
Welcome to the May issue of digital Golf Range Magazine!

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

• Regional Markets: Triple Threat in the Research Triangle – McConnell Golf
pampers members with three clubs for the price of one, including a practice-
and-learning component with ever-improving amenities.

• Video File: Judy Alvarez performs a show-and-tell with teaching aids that have
special application to her work with disabled golfers.

• Academy Outlook: Complete Game Improvement for Fractional Owners –
The golf academy at Old Greenwood Resort lets members pack plenty of golf
skill-sharpening into their stays.

• Global Scene: In Sweden, One Golf Learning Center Cracks the Code – A
practice complex provides an environment that suits any sort of golfer to a tee.

• Public Range Profile: No Landing Area? It’s No Problem at Monarch Beach –
Can a range be simulated on the active fairways of an upscale course lauded for
its intense coastal beauty?

Keep it fun and thanks for supporting the GRAA.

Best Regards, 

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

mailto:rsummers@golfrange.org
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Business is better
with the right Drivers

Enroll in the new PepsiCo/PGA
National Program for these
exclusive offerings:

• Golf Retirement Plus™

   program benefits

• New facility fountain and
   bottle & can incentives

• Comprehensive beverage offerings
   with preferred pricing

• Complete, reliable equipment
   servicing solutions

• Merchandising best practices

Call 1-866-PEPGOLF or visit
PGALinks.com to learn more.

©2013 PepsiCo, Inc.  All Rights Reserved. This ad contains valuable trademarks owned and used by
PepsiCo, Inc. and its subsidiaries and affiliates to distinguish products of outstanding quality. QPG164825
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Taking a fresh look at what
practice facilities can be
This month’s issue of Golf Range Magazine includes a story on a very 

interesting international range facility.  Starting on page 40, you can read
about the Volkswagen Golfarena in the Swedish city of Halmstad.  While 
the impetus for building the impressive facility was a lack of golf practice 
opportunities in the surrounding area – a common lament from golfers across
Europe – there are some interesting lessons to be learned for golf ranges here
in the U.S.

First, the developers of Volkswagen Golfarena planned a facility that looks
and feels like a golf course.  Many golfers may visit ranges when they want a golf
fix but don’t have time for 9 or 18 holes, but that doesn’t mean they don’t want
to enjoy a golf-like atmosphere.  From giving the hitting surfaces a rolling, fair-
way-like appearance that approximates the turf at nearby golf clubs, Volkswagen
Golfarena accomplished that goal.

Second, this unusual new facility is agile in responding to customer feedback.
Even though it is only in its second full year of operation, the Volkswagen 
Golfarena has added a new six-hole short game course and beefed up educa-
tional marketing to help draw golfers who are unaccustomed to having such a
full-featured practice facility at their disposal.  Being able to tailor your facility’s
offerings to your customers is a solid business practice that any range can benefit
from following.

And third, the Volkswagen Golfarena is focusing its efforts on attracting 
specific areas of the market.  For example, the facility has an on-site gym, adding
value to members who don’t want to have to pay for separate golf and fitness
memberships.  Management is also appealing to women, who have typically
not had as many golf opportunities as men in that area.  Knowing your local 
market enables you to go after similar demographics and offer programs or
services that appeal to profitable segments of the community.

I encourage you to read the full story on Volkswagen Golfarena, as well as
the rest of this month’s issue of Golf Range Magazine, for even more ways ranges
are taking a fresh approach to building business.  In the end, you don’t have to
build a new facility from scratch to create an innovative, modern golf range.
Incorporating a few forward-thinking ideas can give any existing range facility
a new life.

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

http://WWW.GOLFRANGE.ORG
http://www.sand-dollars.com
mailto:rsummers@golfrange.org


World Leader in Range AutomationUK & Europe

More than 300 range owners  
have found a way to drive more range 

revenue despite the tough economy.

These are not easy times for anyone. Range owners and managers have to watch every 

penny. But some range operators have found a way to retain and attract more customers 

— and get them to spend more time and money at their driving ranges.

Best of all, they’ve upgraded their ranges with no capital investment and minimal risk.

Does it sound too good to be true? Well, it is true, and we’ve got the customers to  

prove it. We can show you why golfers are driving 5 million balls a day off Power Tee® 

automatic tee systems in the US, Canada and Europe, and why Power Tee systems are 

installed in more than half of all commercial driving ranges in the UK.

We’ll show you how our no-risk free trial and unique leasing program can lead to  

permanent increases in range revenues, customer satisfaction and loyalty.

To find out how, call Martin today at 1-877-POWERT1 (1-877-769-3781) or visit www.powertee.com.

http://www.powertee.com
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W E A T H E R I M P A C T

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

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

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

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

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

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

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

N/A = out-of-season period
and not reported
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The Lorena Ochoa Golf Foundation and
the Southern California PGA Section
celebrated the grand opening of the
Lorena Ochoa Golf Academy on April 27.  It
was a feel-good opening day at Goose
Creek Golf Club in Jurupa Valley, Calif.,
kicking off with a family golf festival from
9:30 a.m. to 3 p.m.  Members of the public

were admitted free and the event featured
lessons, club demos, fittings, contests,
kids’ activities and giveaways.  Goose
Creek Golf Course is home to Ochoa’s
U.S.-based non-profit foundation, Lorena’s
Links.  The academy features some of the
most technologically advanced golf-
learning aids available….  As part of
continued efforts to diversify and grow the
game of golf, The PGA of America helped
coordinate a special golf clinic for the
editorial team of ESSENCE Magazine –
one of the most popular periodicals
among African-American women.  The
clinic took place on the driving range of
Mosholu Golf Course in the Bronx, N.Y.,
where local PGA and LPGA Professionals
provided instruction….  Gleneagles
Resort in Scotland is planning to utilize a
temporary driving range during the 2014
Ryder Cup.  The biennial international
battle will take place on the PGA
Centenary Course, a Jack Nicklaus design

that opened in 1993.  The top
professionals from Europe and the U.S.
will ready their swings at a temporary
range created on the first fairway of the
adjacent Kings Course, while the current
driving range location will be used for
corporate hospitality marquees….  Former
PGA Tour golfer Rob Boldt is the resident
professional at a newly opened indoor
driving range located in San Francisco.
Eagle Club Indoor Golf features 10
specialized stalls complete with
sophisticated launch monitors.  The facility
also houses a simulator that allows golfers
to play virtual representations of some of
the world’s most well-known courses.  In a
bid to introduce non-golfers to its client

base, the facility provides free rental sets
to patrons....  Westview Golf Course
strives to earn a top ranking among golfers
in the small Illinois city of Quincy, but
without a practice range the facility was
stymied in that effort.  That’s changing
now, as Westview has announced plans to
begin raising funds and support for
turning a portion of its third nine into a
full-on improvement complex.  The
planned range is expected to be a major
benefit during the Pepsi/Titan Little
People’s Golf Championships, an AJGA
event that’s hosted at Westview and other
nearby facilities.  In the past, junior golfers
have had to warm-up offsite before teeing
off at Westview. ■

