
Welcome to the August issue of digital Golf Range Magazine!

Inside this issue, you will find the following features:

• Ranges and Real Estate: Boca Woods Country Club is Proof that a Great
Practice Amenity can Sell Houses

• Game Improvement: As Practice Facilities Change, so does the Playing Lesson

• Private Range Profile: Concession Golfers Share the Range with Tour Stars

• International Scene: South of London, a Standalone Superstar Gets Spruced Up

• Instruction Classic: Erika Larkin, PGA, Explains the Rules of the Roll

In case you missed it: 2013 GRAA Award Applications Now Live...Click here

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

http://www.golfrangemagazinedigital.com/i/141550/28
http://www.golfrangemagazinedigital.com/i/141550/28
mailto:rsummers@golfrange.org
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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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Teach Them to ReadPage 46
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Tex-Net Inc.
www.texnetusa.com

800-541-1123

Fax: 609-499-8227

763 B Railroad Ave. PO Box 92

Florence, NJ 08518

http://www.texnetusa.com
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Ranges provide a high-value
way to experience the game
Much has been written over the past decade-plus about the sea change

in how golfers view memberships at private golf clubs.  As you’ve no
doubt seen happening in your part of the world, changing demographics and 
a shift in consumer behavior have lowered the number of golfers who are 
interested in joining private clubs.

This challenge to the private club sector is often seen as an opportunity for
daily fee golf facilities.  In reality, golf ranges have an opportunity to be even
bigger beneficiaries of changing consumer behavior with the right marketing
approach and business model.  That’s the view of Christian Purslow, whose
World of Golf facility outside of London, England, is profiled starting on page
36 of this month’s Golf Range Magazine.

In the story, Purslow describes how World of Golf underwent a major reno-
vation to better appeal to value-conscious golfers who would rather get their
golf experience largely from range time.  These golfers take to the course only
when time and money are available, and when the weather is favorable, and
they eschew the private club model that can lock them into long-term purchases
they may not utilize.

“There is a sense that the membership model is broken, as it locks people
into high costs per round if their busy schedules and bad weather don’t permit
many rounds over the British summer,” Purslow says.  He adds that range time
fits into a modern lifestyle, in which golfers “then use golf vacations in the sun
and the occasional purchase of green fees to get on the course itself.”

I invite you to read the entire story for more on Purslow’s ideas on the state
of the sport, but there’s certainly plenty of food for thought here.  In a consumer
landscape where even the wealthy comparison-shop at Costco, and where music
lovers download 99-cent singles on an a la carte basis instead of whole albums,
people are increasingly sensitive to only paying for what they want.  Positioning
your range facility as a high-value, flexible alternative to traditional golf models
could make it a very attractive proposition to today’s golfers.

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
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Golf in tandem with beach volleyball—
apparently that’s a reliable one-two punch
for date night.  Adam Zimmerman, a co-
owner of On the Dunes, located in the
Detroit suburb of Commerce Township,
discussed how the golf simulator plus
beach-style volleyball pits spell profits.
“You typically don’t think of these sports
together,” says Zimmerman, “but both can
be enjoyed by all ages and skill levels and
they both have mass appeal.”  It’s worth
noting how advanced a simulator
experience you get at this well-marketed
emporium.  The golf booths line up eight
across, down a long concourse with an

indoor putting green beside them.
Manufactured by HD Golf, the units are
known for their high-definition imagery as
well as NASA-level realism and accuracy.
What is described as “patented stereoscopic
computer vision technology” delivers
precise club swing and ball flight data, not
unlike what top golf instructors provide to
the students they coach.  Bump, set, spike,
then go play Bethpage Black….  Your
facility’s staff and managers have been
putting in a worthy effort all season long,
so don’t forget to seek proper recognition
for what you’ve all achieved.  There’s still
time to prepare your application for entry
in the Golf Range Association of
America Awards for 2013.  Those “Top
50” awards are given in Top 50 Stand-
Alone Ranges, Top 50 Public Facility
Ranges, Top 50 Private Facility Ranges and
Top 50 Growth of the Game Instructors.  In
addition to submitting the required forms,
all applicants need to provide a two-
minute video (via a YouTube link) that
describes why they believe their facility is
deserving or how they as a golf instructor
are growing the game.  Applications,
including videos, get reviewed by a panel
of experts (top range owners, PGA Award
winners and top instructors) in each of the
categories.  Award winners will be notified

in November and listed in our January
2014 issue.  With selection comes an
invitation to the traditional Awards
reception to be held at the 2014 PGA

