a new connection/group

Answer a question or add
a comment to a discussion

Weduesday

Thans doy

Facebook Fridays
Have some fan fun with trivia or a contest

Post new pictures and discussions
on your fan page

Q

Relax \ € >
and Enjoy ~— %

a Socialtini -

Have a little fun pinning pictures
on your Pinterest boards

Friday

Salundny
&
Suwnday

get in the habit and achieve some
success, you'll soon realize there is a
true pleasure in using your creativity
to lift sales. m

You can contact Sheryl Bindelglass, president
of SherylGolf, at 732.302.4439, or by emailing
Sheryl@sherylgolf.com. Company website is
www.sherylgolf.com

Pty N

Nationwide-Turnkey Installations

@ _ 10 year-warranty

@ CEngineered Steel & Wood Poles
@ Wanufactured in the USA
@ Hi Tenacity UV Impregnated

@ Polyester Netting
® Free Quotes

800 541 1 1 23»‘

68 B Ranroad A\/e F’D Box 92 Florence NJ 0851 8
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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

S
wvebdesigr
888-287-2614

www.golfwebdesign.com
Official Web Designer

SPO!
L4 z>)\

< 0
TEX-NET)

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

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

WITTEK |

YOUR ONE STOP SOURCE
800-869-1800
www.wittekgolf.com
Official Range Equipment Supplier
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ENHANCE YOUR JUNIOR G F PROGRAM

The PGA Sports Academy is an excitingﬁhd interactive
approach to growing junior golf '

To learn more and become | Grow your junior golf programs
a participating facility, please visit

the Player Development areaon | |ncrease retention rates at your faéi_lity
| PGALinks.com

Family-friendly relationships

Fight childhood obesity

Create long-term athletic
development
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How Randy Henry &% '
Made the Stock
Set of Clubs Uhsu te

444444

.....

Recovering slowly from a catastrophic auto accident, an Idaho golf professional
found time back in the 1980s to change how premium clubs are designed,
sold and built BY bAvID GouLD

herange hasalwaysbeenknownasagreatplace forpractice

and teaching. Gradually, however, it has also emerged as

the site ofall seriousanalysis, fitting and selling of golf clubs. Randy
Henry, athoughtful, soft-spoken PGA golfprofessional fromnorth

Idaho, did more than anyone else to make that so. The company
he co-founded, Henry-Griffitts, is heading into its fourth decade
asafull-service organization dedicated to professional education,

precision fitting and custom club production.

Every other company had to play
catch-up to the H-G business model,
with fitting carts, detachable-head test
clubs,in-depth trainingand observed
ball flight. All of them did that, which
makes Henry-Griffitts less a story of
commercial mega-successandmorea
tale of original thinking—one thateas-
ily earns the “pioneer” designation.

Inthe 1980sand much ofthe 1990s,
theideaprevailed that premiumclubs

havetobebuilttopre-setspecsinafac-
tory, then boxed up, shipped out, put
on display and purchased “off the
rack.” Meanwhile, Henry-Griffitts
seminars on cause-effect in the gear-
swing relationship were taking place
all over the U.S. and overseas.
Employing concepts he came upon
duringhislong, slowrecoveryfroman
auto accident, Henry developed the
mantra that “Golf club fitting has to

take place outdoors where the full
flight of the ball can be observed.” It
was a point of view that changed the
roleofthe golfrange. Alongwithvideo,

“Clubfitting has to take
nlace outdoors where
the full flight of the ball
can be observed.”

— Randy Henry

motion sensors and ball-flight track-
ers, it created the absolute need for a
well-equipped teaching-and-fitting

station somewhere along the tee line
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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 Send Your Design Make It Perfect

Choose a product that works for your Submit your artwork to place on your desired We'll work with you until we get your design
business or event. Don't see something you product. If you dont have artwork, our dialed in to your exact specifications. Production
like? We'll custom create it for you. graphics design team will create it for you. will begin upon approval.

Advertising
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
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Golf ClassicScramble

! Golf Flags

Banners &
Displays
Call For Details!

« Several
Sizes &
Styles
Available

Inflatables

« Driving Ranges
« Product Replicas
« Helium Units

« Costumes

Custom Banner
Printing

«Vinyl Banners

- Digital Dye-Sublimation
« Fabric Prints

1.866.552.2683 - www.abovealladvertising.com



of aclubsrange. Andithelped make
whathappensonadrivingrange more
exciting for golfers.

Henry and his team eventually
earned a U.S. patent on a lightweight
lie board, as they would on inter-
changeable-headtestclubs (withTrue
Temper). But the original lie board
the company’sclubfittershauledtothe
range was a plywood monster that
folded open to create space for the
golfer’sstanceaswellasanimpactzone.

Preceding Randy Henry in this
redefinition of clubfitting was the
Ohioiconoclast Ralph Maltby, whose
books, seminarsand magazinearticles

had convincingly explained the prob-

H-G's early days featured test clubs in wooden cases and road trips to visit
teaching pros. Lower photos show current system and product.

lem of stock golf equipment. If you
spentaweekatone of Maltby’s clubfit-
ting and assembly classes, he would
make you insert a power drill with a
three-foot-long bit into the grip vent
of all your clubs and drill out the lead
that the manufacturer had plugged
into the hosels to match up swing-
weights. Inside his textbook was a
large diagram showing how to check
lie angle on animpact board and what
happenedtoball flight whenlies were
too upright or flat. Henry would rou-
tinely credit Maltby forunderstanding
his subject so fully and explaining it
with clarity.

But even The GolfWorks, Maltby’s

HGA

golf gear company in Newark, Ohio,
wasn’tsetuptodowhatthe Henry-Grif-
fitts business model demanded. For
golf professionals, becoming an H-G
fittermeantundergoingtraining, paying
forthefittingsystem, alteringtheirtime
management pattern and defending a
little-known brand name against the
majormanufacturers—untilthe majors
all set up fitting systems and truly func-
tional custom programs. Randy Henry
remains the creative force behind club
design and the evolution of the fitting
conceptas practiced at Henry-Griffitts.
Andeverylieboardthatlandsonapatch
of grass along some tee line echoes his
original burstof creativity. ®

ENKY~
gECISIUN FT GOLF CLUBS.

SR
" HENRY-GRIFFITTS
G4 PRECISION FIT GOLF CLUBS

'\Qku—\__l-\\)(\é
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GGLF
READY

Discover a fun way to welcome
new golfers to your facility!

Use Get Golf
Ready to:

- Invite new golfers to your facility in a fun
and welcoming way

- Increase rounds and revenue for your facility
- Report rounds played and revenue generated
- Earn MSR credits for developing new golfers

- Invite your best customers to bring a friend
and introduce them to golf!

In 2011, facilities averaged 41 students, with 78%
retained. Students spent an average of $984 —
projecting to more than $31,500 in additional revenue.

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