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

Graeme McDowell found solace on the range before heading out to secure his
second PGA Tour victory, and ninth worldwide win, at the 2013 RBC Heritage at
Harbour Town.  Before defeating fellow U.S. Open Champion Webb Simpson in a
sudden-death playoff (McDowell won the U.S. Open in 2010 and Simpson in 2012),
the man from Northern Ireland found himself alone on the practice area at 6 p.m. 
on a Sunday.  We all go to the range to warm up, but McDowell was struggling to stay
that way.  The sun had disappeared from view and winds off Calibogue Sound carried
a sudden chill.  In the chaos outside the scoring tent after he had dropped to a tie
with Simpson, McDowell was surrounded by tournament officials, reporters and his
own closest advisors, plus fans pleading for his signature.  The Harbour Town range
loomed as a refuge as well as the only chance to keep McDowell’s blood moving.  He
and his caddie fled the festivities whipping themselves up beneath the red and white
lighthouse at No. 18.  Wind caused the 16 flags that line the entrance to the practice
area to flap noisily as McDowell went through a typical warm-up routine– a few iron
shots, several more with a wedge, and finishing up with driver swings, conversing
intently with his caddie.  It was a retreat that served its lofty purpose, as McDowell
won the coveted tournament on the first playoff hole.

http://WWW.GOLFRANGE.ORG
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A Valid Valhalla Practice Venue

In Norse mythology, Valhalla is an eter-
nal resting ground reserved for the
mightiest warriors.  Fittingly named,
Valhalla Golf Club in Louisville, Ky.,
has offered the world’s golf fans some
memorable battles in the three major
events it has hosted—the 1996 and
2000 PGA Championships as well as
the 2008 Ryder Cup.  In 1996, the rela-
tively unknown Mark Brooks defeated
Kentucky-native Kenny Perry in a sud-
den-death playoff on the fairways of 
Valhalla, in the process etching his
name on the Wanamaker Trophy.

The PGA of America’s decision to
return to Valhalla in 2000 was consid-
ered a bit quick on the draw.  Especially
for a course so new to the scene, the
return engagement after just four

years’ time met with some skepticism.
This was a round-number year, 2000,
in which the four majors would be con-
tested on Augusta National Golf Club,
the awe-inspiring Pebble Beach, the
revered St. Andrews and then lightly
raced Valhalla (to borrow a term used
with thoroughbred horses).  However
when the Masters, U.S. Open, British
Open and PGA Championship were
in the books, the latter was being
called by consensus one of the most
compelling events of the long golf sea-
son.  Tiger Woods defeated Bob May
in a grueling playoff to win the third leg
of the so-called “Tiger Slam.”

In the 2008 Ryder Cup, Kenny
Perry got a little redemption in his
home state.  The then-48-year-old was
a key contributor to the Paul Azinger

led U.S. Team that defeated their
European foes – accounting for the
only U.S. win in the last five Ryder
Cups.  Having earned its stripes, Val-
halla is back on the major champi-
onship calendar as host site of the 2014
PGA Championship.  To help prepare
the course to face the world’s best, a
complete renovation project began in
the fall of 2012 with Jack Nicklaus over-
seeing the course changes.  At the
same time, the driving range and prac-
tice area were completely remodeled.

“When they did the golf course 
renovation, obviously the 2014 PGA
Championship was in mind as well 
as future championships,” says Chris
Hamburger, the PGA Head Profes-
sional at Valhalla.  “It was only natural
to overhaul the practice area at the 
same time.

“Of course hosting championships
is a huge part of Valhalla, but as the
head professional handling daily oper-
ations I also have a membership of

T R A F F I C B U I L D E R S
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Upgrades to an Upstart
Linked with championship drama at a young age, Valhalla Golf Club rises to major
occasions and will do so all the more thanks to major improvements to its course
and especially to its practice complex.  BY TONY STARKS

The PGA of America-owned Valhalla Golf Club has a history

of hosting major championships, and in 2014 will welcome

its third.  Renovations to the course and practice area began in 2012

and are now complete, but according to the facility’s head profes-

sional those improvements were done for the club’s nearly 300

members and countless guests as well as for future championships.

At dawn the Valhalla tee line awaits
champions and middle-handicap golfers
alike.

http://WWW.GOLFRANGE.ORG
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nearly 300 to provide service for,” con-
tinues Hamburger.  “The renovated
practice area is going to pay big divi-
dends in that regard.”

Sheer size is one of the ways in which
the newly renovated Valhalla driving
range is going to offer more value to the
club’s national membership.  The 11-
acre plot contains a 7,000-square foot
putting green; a chipping green sur-
rounded by shaved pitching areas,
rough and a bunker; as well as two “foot-
ball-field-sized” teeing areas that
encompass two acres by themselves.
Minimal changes were made to the
nine targets that comprise the range’s
interior.  “Every element of the practice
area was expanded,” says Hamburger.
“By giving our members more space to
practice, and a better space to practice,
we’re certainly encouraging them to
spend more time at the club.”

But it’s not just the members whom
the facility is trying to impress.  Valhalla
receives a considerable amount of
guest play throughout the year, much
of which is member-generated.  Also,
because The PGA of America owns the
club, a great deal of traffic is generated
from PGA Professionals requesting to
play or sending groups to Valhalla.  It’s
also commonplace to see a celebrity on
the grounds, especially during Ken-
tucky Derby week.

Hamburger views the range as a
key factor for encouraging those
guests to drop some coin in the golf

shop and other areas of the operation.
“Once a guest leaves the shop, the

next thing they see is the driving range
and practice greens.  Those areas make
a huge impression on those players,”
says Hamburger.  “And at Valhalla, as
guests drive up to the clubhouse the

first thing they see is the range on the
left.  So it’s critical that the range looks
impressive, but also that it’s equally
impressive when you step on it.”

The North end of the range, located
closest to the first tee and used prima-
rily for pre-round warm ups, is fully
operational and ready for the launch
of the golf season.  The South end, how-
ever, which will be reserved for extend-
ed member practice and instruction,

still has a little ways to go.
“On the south end, the one-acre tee-

ing ground is just about ready.  But the
greens back there are still coming in,”
Hamburger describes.  “By late June,
it should be fully operational.”

The exact cost associated with the
renovation was not disclosed, except to
say they represented a “pretty healthy
investment on the part of The PGA.”

Part of that investment targeted
stress issues besetting some of the
greens out on the course.  “After two
very difficult summers with regard to
heat and stress on the putting greens,
we took a hard look at them,” says
Kerry Haigh, PGA of America chief
championships officer.  “We deter-
mined that it would be beneficial to 
re-grass and re-contour many of the
greens to allow for better water flow
off the putting surfaces, easier exit
walking from the green to the next tee
while also allowing us, through Jack
Nicklaus design, to get all 18 putting
surfaces of a similar look and feel.  We
are very pleased with the outcome.”