Merchandise Show.  If you have any
questions, please contact Patrick Cherry by
phone at 215-914-2071 or by e-mail at
pcherry@golfrange.org….  Mike Malaska,
2011 PGA National Teacher of the Year
and Director of Instruction at Superstition
Mountain G.&C.C.  in Apache Junction,
Ariz., AZ, has just published, “I Feel Your
Pain,” an illustrated manual of golf
performance.”  Sub-titled, “Let’s Make Golf
Uncomplicated,” it’s the first book-length
publication for Malaska, who serves on the
Advisory Board of the GRAA….  At press
time, a re-check of the Facebook page
“Golfing with stolen range balls”
indicates that this unwelcome concept
continues to flounder in obscurity, with a
meager total of 27 Likes to its credit.  ■

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

Under the radar or far beyond it, a pastime called “Park Golf” has been gaining
popularity among Japanese enthusiasts who live in densely populated areas.
Celebrating the 20th anniversary of its invention this year, Park Golf is considered a
hybrid of golf and croquet.  You’re supposed to hit your ball into an oversized hole in
the fewest number of strokes, meanwhile using the activity to place yourself in a
gentle harmony with nature while doing so.  Achieving a gentle harmony with nature
or anything was never the calling card of Dick “The Destroyer” Beyer, but the former
pro wrestler has taken a cue from his friends in Japan and opened up a “Park Golf”
layout in Akron, N.Y.  A big name on the Japanese wrestling circuit, Beyer became a
“parker” while living in Japan and wanted to share the game’s pleasures with
residents of greater Buffalo, where he grew up.  As The Destroyer describes it, Park
Golf lays out holes that measure between 20 and 100 yards “but there are still par-3
and par-5 holes, just like any other course would have.”  He predicts that “the most
avid golf player and someone who’s new to a hand-eye sport will have a blast playing
together.”  Apparently, the long trip to Buffalo for a ceremonial ribbon-cutting was
undertaken by members of the Nippon Golf Association, in support of Beyer.  The
new course is charging $8 for 18 holes, inclusive of the ball and the one club needed
for play.  In a changing golf market where short-form versions are being sought, this is
yet another variation worth at least watching.

mailto:pcherry@golfrange.org
http://WWW.GOLFRANGE.ORG
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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: June
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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Hitting off Grass?  Spoil Your Best
Students and Practicers  

That nonchalant wipe of an iron face
with the edge of your golf shoe looks
like a “pro move,” but real tour profes-
sionals don’t do it anymore.  Instead of
squeezing dirt into the grooves that
way, tour players rely on a truly func-
tional cleaning tool.  The patented
Brush Caddy is a stand-alone club
cleaning device from Exsite Golf 
that allows players to clean their club-
face/grooves after each and every 
shot.  With a simple swipe of the club
across the bristles of this unit, a player
can remove nearly 95 percent of all
debris from the clubhead and club-
face.  The result is better control of 
distance, trajectory, spin and carry 
distance on all approach-type golf
shots.  Visit the exsitegolf.com website
or call 803-547-0221.

Helping Golfers Do Their Part for
Turf Care

As the member-only (or even semi-pri-
vate) club gets more aware of market

competition, it’s natural for golfers to
pitch in and help support the opera-
tion.  Whether riding an 18-hole round
or hitting balls off a natural range tee,
that includes conscientious divot
repair.  Make their all-important job
easier by organizing divot-mix bottles
on this double-size rack from Stan-
dard Golf.  The new design is portable

to allow easy placement anywhere on
your facility.  Slots will hold 30- to 40-
ounce mix bottles.  Available in green,
brown or black.  Bottles not included.
Call 800-553-1707 or visit standard-
golf.com.

Stand out from Competitors with
Side-Shades for Riding Golfers

Sunglasses with small side lenses are
designed to handle so-called “stray
light” that shines in peripherally.  That
same concept is behind the Shady,
available now from Wittek Golf to 
ease golfer comfort as they ride along
sunny fairways.  Wittek can furnish all

or part of a golf cart fleet with the Shady,
which has been gaining popularity and
publicity throughout the Sunbelt.  Call 
847-943-2399 (800-869-1800 outside
the U.S.) or visit wittekgolf.com for
pricing and shipment information.