With the recent changes, Valhalla is
geared up to host its third PGA Cham-
pionship and to meet the requirements
of its members.  “With the renovation
of the practice area, we’re planning
things to enhance the usage and experi-
ence of our members and guests,” says
Hamburger.  “We’re excited about the
changes and can’t wait for the season to
be in full swing.” ■
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“Once a guest leaves the
shop, the next thing they
see is the driving range
and practice greens.
Those areas make a
huge impression.”

— Chris Hamburger

Fans watch the play on the first tee during the singles matches on the final day of
the 2008 Ryder Cup at Valhalla Golf Club in Louisville, Kentucky.
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To Empower Disabled Golfers,
She Gets Creative
An industry leader when it comes to golf instruction for the disabled, Judy Alvarez
has an extensive toolkit of implements and products to ensure her success.

“There is a business to be had in providing golf to the disabled.”

That’s the well-tested belief of John Valliere, a Minnesota-based

public golf consultant.  He also manages the Braemar Golf Course in Edina,

where a weekly tournament for the physically challenged contributes neatly

to his bottom line even as it benefits the local community.
Throughout the U.S. there are pockets of innovation and initiative for helping bring

disabled people—there are now 51 million citizens in that category—into golf.  Judy
Alvarez, at The Florida Club in Stuart, Fla., is a PGA / LPGA Teaching Professional who
represents one of those bright spots.  In this short video, Alvarez walks the viewer through
an extensive array of golf teaching and training tools to make the game more welcoming
and playable for anyone permanently disabled or rehabbing from an injury.

As a national trainer for Accessible Golf, Judy understands that golf is one of very 
few activities for the physically disabled that is fun, social, outdoors and accessible.  Her
message, along with the demo of this great arsenal of aids and implements, is a simple
one: Take steps to make the game more accessible and you’ll not only do good, you may
do very well.  ■

http://WWW.GOLFRANGE.ORG




Golf Range Magazine: You’ve been
touring golf properties and studying
land plans for years now.  What
aspect of range netting has changed
most noticeably in that time?
John Scarperia: Elevation is where you
see the most dramatic difference.
Twenty years ago, 50 feet was a high
net.  Today 150 feet is considered high.
The goal of taking a small footprint in
a densely populated area and turning
it into land that will generate reliable
profits is behind those rising net
heights.  For the investor, it’s that old

magic word in real estate: Location.  So
to them a seven-figure netting job is
worth every penny.

GRM: Did Tex-Nex originally go 
into business to serve the golf range
market?

JS: Tex-Net was an industrial fabric
manufacturer.  We made a wide variety
of fabrics for markets from medical to
apparel.  In the early 1990s imported
textiles really changed our focus.  Our
production on three machines died
when imported fabricated panels of

screen became available for the same
cost as our raw materials.  Tough to
compete with!  Within a few years we
went from running a production textile
mill around the clock seven days a week
to knitting for small niche markets.  For
instance, one of our bigger product
lines was windscreen for tennis courts.

GRM: So, you dramatically changed
your business model, to become
what you are now?

JS: Tex-Net went from horizontal to
vertical.  Our model is, we bring in
tubes of raw polyester, knit it into 
netting, we fabricate rope-bordered
panels and coordinate the delivery of
poles, hardware, labor and equip-
ment.  We are set up to perform a
turnkey installation of barrier net 
systems, and we do that nationwide.

GRM: Any other changes in the
landscape stand out, for how they
affected your operation?

JS: The introduction of steel poles had
a tremendous impact.  In the late ’90s,
Ken Jones of Coastal Netting Systems
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It’s true that God isn’t making any more real estate, but a vendor-

contractor that builds netting systems for the golf industry does

the next best thing.  By lining the boundaries of a landing area with

durable, reliable mesh barriers, they effectively increase its size by

a significant degree.  John Scarperia, founder and design architect

of industry leader Tex-Net, has delivered the benefits of first-rate

netting systems to golf facilities since 1966.  Together with his wife

and partner, Annette (pictured above), he serves the current needs

of Tex-Net customers while planning for the future.  Here’s a quick

glimpse at that present and future, from John’s unique perspective.

P R O D U C T L I N E S

Exerting a Positive Net Effect on Golf
A textile company that expanded to become a turn-key contractor, Tex-Net 
keeps more range balls in play – and in use – than just about anyone you 
could name.  John Scarperia, who founded the company, can explain how 
all that happens.
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and I collaborated on the first steel
pole designs.  A childhood friend who
was a recent engineering grad from
Stanford University took on the proj-
ect.  Within a few months the steel pole
was on the market.  Wood poles are
available to about 100-plus feet above
grade.  From there a separate exten-
sion was needed.  The immediate
impact with steel was an engineered
pole over 100 feet high.  To date the
highest installed pole has been 160
feet.  Engineering has been completed
for poles as high as 200 feet above
grade.  This opened up the potential for
a small parcel in an urban area to
become a practice facility.  Under that
paradigm, the demographics and rev-
enue projections can be astounding.

GRM: What’s the one influential
factor in your business that we might
not know about or be able to guess at?

JS: To install netting on a good-sized
scale is an expensive investment for any
facility, with several big cost factors.
Interestingly, it’s the least expensive
component that exerts the most 
control over the total cost.  The R
& D begins with the netting.  It is
the building block that dictates
the design of the entire structure.
Our goal is always to make a better
net for the same price.  You proba-
bly wouldn’t guess that our com-
pany is one of the few remaining
manufactures of textiles in the
U.S.  So, continuing to deliver
quality product at a reasonable
cost and service for the life of 
that product is the key to our stay-
ing power.

GRM: Tell us about your
PowerCage product.

JS: PowerCage was invented and
patented by a chain link fencing con-
tractor from Southern California in
1990.  As the netting supplier and as a
distributor of the product, Tex-Net
purchased the company in 1995.  It
was a natural fit.  The key points of the
product include the polycarbonate
frame, which is lightweight, very
strong and easy to assemble.  The high
tenacity polyester, UV stabilized net
that also has a fire rating for indoor use,
is furnished in one piece and simply

attaches to the frame with Velcro
straps.  The PowerCage can be found
in facilities from national brand sport-
ing goods stores, cruise ships, golf
shops, golf courses, and back yards
across the country.  We have exported
the cage to Asia, to Western Europe,
all over.  Nothing I know of can equal it
for customer satisfaction.

GRM: In hindsight, what do you see
as your own most consequential act
as head of the operation?

JS: Without question, it was falling in
love with a co-worker, a.k.a., Annette,
my lovely wife.  I know that sounds
funny, but it really has changed our
business because Annette has a great
way of relating to our customers.  She
has all the skills for maintaining rela-
tionships, which we all know is an
important aspect of business.  Ten
years ago, I was the face of the compa-
ny, “John from Tex-Net.”  Now, people
are keyed into “Annette from Tex-
Net.”  In that regard I’ve taken a back
seat, which is just fine.

GRM: Everyone in the golf industry
thinks they would make an effective
range owner.  What is it they don’t
know, that would hamper their
efforts to run a range profitably?

JS: We’ve all seen startups that believe,
“If you build it they will come.”  In fact,
they won’t.  Try a different slogan: If
you sell it they will come. So many 
people in the range business are great
teachers, inspiring coaches and super
personalities.  Those are great quali-

ties.  Marketing the facility is
where I see pitfalls.  From what
I’ve seen the GRAA has been
instrumental in helping the owner
market his range.  Never stop.

GRM: You’ve spent a lot of time
predicting where the practicing
golfer’s shots will fly to – and how
to maximize the operation’s
safety and efficiency factors.
Any observations about how the
dispersion can be controlled?

JS: I recently visited a customer in
the Northeast that had a mock air-
plane wreck positioned at about150

yards.  There are sensors on the fuselage,
wings and tail of the aircraft that trigger
lights and a buzzer when they get hit.  To
some people that’s not serious golf, and
they would find it silly.  But if you study
the ball dispersion you’ll find that about
60 percent of the balls in the landing area
are grouped around that target.  I would
be willing to bet it reduces picking cost
by a measurable amount.  Golf is a great
hobby.  Hobbies are fun.  So why do we
hear “I need to go the range and “work”
on my swing?  It’s vital that we make that
work into something fun. ■
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“Engineered steel poles are a
game-changer that lets you
create a practice facility on a
small urban parcel – with
revenue projections that can
be astounding.”—John Scarperia

For smaller-scale installations, Tex-Net deploys its versatile PowerCage product.
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R E G I O N A L  M A R K E T S
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Triple Threat in the 
Research Triangle
McConnell Golf pampers its members in Raleigh, Durham and Chapel Hill with three 
clubs for the price of one – including a stellar practice-and-learning component with 
ever-improving amenities.  BY SCOTT KRAMER

http://WWW.GOLFRANGE.ORG
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At Raleigh Country Club, PGA Tour professionals
Carl Petersen (left) and Webb Simpson settle in

for a lengthy bunker-shot session.
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If you’re a member of one
McConnell Golf club, you’re a mem-
ber of them all – that’s the deal.  In the
Triangle towns of Raleigh, Durham
and Chapel Hill, the local facilities are
Raleigh Country Club, TPC Wake-
field Plantation and Treyburn Coun-
try Club – all three of which boast
significantly upgraded golf learning
centers.  It’s an open question how
many members – the males, anyway –
would admit they joined up with
McConnell so they’d have a quiet
place (or three of them) to beat balls.
We know it’s more than a few.  That’s in
a metro market with four stand-alone
driving ranges to go with the ranges at

a half-dozen public and semi-private
golf complexes.  Given the game’s pop-
ularity in the Triangle, those ranges
can fill up fast.  McConnell members
have a choice of where to go practice
with significantly more seclusion.

Executives of McConnell Golf feel
they offer those golfers the best game
in town.  Following the lead of John
McConnell, a self-made entrepre-
neur who launched and sold two
health-care data companies, and
Christian Anastasiadis, his chief 
operating officer, they create a digni-
fied member-only setting while
adding value and options wherever
possible.  An obvious component to

excel at for the company was the range
and instruction services.

“In the private golf category, our
three practice facilities own the mar-
ket, compared to our competitors,”
says Brian Kittler, vice president of
golf operations.  “The competition is
landlocked and can’t expand their
facilities, whereas all three of our prop-
erties have expanded and been
enhanced in recent years to accommo-
date the changing needs of the mem-
bership.  Each facility was upgraded
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N ot yet a decade old, McConnell Golf has built a small 

constellation of upscale private golf properties across

the Carolinas.  Of its eight facilities, the trio in greater Raleigh, N.C.

offers a particularly refined setting for practice and learning.  And

that’s no accident.  Founded by a data management expert and over-

seen by an Austrian-trained specialist in guest service, McConnell

Golf mixes the comfort factor with the wow factor.  To please its

affluent and tech-savvy Research Triangle audience takes practical

efficiency plus home-style Southern warmth.  Ranges are impor-

tant here because people are juggling their careers with family and

recreation, and because they are high achievers hoping to meet

golf’s challenges with a fair degree of success.

McConnell Golf’s Triple Threat, at a Glance
• Established in 1948, Raleigh Country Club has

the distinction of being the last golf course
designed by Donald Ross.  Its teaching and
practice facility is touted as the area’s largest,
and was renovated in the summer of 2004.

• TPC at Wakefield Plantation is a Hale Irwin
design that hosts the REX Hospital Open
Nationwide Tour event.  Its practice facility
houses a team of PGA professionals whose
state-of-the-art diagnostic technology and 
on-course instruction provide highly
personalized instruction.  The range was
renovated last summer.

• Treyburn Country Club is a Tom Fazio layout
that opened in 1988.  Renovated just two
summers ago, its range’s top two tiers were
leveled and expanded by 40 percent.

Treyburn Country Club’s 10-acre practice
facility has a 25,000-square-foot tee area
divided up three ways.
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Set up a short game practice range overnight without 
incurring large expenses or adding extra acres.
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within five years of being acquired by
McConnell Golf.”

Kittler adds that today’s golfers
“want more out of their practice expe-
rience than just hitting balls to a few
flags.”  Knowing that, he and his group
have studied the best practices in the
practice-and-learning sector and built
their infrastructures to suit that com-
fort factor/wow factor requirement.
“Our improvements and enhance-
ments have allowed us to add another
element to the overall golf experience
every time a member and their guests
are on property,” says Kittler.

Dating back to Ben Hogan and ear-
lier, practice has been viewed as a soli-
tary pursuit.  And yet in the club
environment it can readily become a
social endeavor – that’s a McConnell
Golf discovery influencing design and
service decisions.  “We set up our prac-
tice facilities to be game-improve-
ment areas but also to be a place where
members interact with other mem-
bers,” Kittler points out.  Without
charging assessments, McConnell
enhanced the conditions at all three
sites.  Renovation teams added more
spec greens to the long-game areas,
thus allowing members to practice
more shots from different yardages.
They also added more short-game tar-
gets, increased the grass teeing
ground and number of hitting stations,
improved turf quality, enlarged prac-
tice putting greens, and added chip-
ping space, short game bunkers and

chipping greens.  And they see to it that
the ranges are perpetually stocked
with Titleist NXT balls.

As a result, Raleigh Country Club’s
15-acre practice facility now includes
a 320-yard-deep range that’s 210 to
270 yards wide along its length.  The
all-Bermuda grass teeing area takes up
one acre and is split into two sections.
There are three large chipping areas,
a 1,500-square-foot warm-up putting
green, plus a 19,000-square-foot prac-
tice green.  There are four bunkers on
the short-game facility, one designed
with a low lip to allow for fairway
bunker practice.