Stability of a Mallet with the
Sleek Look and Feel of a Blade

At this point in the season, your better
players are fed up with three-putts 
and blown birdie chances.  From the
putter designers at PING comes a 
possible remedy, the Nome TR.  This
eye-catching putter is built for 
distance control, easy alignment, 
and extreme forgiveness.  Precision-
milled variable-depth grooves will
tend to equalize ball speeds—giving
players who’ve lost their feel for green
speeds a chance to get it back.  A bold
alignment feature makes the head of
the PING Nome easy to aim, and sole
weighting in the aluminum head cre-
ates a high MOI.  Three shaft bends

are available to fit every stroke type.  A
USGA/R&A-conforming adjustable-
length shaft is offered as an upgrade.
Visit ping.com or call 800-474-6434 to
find out more.  ■
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P R O D U C T G A L L E R Y

The golf industry has an internal clock that says we check

out new goods and services during the cold-weather

months.  Once the second and third quarters hit, it’s all about 

putting your head down and serving customers.  But those customers

are still looking things that are new and shiny, as the season hits its

peak.  Meanwhile, the people who serve them day in and day out are

open to innovation, when it helps solve a problem or upgrade the

golfer experience.  So here’s a quick hit for anyone in the practice or

teaching end of the business—four products we’ve chosen to high-

light for readers.

Innovation Rolls on as Peak
Season Arrives

http://exsitegolf.com
http://wittekgolf.com
http://ping.com
http://WWW.GOLFRANGE.ORG
http://standardgolf.com
http://standardgolf.com
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There’s More to Clubfitting Than Reading
Lie-Board Marks
Tucson Country Club brings a marketing and merchandising process to gear
customization that’s so intensive they label it “retail clubfitting.” Michael Haywood
explains why in this clip.

A bout a year ago, the independent survey company Sports & Leisure Group

gathered equipment-buying data in partnership with a media company and

chain retailer Golfsmith.  Researchers provided a detailed analysis of their findings,

drawn from survey answers given by 6,000-plus golfers.  Among the eyebrow-raisers

was this: Only 30 percent of so-called “core” and “avid” golfers who had purchased new

equipment over the previous 12 months were custom fit.  And yet being precision-fit

with just the right specs for your body type and swing motion is a known golfer-pleaser.

In the survey, when asked if they agreed with the statement, “This is the best golf

equipment purchase I’ve ever made,” a full 44 percent of the custom-club buyers felt

this way, while only 28 percent of the non-custom buyers did.
Club sales and the customizing process are an area of specialty for Michael Haywood.  A skilled

teacher and clubfitter who serves as PGA director of golf at Tucson Country Club, Haywood explains
his marketing and merchandising approach in this three-minute video.  It’s based on a five-pronged
sequence and contains one solid, specific idea after another.  Anyone who fits clubs but makes less
revenue and profit than they think they should will want to hear what Michael has to say. ■

http://WWW.GOLFRANGE.ORG




For the golf professionals and the
club’s 700 members, what is there not
to like?  There are attractive green bag
stands, stacked pyramids of Titleist
NXT range balls, perfect grass condi-
tions, and a plethora of shot possibili-
ties from all lengths and surfaces.
Three years ago, the practice area
began to undergo modification and
expansion.  It needed more square

R E N O V A T I O N S
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G olfers are hitting away on the driving range at the 36-hole

Boca Woods Country Club in Boca Raton, Fla. as PGA

Head Golf Professional Catherine Pyrpiris proudly looks on.  Now

in her third year running the club’s golf program, she has taken

great advantage of a practice complex that is appealing enough to

actually help sway home-buyers into choosing this golf community

over another one down the road.

First-Rate Practice Amenity
Boca Woods Country Club, fresh off a major renovation, is living proof that affluent 
home buyers and club-joiners now look for the latest in learning-center quality to 
help them decide where to move.  BY SCOTT KRAMER

http://WWW.GOLFRANGE.ORG


footage and the area then in use sorely
needed an upgrade.

Both of the club’s 18-hole courses
were being refurbished and remod-
eled, so without hesitation the club
had course architect Kipp Schulties
devote a segment of his time and budg-
et to the range and environs.  Now all
construction has been completed, 
and the result is two beautiful courses

plus a comprehensive practice facility
that’s among the best in the area.  The
extra-wide range design features an
expansive double-tier practice area—
including an entirely additional tee—
grassed with a mix of Seashore and Sea
Isle 1 paspalum.  The targets are planted
with Celebration bermuda.  The cost
of the entire renovation was about $5.5
million, with approximately five per-

cent of that outlay—in raw dollars
nearly $300,000—directed to the
practice amenity.