TPC Wakefield’s nine-acre prac-

tice complex includes a 1.5-acre tee-
ing ground, a 4,000-square-foot chip-
ping green with two bunkers, and five
pins between 75-125 yards for wedge
game practice.

Treyburn’s 10-acre practice facility
has a 25,000-square-foot tee area
divided up three ways, a 10,000-
square-foot putting green and a chip-
ping green with two bunkers.  One
allows for short shots to the green, the
other has a lower lip to accommodate
greenside bunker shots as well as fair-
way bunker practice.

“At all three, we stress game
improvement, which allows us to be
special and better than our competi-
tion,” says Kittler.  “Doing this shows
our commitment to the membership,
and how important we believe practic-
ing with a purpose means to us as an
organization.”  All three ranges have at
least six legitimate target greens to hit
to.  Most of the greens have bunkers
around them to replicate on-course
shots.  “Plus each facility is at least 300
yards deep,” Kittler says, “so members
aren’t limited to what club they can use
while practicing.  At each facility there
is a first-class short game area that’s
separated from the hitting areas on the
practice facility.  This provides defined
areas for members to work on differ-
ent aspects of their game.”

You’ll find clubfitting carts at Trey-
burn, Raleigh C.C. and TPC Wake-
field, along with sophisticated video
analysis and launch monitor devices.
It’s all an effort to educate members on
the type of equipment they should be
using to play better golf.  That also
helps the staff develop better relation-
ships with members.  This spring, TPC
Wakefield is adding an academy build-
ing that will feature two hitting bays
equipped with the latest technology,
as well as an indoor putting green.

In short, the rich will get a bit richer,
as measured by the chance to pursue
golfing goals in ideal surroundings,
with friends alongside and professional
experts to assist.  Comfort factor meets
wow factor, and all the member brings
is a bit of determination.  ■
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“Our practice facilities
are built around game-
improvement but they
also provide a social
setting where
members interact with
each other.”  

—Brian Kittler

TPC Wakefield Plantation has a spacious
practice complex, including a 4,000-square-
foot chipping green with two bunkers.

http://WWW.GOLFRANGE.ORG


PROtect Your Game
FEEL BETTER, PLAY BETTER

The PGA of America and Hospital for Special Surgery 

provide you with this special tool to keep golfers 

playing safely on the course. 

IMPROVE YOUR GAME

Easy-to-follow, unique videos

Effective warm-up exercises to stretch and strengthen.

Use on the course from your smart phone.

PLAY IT SAFE

Expert injury prevention tips

Keep your students playing safely, including those 

with specific conditions or returning from surgery.

ASK HSS

Ask specific health and fitness questions online

Get personal answers from HSS professionals 

within 2 business days.

WHAT HURTS?

Look up common conditions affecting golfers

Click  “where it hurts” on an interactive golfer and

learn information about possible causes.

Quick Start v

. ..

v

HOME PLAY IT SAFE IMPROVE YOUR GAME ABOUT HSSWHAT HURTS? ASK HSS

See More v Ask HSS v

Watch Videos v

PROtect Your Game

New Online Tool Helps You Build 
Stronger Relationships with Your Students 

and Grow Your Business

New Benefit at PGALinks.com – A multimedia library of tips, videos, and 

health information from Hospital for Special Surgery, the nation’s #1 orthopedic hospital.   

Sign in at PGALinks. com from your smart phone, tablet, or computer.  Go to Benefits > Personal.  

Select Hospital for Special Surgery.  Click on the link to access PROtect Your Game.

http://PGALinks.com


A C A D E M Y O U T L O O K
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Sanding off the imperfections: A habit of lesson-
taking and supervised practice gets formed as the
returning guests settle in for their visits.

Complete Game Improvement 
for Fractional Owners
With a private residence club as his customer base, Keith Lyford operates a golf
academy at Old Greenwood Resort that lets members pack plenty of golf skill-
sharpening into their stays.  BY JEFF WALLACH
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For starters, don’t let the rustic,
frontier appearance of Old Green-
wood’s Golf Academy fool you.  Inside
the weathered wooden headquarters
building lies a secret hideaway of high
tech analytics and top-tier instructional
brainpower.  This 1,500-square-foot
center wows a visitor with flat-screen
TVs, lockers, Internet access, and a
full reception staff in addition to vari-

ous launch monitors, club-fitting sys-
tems and the like.  The Academy takes
a shot-by-shot, performance-based
approach to instruction.  Its teachers
labor to help beginners avoid forming
bad habits and to help intermediates
build more fluid and powerful swings.
For advanced players, it’s a quest to
shave enough strokes off their games
so that new competitive plateaus can

be attained.  Instructors consider your
physique, playing history and your
equipment specs as they develop a full
analysis and then a personalized plan
to help you improve.

If you’re staying in the nearby cab-
ins, you can even dart back to your
room between sessions for a quick nap
or a hot tub soak.  Guests will also find
themselves close by the resort’s Jack
Nicklaus golf course, which swerves
through tall pines and blue sage.  The
7,518-yard track was the first in Califor-
nia to receive Audubon International’s
Gold Signature Sanctuary status.

Clubfitting and fitness assessments
are essential components of Old Green-
wood’s individualistic course of instruc-
tion.  It’s the availability of all these
offerings, in a seductive setting, that
makes Old Greenwood’s Golf Academy
stand out.  “We’ve built our programs
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A s an old story goes, when Alister MacKenzie was designing

the Pasatiempo Golf Course in Santa Cruz, Calif., and

living on-site, he loved nothing more than rolling out of bed and

hitting a dozen golf shots in his pajamas before starting the day’s

work.  Today at Old Greenwood—a tony resort outside Lake

Tahoe—guests staying in fractional ownership cabins can start their

morning in the MacKenzie tradition if they like.  Located within

walking distance of the practice range and the Keith Lyford-run

Golf Academy, the cabins represent one of many ways in which Old

Greenwood integrates golf practice into its menu of offerings to

members and guests.

Greenwood clinic participants enjoy a social
atmosphere and some private-lesson
attention at the same time.
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around the facilities,” Keith Lyford
explains.  “And we’re lucky to have a five-
acre short game facility, for starters.”
Lyford, a former PGA Tour player, a
GOLF Magazine Top 100 Teacher
since 1998, and NCPGA Teacher of the
Year in 2011, is on site daily overseeing
an extensive range and academy with an
array of modern equipment and pro-
grams to improve his students’ skill sets
and scoring ability.