“It gave us a chance to always pro-
vide a nice grassy area for our mem-
bers to hit from,” says Pyrpiris.  “We
also added a full-width Astroturf 
mat.  We use that area during very busy
periods or during maintenance, to
help preserve the natural turf.”  Boca
Woods members also get the use of a
separate tee space at the far end of the
range that provides instructors privacy
with their students, plus a private sand
bunker to complement that area.  “For
the golfer who really wants to set goals
and get better this is an ideal place to
make that happen,” says Pyrpiris.

Helping shepherd the project
along was the general manager of Boca
Woods, Sandy McGaughey—veteran
of multiple prestige clubs and one of
few club managers to reach the Master
status in his field.  To prospective
home buyers, the club experience has
to be superior because purchase of a
membership is required of all who
move in.  McGaughey told an upscale
Boca Raton lifestyle magazine recent-
ly that he appeals strongly to prospects
based on value.  This includes the golf
upgrade, and there is an emphasis on
the practice grounds within that mar-
keting point.

“At some competing clubs, mem-
bers are spending dues dollars that 
are  50 to 70 percent above ours,”
McGaughey is proud to point out.  He
mentions that in the last year nearly 
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Spending allocated to
the practice center
came to about five
percent of the total
$5.5 million cost of
renovations.

Helps Sell Houses
At Boca Woods, Catherine Pyrpiris gets
ready for a short-game lesson on the
club’s flawless practice surface.

http://WWW.GOLFRANGE.ORG


50 homes had been purchased in the
development—with mandatory mem-
bership not acting as a deterrent to
house-shoppers.  “People want to buy
a house here because the club experi-
ence is so good,” McGaughey says.
“We have bigger and better practice
facilities than anybody else in the
neighborhood.”

The decision was made to plant a
contrasting grass for the target greens
on the range.  That way, it’s visually eas-
ier to set apart those targets from the

rest of the landing area.  And there are
bunkers in front of those targets.  “For
the players, it creates real-time situa-
tions and simulates being on the golf
course,” says Pyrpiris.  “We have four
targets like that with greens and
bunkers.”  Depending on where the
bag stands are located on any day,
there’s also a zone for closer-range
shots, from 30 to 95 yards, with 
well-defined target greens.  Officials
seemed to think of everything.  Know-
ing their membership well – ages
range from 4 to 95 -- they also provided
two benches for grandparents or par-
ents who want to watch their grand-

kids or children hit.
The practice complex also has two

separate short-game areas devoted to
chipping and sand shots.  One lies
beside the driving range and includes
a bunker-flanked green.  “We also
added a fairway trap there with a low
lip,” says Pyrpiris.  “Here the members
can practice shots from 40 to about 
175 yards.”  The other short-game area
features an undulating green.  The
redesigned practice putting and 
chipping greens feature MiniVerde
hybrid grass and fresh sand in the prac-
tice bunker.  This is quite an improve-
ment, as the old practice green had
only four pin placements.  “Now it’s a
huge surface with a lot of undulation,”
says Pyrpiris.  “It represents the same
immaculate conditions as our golf
courses.”

Free weekly clinics are offered to
members, as well.  And the four-person
professional staff is happy to offer
lessons using the swing mirror, Plane
Swing Circle, and iPad loaded with
instructional software.  “As teachers, our
staff can cover all aspects of the game for
all different levels of players,” says 
Pyrpiris.  “We even added a sun shade
tent to the instruction area.  It’s wonder-
ful for lessons in the shade—especially
in South Florida.  This has been really
well received by the members.”  Who
then tell their friends, and before long
there’s another real estate transaction
happening in Boca Woods.  ■
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One much-appreciated extra at the
practice center is its portable sun shade.

The private teaching section at the far end
of the range is equipped with its own
practice bunker.

http://WWW.GOLFRANGE.ORG


Matt Ball, PGA

mcball64@me.com

(804) 305-3743

golfrangespecialties.com

TARGET DOME

Turn your driving 

range into a precision 

target range.

Happy Golfers    No Maintenance     More Profit

Used by Jim McLean at his Junior 

Golf Academy in Ft. Worth Texas

mailto:mcball64@me.com
http://golfrangespecialties.com


G A M E I M P R O V E M E N T

26 |   A U G U ST  2013   |   GO L F  R A N G E  M AG A Z I N E W W W. GO L F R A N G E . O R G

As Practice Facilities Change,
So Does the Playing Lesson
The academy-style golf range, equipped with learning stations and
performance-tracking technology, has opened up new and better uses 
for the playing lesson.
BY JEFF WALLACH

Prior to setting off on a
playing lesson, Grant Rogers
gives final technical
reminders to a Bandon
Dunes Resort golfer.

On the next hole the student
knocked a drive down the middle,
whereupon Rogers hit his tee shot 
out alongside it.  That’s part of the
popular instructor’s technique for
playing lessons—hitting his own
shots as close as possible to where his
student’s ball lies in order to
maximize their walking time together
and be able to demonstrate the
proper play from that very spot.

Before we go any further, has

anyone ever said a bad word about the
value of playing lessons?  True, a
teaching professional may struggle
with how to schedule them and set
reasonable fees.  But the efficacy and
effectiveness of guiding a player’s
development out on the course—
where the game is actually played—is
never up for debate.

From his office window, Rogers
has a view of about 30 tee stations on
the Bandon Dunes range.  It’s not

uncommon for him to look out and
see 30 players practicing with drivers
in their hands.  Rogers is quite sure
nearly every one of them would
benefit from the kind of playing
lesson he likes to give.  “All sorts of
things happen during a playing lesson
that don’t happen on the range,” he
points out.  “Instead of being stuck 
on flat ground, players on the course
will encounter a lot of different
stances, lies, and ball positions.”
Usually when golfers drop a ball 
on the fairway following a poor shot
their attitude is negative—with a
teacher there to guide the process
along, it becomes a more positive and
valuable exercise.

“My job is to catch them doing
something right and get them to
understand that they’re much better
than they think they are,” Rogers says.

G rant Rogers, the longtime PGA Director of Instruction

at Bandon Dunes Golf Resort in coastal Oregon, can

golf his ball pretty neatly around the famed Bandon courses.  And

yet recently he began a round by fade-slicing a tee shot right of the

fairway then yanking a middle iron into the opposite rough.  He

was giving a playing lesson and “shadowing” his student, who

didn’t realize that Rogers was actually misfiring on purpose.
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“Even the best players in the world
don’t hit every shot perfectly.  I
encourage players to find one good
shot they hit on each hole and focus
on that.”

Jupiter, Florida-based Bill Davis
has helped bring the playing lesson
into the modern era by adding a video
element with the assistance of his
iPad 3.  Following the lesson, Davis
sends video clips from the round 
to his students via Dropbox.  The
approach works well in teaching skills
like the knockdown shot.  “That type
of instruction really benefits from
being taped and shown to the student
with the fundamentals reinforced,”
Davis says.  “It’s a matter of extending
the value of video into a more
dynamic learning experience such as
the playing lesson.  In that context,
you impart lots of great technique
instruction within the natural flow.
It’s golf ‘play’ more than golf
‘practice.”

Teaching professionals whose spot
on the range is adjacent to a short
course or three-hole practice loop
find themselves standing smack 
on a borderline.  It’s a location 
where technical skill development
intersects the field on which those
skills get applied.  And it’s a more
common situation, now that course
renovations are tilted so hard toward
expanded practice complexes.  Mike
Perpich, PGA Director of Instruction
at River Pines Golf in John’s Creek,
Ga., enjoys just such an arrangement.
It’s a fluky story, but Perpich

impulsively took a new beginner
student from the lesson tee to the first
hole of the River Pines short course
recently, only to have the student hole
out his tee shot on the 130-yard hole.

Gary Gilchrist, who operates his
own academy in central Florida,
designed the entire complex in order
to eliminate what he calls “the longest
walk in golf—from the range to the
first tee.”  The South African-bred
teaching professional is dedicated to
having students fully prepared such
that the first swing of the day, and
every one after, is made with calm
confidence.  Gilchrist’s reputation for
coaching prowess owes much to
Gary’s work with Yani Tseng, the

youngest player ever to win five major
championships. His ideas about
bridging the technique-scoring gap
are displayed on a constant basis, in
learning sessions conducted out on
the course at the Gilchrist Academy.

In general, the data now available
from launch monitors and the specific
skills that can be practiced in a golf-
academy setting are making it
possible for that range-to-course
divider to be bridged. The language
and concepts behind what a teacher
presents is also important. Lynn
Marriott and Pia Nilsson are founders
of VISION54, a new kind of golf
school at Scottsdale’s Talking Stick
Resort that focuses on what happens
on the golf course. They are
“complete game” coaches who aim to
teach the whole person rather than
simply enforcing a collection of
technical elements. And the system
has implications for the instructor as
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Bill Davis, who hates to see a good swing
wasted by incorrect aim, helps a student set
up correctly on-course at Jupiter Hills Club. 