With so much going on, “Integra-
tion is the key here,” Lyford asserts.
“All the programs and facilities work to
support each other, giving a wide vari-
ety of opportunities to our clientele.”
These facets also work in tandem to
drive financial performance.  The golf
course itself derives important rev-
enue from schools, clinics, and corpo-
rate events; and Old Greenwood’s
fitness program brings in additional
income by employing Mark Tedsen, a
certified fitness trainer, to prepare
golfers to play better golf by getting in
better golf shape.  All academy pack-
ages include golf.  A twilight rate is
available on the golf course when the
schools are done each day at 3:00.

The addition of the fitness compo-
nent is one that marks Old Greenwood
as a full-scale golf improvement facility
as opposed to simply a teaching and
practice facility.  As Tedsen says, “Since
a golfer’s body is the most important
piece of equipment, fitness must be an
integral part of the instruction model.”

Tedsen, with the very cool title of
Golf-Specific Fitness Consultant,
begins with a golf-oriented physical
assessment of flexibility, strength, and
dynamic balance, and then incorpo-
rates speed and power.  “We put stu-

dents through a series of movements
so we can objectively measure things
like cervical spine rotation and pro-
vide appropriate exercises to improve
range of motion,” he explains.  “We’re
all athletes performing an athletic
maneuver—the golf swing is a dynamic,
ballistic, stressful event to the body,”
notes Tedsen, who, unlike many fit-
ness trainers, is a licensed and practic-
ing Physical Therapist, as well.  In his
estimation, golfers need appropriate
exercise and fitness to maintain
longevity and durability and to pre-
vent injuries.  “We provide an appro-
priate fitness program to improve the
physical limits of the body that are
making it more difficult for you to play
golf,” he promises.

Keith Lyford would have enjoyed
having Tedsen’s expertise to lean on
during his playing days.  “I certainly
like having a guy available to my stu-
dents who has a degree in kinesthesi-
ology and knows every bone, muscle
and tendon, and who also knows why
people hurt,” say Lyford.  “It’s much
better than having a golf pro who pre-
tends to know about fitness.  I send a
lot of my private students to see Mark.”
In keeping with its focus on top-notch
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Lyford’s instructors
create a full analysis 
of the golfer’s
capabilities and a
personalized plan to
help them improve.

All levels of Old Greenwood students go
through short-game scoring clinics and drills.
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facilities, Old Greenwood offers a
small fitness center right at the Golf
Academy and a larger one at the
resort’s nearby full-service health 
club, within its Pavilion complex.
Combined with golf instruction and
practice, the fitness aspect helps
ensure that golfers have the physical
capabilities—strength and flexibility
in particular—to actually execute the
movements that the golf instructors
are trying to inculcate.

But the instructional model here
also extends to the other important
pieces of equipment—golf clubs—
through a club-fitting program located
alongside the other facilities.  Lyford
understands that the gear affects how
you make your swing motion.

“Because incorrectly fit equipment
leads to inconsistency and poor ball
flight, clubfitting is an important part
of any complete game improvement
program,” he intones.  Lyford follows
up the fittings with sales of irons and
drivers, and takes the entire fitting 
protocol to a deeper level by offering
Tri Fit putter fittings.  The academy
also uses the TOMI putting analysis
system.  “We don’t sell a lot of putters,”
Lyford admits, “but my main goal is to
make people better golfers.  The put-
ter fittings are a nice service and work
more as a teaching aid.”

All these offerings of diagnostic and
practice facilities, fitness, and club 
fitting are wrapped together into pro-
grams tied to different levels of owner-
ship at Old Greenwood.  Fractional
owners are generally on property
three weeks per year, from Friday to
Friday, so certain Academy classes are
built around this schedule.  On Sunday
mornings Lyford offers his “Sunday
School” program, 12-week sessions
with a different topic each week.

Old Greenwood also offers several

range memberships: seasonal, week-
long, or daily, to fit different profiles of
members and guests.  Two practice
tees separated by the academy build-
ing allow for two different instructional
programs to operate simultaneously.
For example, in 2012 a three-day 
junior academy took place on one tee
without interfering with an Annika
Academy program occurring on the
other tee.  Each tee is 70-80 yards
across and accommodates as many as
15 golfers.

The Academy itself is located at the
opposite end of the 470-yard driving
range from where golfers might warm
up to go play eighteen on the Nicklaus
Course.  Guests can walk to either tee
from the cabins, and just as easily to the
putting green, chipping green, and
practice bunkers.  Lyford can shuttle
easily from his Academy tees to the
other side to give a clinic on the driving
range to corporate players about to
embark upon their one golf game for
the year.

Lyford offers everything from a
three-hour corporate clinic to one-,
two-, and three-day schools.  “Our
offerings don’t compete with each
other,” Keith says.  “We’re a resort
course so we have to serve both the
public and our members.  And we’ll 
do whatever we need to do to keep
them happy.”   ■
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Lyford’s instructors create a full analysis of
the golfer’s capabilities and a personalized
plan to help them improve.  (Below) On
flawless turf beside his rustic-looking but
high-tech academy building, Keith Lyford
works with students in an Old Greenwood
customized golf school.
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G L O B A L S C E N E
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In Sweden, One Golf Learning Center
Cracks the Code
It’s finally happened—a practice complex opens its doors to the scratch player and 
the raw beginner alike, providing an environment that suits any sort of golfer to a tee. 
BY JOHN TORSIELLO
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More or less on a whim, Siljegard
and his associates tackled the
problem.  Along the way, these
creators of Volkswagen Golfarena in
the port city of Halmstad may have
glimpsed or perhaps even invented
the future of non-regulation golf.  
It comes down to connecting the
absolute extremes of pro-level skill-
honing with whiff-and-giggle
amusement, in a setting where no
participant minds one bit the
presence of the other.

To unfurl their experiment, the
innovative Swedes found a “perfect
piece of property” tucked between
two of the region’s most popular

private golf clubs.  Securing the site
bestowed a desired visibility to spark
the process.  All that remained was to
envision, configure, amenitize and
build the expansive and nuanced
facility they had roughed out in early
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T he inspiration behind an ingenious and atypical practice

facility on Sweden’s southern shore can be traced to what

was simply “a problem.”  To chief executive Martin Siljegard and

the team that built and manages Volkswagen Golfarena, that

problem involved finding places in Sweden—or Europe

generally—to sharpen one’s golf skills.  From the beginner to the

elite player, golfers on the Continent go begging for a first-rate

golf complex to swing at.  “Just for fun,” as Siljegard recalls,

“Somebody said ‘Why don’t we build one?’”

Few targets stir the blood like an island
green, so at Volkswagen Golfarena, self-
named “home of the creative golfer,” it’s one
of the visitor’s first impressions. Photo below
shows the facility’s land features and partial
layout in detail.
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conversations.
By July of 2011 the project was

completed and this range-of-the-
future was open for business.
Through a naming-rights partnership
with the world’s second-largest
automaker, the facility was christened
Volkswagen Golfarena.  By then,
kudos were being accepted by
Christian Luden of the design
firm ReGolf.  Luden went to the
game’s linksland roots for his
basic theme and used that
Scottish model to shape his 18-
acre site.  Features that resulted
include imitation dunes and a
playing surface that billows,
buckles and ripples along in
appropriate fashion.  Upon it sits
an array of short courses and a
Himilayas-style putting course.
Assisting players “from the elite
to the exerciser” is a staff of
teaching professionals.  They are
schooled in encouraging patrons to
view this facility as “the home of the
creative golfer,” to quote its motto.

Siljegard says that more than 10
percent of Halmstad’s population of
100,000 are golfers.  Beyond that

local market, there are said to be
another 100,000 active golfers within
a 90-minute drive of the Golfarena.
Of course, enhancing its general
appeal is the mega-range’s coastal
setting, just meters from the North
Sea’s wide, inspiring Kattegatt Strait.

“The views are spectacular and the
wind is dominant from the sea,” says
Siljegard.  “This made the design
work easier from a golf practice
perspective and also attracts guests to
the facility.”  In his view, looks matter.
“The esthetics of a golf practice
facility need to be just as appealing as
what you find on a traditional golf
course,” comments Siljegard.”  He
says from day one “elite” golfers were
“stoked” about the facility.  However,

the “average golfer” was curious but
not sure about exploiting the range’s
various segments and amenities.  For
this population, drills, ball-beating
and development of muscle memory
weren’t an accepted notion.

“This was a huge mistake on our
part when doing our market
research,” the managing director
admits.  “We strongly believed
that all golfers had some interest
in putting in time and effort to
improve.”  Finding that not to be
the case, the team reacted by
making changes to its business
plan and building several new
practice greens.

“What we added provides
more flexibility and also made it
possible to meet the demands 
of a larger group of golfers.”
Siljegard believes a new six 
hole short game course (holes

ranging from 70 to 120 meters) will
attract additional visitors.  The
owners have placed increased
emphasis on marketing Volkswagen
Golfarena’s various “courses,” which
include “The Himalayas” (putting
courses), the nine-hole chip-and-putt
course, a nine-hole wedge course and
the six-hole short game course.  “We
can still offer the same number of
practice areas,” says Siljegard, but
when the peak season for hosting
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“We will always play golf on
golf courses.  But for developing
your game it’s desirable to
practice in settings that look
and feel like golf courses.”
—Martin Siljegard

About even in latitude with Glasgow,
Scotland, the Golfarena uses any trick,
including sub-surface heating on one green,
to provide its eager customers with the
longest season possible.

http://WWW.GOLFRANGE.ORG


Upgrade to an ocean view room, buy your monthly commuting pass, donate to 
your favorite charity…whatever moves you most. 

As a member of  The PGA of  America, you could save up to $427.96* 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.

Responsibility. What’s your policy?

This organization receives financial support for allowing Liberty Mutual to offer this auto and home insurance program.

*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. Figure reflects average national 

savings for customers who switched to Liberty Mutual’s group auto and home program. Based on data collected between 1/1/2012 and 6/30/2012. Individual premiums and savings will vary. Coverage provided and 

underwritten by Liberty Mutual Insurance and its affiliates, 175 Berkeley Street, Boston, MA. © 2013 Liberty Mutual Insurance.

CONTACT US TODAY TO START SAVING

CLICK

CALL

COME IN to your local offi ce

www.libertymutual.com/pga

1-800-981-2372 Client #  101577

http://www.libertymutual.com/pga


practice groups is over, we change the
use of some areas to fulfill the needs
of all our guests.”

Members receive free lessons
from a professional staff and elite
players receive group instruction
twice a week.  “This is very similar to
the group classes we offer in our 
gym.  We believe it will attract more
members and it’s actually a very cost-
effective way to create more value 
for our members,” says Siljegard.
Golfarena’s management has also
launched “Creative Women” where
the female contingent can meet and
socialize.  Sometimes golf is the focus,
but it may also be an exclusive VIP
champagne tasting event.  “Golf clubs
are traditionally very male- oriented
and we really would like to change
that,” he points out.  “There is a huge
potential in attracting more women
to the sport.”

Siljegard reports that the facility
has 350 members and the hope is 
to have 600 in two years’ time.  Most

who belong have purchased full
membership rights, which include
use of the gym and golfing grounds.
Some 10 to 15 percent of members
only use the gym and are non-golfers.
Siljegard says that elite golfers in the
wide age group of 20 to 55 make up a
sizeable majority of the Golfarena’s
members.  The facility sells annual
memberships for golf only, gym only,
and a combination of both.  It also

sells day passes and half-day passes
that allow the customer full access to
the facility (unlimited number of
range balls, balls for short game
practice, use of the gym).  “As a guest
you can always choose to just pay for
one area or golf course or the range.
This gives guests great flexibility to
stay as long as they like and do what
they like,” Siljegard observes.

He is coming to the belief that
Volkswagen Golfarena may become
the standard for practice facilities,
and perhaps the game of golf itself,
for many time-strapped individuals.
He defines its virtues as cost-
effectiveness, accommodating to
busy schedules and in general a
stimulating, enjoyable experience.
“We will always play golf on golf
courses.  But for developing your
game it’s desirable to practice in
settings that look and feel like golf
courses,” says the director.  “To be
frank about it, most driving ranges
don’t.”  He adds that if the industry
can allow individuals to enjoy golf the
same way they do on a traditional
course in less time and at the same
time improve their skills, “why not?”

These New Age practice facilities
may not necessarily look like
Volkswagen Golfarena in Halmstad
because they will have to be tailored to
suit the local market.  Siljegard quips:
“I would sure like to build another one
using all the experiences and insights
that have come out of this one.” ■
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Without amenities like an indoor hitting
space and launch-monitor data, the game-
improvement bug was not going to bite the
average Euro golfer, especially women, say
Golfarena’s founders.
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T he coastline along Orange County, Calif., is home to real estate

as high-priced as any you’ll find in the U.S. Naturally enough,

the few golf courses that border the ocean there are destination layouts.

A prime example would be Monarch Beach Golf Links, in the exclusive

seacoast town of Dana Point.  This visually alluring Robert Trent Jones,

Jr. design is flanked on one side by the blue Pacific and on the other by

the St. Regis Monarch Beach Resort, a AAA Five-Diamond hotel.

What does not border this 18-hole course, however, is a driving range

or practice facility.  When land values get this high, getting land-locked

is a distinct possibility.

No Landing Area?
It’s No Problem at Monarch Beach
Can a practice range be simulated on the active fairways of an upscale course
lauded for its intense coastal beauty?  Somehow or other, that can happen.
BY SCOTT KRAMER

Flashing a sliver of the
Pacific Ocean, this view of
the club’s putting green
suggests why practice
acreage was considered a
luxury by the original
developer.
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The result is a beloved and bewitch-
ing golf property, overseen by OB
Sports Golf Management and comple-
mented by an outstanding PGA
instruction staff—one that seemingly
has nowhere to teach.  The facility’s
solution to the conundrum might
astound you: Every day, the staff sets
up temporary lesson ranges on the
18th tee in the morning—before
golfers get around to this home hole—
and again on the first tee in the late
afternoon, after players have all teed
off.  From dawn to dusk, they also
make good use of four 10-foot-deep
hitting bays with nets.

“At other courses, the traditional
lesson involves a driving range, a bucket
of balls and a teaching pro,” says Eric
Lohman, PGA General Manager at
Monarch Beach Golf Links.  “The stu-
dent hits shot after shot while receiv-

ing guidance from their instructor,
and they can see how each ball flies and
where it lands.”  Lohman pauses here,
to plant the notion this may not always
be an ideal process.  “Sometimes the

student won’t get comfortable with a
recommended change because they
tend to struggle with something new,”
he continues.  “If they see one errant
shot after another, they’ll get frustrated

and lose confidence.”
Perhaps it’s making virtue of a neces-

sity, but the Monarch Beach instructors
like their alternative to this scenario.  
“In our case, we have them drill shots
into  a net,” says Lohman.  “The students
don’t become negative because they
don’t see the errant ball flight.  They
learn through feel and repetition, and
then once they gain some confidence,
we apply it on the course.  This is the
best-case scenario for improvement.”

Lohman says his staff utilizes
course space to facilitate lessons and
even as a makeshift driving range for
medium to large golf groups.  In the
morning, they know that their first
group won’t hit hole No. 18 until 10:30
or 11 a.m., which means they can use
the 18th fairway as a “portable” driving
range.  “We have all of the equip-
ment—our dividers, targets, yardage
markers, balls, ball washer, range
attendant, and the like,” Lohman says.

In the afternoon, knowing that tee
times begin to die off around 2:30 or 3
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“Through proper
training, common
sense, good staffing
and good oversight,
anything is possible.”
—Eric Lohman

Many students, having received pointers
on swing technique while hitting into
cages, take the new swing thoughts out to
the makeshift range with their teacher.
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p.m., MBGL staffers reverse their ear-
lier procedure by setting up the range
on hole No. 1.  When a golfer does arrive
wanting to pay his green fee and play 18,
they are sent to the second hole, which
is also right by the clubhouse, with plans
to finish their round on No. 1, if they
have time before sundown.

This adventure in Yankee ingenuity
even works when the club is staging an
afternoon shotgun.  “In that case,”
explains Lohman, “we can set up a 
driving range on the first hole in the
time gap that the group golf booking
creates on the tee sheet.  We utilize the
unused space, and we charge our
groups an additional $500 to $1500, to
set up that range on the first hole.  And
we get a lot of takers for this arrange-
ment.”  His team can set up 10 hitting
stations to create a range about 240
yards deep.  They use limited flight
balls and have players hit them toward
the 1st green, down the fairways

between two framing bunkers.
A half-hour before the tournament

starts, Lohman’s staffers go out and
pick all of the balls by hand, cleaning up
all driving range evidence.  The staff
has set-up and take-down processes

down to a science.  “Through proper
training, common sense, staffing and
good oversight, anything is possible,”
smiles Lohman.

The four permanent hitting bays
are located adjacent to the clubhouse

and cart staging area, roughly 75 yards
from the 1st tee.  For pre-round warm-
up, golfers tend to grab a club or two,
plus their putter and chipper, and
work their way back to their carts as
they warm up.  This includes a stop at
the practice green.  Some first-timers
are surprised that there’s no range on
a course that charges $210 for week-
end green fees, but rarely does anyone
complain too loudly.  Officials say that
most of their guests only want to hit a
few balls to stretch out, or even pass on
warming up all together.  Golf fanatics
who want to spend more time warm-
ing up and watching their ball flight,
and then incorporate stretching, chip-
ping, pitching and putting, undoubt-
edly need to compromise their routine
at Monarch Beach.

For lessons, the hitting cages,
equipped with the latest launch-mon-
itor technology, work nicely.  That’s
especially true when a drill is assigned,
as students focus more on both the
drills and feel, and very little on ball
flight.  “Ball flight is a big distraction
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A well-chosen color scheme and
unobtrusive location give these hitting
stalls a very presentable appearance.

By using the cage to
make initial swing
changes, instructors
avoid the negative
feedback of poor 
ball flight.
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when you ask a student to try out a
drill,” says Lohman.  “They usually
concentrate on the end result, as com-
pared to trying to get a feel for trying
to do something the correct way.  We
avoid the negativity associated with
traditional range lessons.  And we com-
plement it with on-course lessons, so
students get the best of both worlds.”

And if you’re wondering, this
instruction arrangement—which
Lohman instituted this past fall, short-
ly into his tenure at Monarch Beach—
hasn’t deterred golfers from taking
lessons.  In fact, business has begun to
pick up.  “We’ve only begun to see suc-
cess at Monarch Beach Golf Links, in
regards to our lesson and range pro-
grams,” says Lohman.  “The main rea-
son is it takes time to train, educate,
promote and market our great new
programs and ideas.  I think what we
will see is a springboard effect.”

Lohman fully expects that his own les-
son book, plus that of the director of
instruction, Seth Glasco, and head
professional Hide Yoshinaga, will get
busier and busier.  “It will happen,” he
promises, “as people buy into our con-
cept of drill into a net, check it on the
range, then take that newfound confi-
dence to the course.”

As for clinics, the facility obviously
has very limited space.  So they’re
restricted to eight people per station.
But the instruction staff can always set
up additional stations like chipping,
putting, full swing and S.N.A.G. golf,
to host a clinic for 30-plus total stu-
dents.  Lohman says with assurance
that these improvisations provide
what’s needed and more, for any group
wishing to host a successful and prof-
itable event.

Of course, he does wonder at times
why no range was built in the first
place.  The answer he comes to is
always a simple cost/benefit analysis.
“At some point, the developer must
have calculated the revenue from a

driving range versus the value that
land could produce if it were used for
another purpose,” Lohman theorizes.
“The conclusion must have been that
range revenue wouldn’t justify that
application.”  In an odd way, he and his
team have adjusted so seamlessly to
their range-less condition that they
have made the developer look smart.

“Our successful operation is testa-
ment to the idea that they might have
been correct in their decision-mak-
ing,” he surmises.  It’s worth noting, of
course, that the importance of teach-
ing, practice and new-player welcom-
ing has risen considerably since
Monarch Dunes was built.

“A profitable range over time deliv-
ers a high enough value and revenue,
versus what the land cost 30 years ago,
to more than justify building one,” he
concludes.  Meanwhile, you have to
give Lohman and his staff credit not
only for being creative, but for show-
ing the commitment it takes to execute
such unusual arrangements with con-
sistent success.  ■
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Using the fairways on its first and 18th
holes and outfitting them with no-frills
signage, Monarch Beach still gives the
practicing player great targets to shoot for.
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