Gary Gilchrist (left) uses the complete academy approach at his school in central Florida to
erase the dividing line between skills practice and playing for score.
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well as the student. 
“We feel strongly that golf

instructors should be exposing
students to the actual game of golf on
the course, with the goal being for
students to perform better and enjoy
the game more,” Marriott says plainly.
This philosophy calls for the teaching
professional to continually learn
additional coaching and playing skills,
which they can employ when working
with students on swing changes.  “The
practice range is fine, but if instructors
really want their students to get the
most out of their playing, they should
be taking them on the golf course,
where they learn complementary
skills that help swing changes happen
more efficiently,” says Nilsson.  “The
swing implicitly improves when, for
example, tempo, commitment and
body tension are well managed.”

Marriott and Nilsson believe that
the physical, technical, mental,
emotional, social and spirit of the
game elements of golf must come
together in balance.  Range-based
instruction only addresses the
technical, whereas teaching on the
golf course integrates all the elements.

Along similar lines, Rusty
Hathaway, PGA Head Golf
Professional at Wailea Resort’s Gold
and Emerald Courses, loves playing
lessons because he gets to teach
students about course management—
something they can’t learn or practice
on the driving range.  He feels it will
also encourage them to play faster,
which benefits golf operations and

revenue.
“I try to teach students to pay

attention to how each hole was
designed, where the architect placed
the bunkers, where the landing areas
are.  I encourage them to play the
holes in their mind, taking their own
abilities into account,” says Hathaway.
It’s an approach to the game that the
course architects themselves often
encourage.

For Hathaway, there is great
advantage in being able to point out
the slope of the green. “This is
important instruction that a player
just can’t get on the lesson tee,” he
says. “People put too much emphasis
on hitting balls and when they get on
the golf course they have no clue
about the management side of the
game.” One great tip within the
playing lesson is selecting a side of
the tee to play from, in order to add

yards and yards of valuable landing
area depending on the tendency to
fade or draw. 

This is a great player-development
tool, as well, in Hathaway’s view.
“Getting people on the golf course
and over their fear of embarrassment
drives golf rounds—especially when I
teach them that they need to get
around nine holes in less than two and
a half hours,” he says.  “Doing this in a
lesson context really combats slow
play and has an overall effect on
player improvement and enjoyment
as well as on revenue.”

What golf student hasn’t had the
experience of taking a lesson and—
under the pro’s watchful gaze—
suddenly feeling he can’t hit the ball
the way he normally does, thus
putting the value of the lesson in
jeopardy?  Don Allan, PGA Director
of Instruction at Burlington Country
Club in Mount Holly, N.J., believes
an on-course playing lesson can solve
this age-old dilemma at the same time
that it can deliver purer clubfitting as
an additional means of improvement
for his students.

Allan is eager to share with his
fellow professionals his observations
on this topic—which begin with the
premise that golfers swing differently
on the range and in lessons than they
would on the links.  “The by-product
of this is that players get fit for
equipment that does not fit their
actual swing when they actually play,”
he asserts.  Five years ago he began
offering on-course fittings and saw
immediate positive results.  “Getting
them on the golf course allows me 
to fit them in a realistic setting and 
get the equipment tuned to their
needs so the golfer can see almost
instant improvement,” says the noted
teacher-clubfitter.

Our old diffuse and disjointed
approach to game-improvement is
evolving into something different.
It’s becoming a process in which
learning breakthroughs start with
solid data-collection and segue one
into another, adding up to positive
change.  The classic playing lesson
will always be with us, but its value
will grow as the golf professional’s use
of it gets further refined.  ■
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Lynn Marriott, left, and Pia Nilsson have based their teaching and professional-education
programs on the value of game-improvement in the context of a live round.

“Getting people on the
golf course and over
their fear of
embarrassment
drives golf rounds.”
—Rusty Hathaway
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Indeed, many a Concession mem-
ber comes to the range with a golf bag
that flashes their name in flowing
script.  We’re talking about many
noted players from the tour pro ranks,
including one World Golf Hall of
Famer.  It’s acknowledged that coun-
try clubs in Florida’s finer neighbor-
hoods routinely feature tour golfers on
their member rolls.  For example, Old
Palm Golf Club in Palm Beach County
has lately attracted stars such as Lee

Westwood and Darren Clarke in good
part because of the practice infrastruc-
ture Old Palm can offer.

Over in Bradenton, The Conces-
sion Golf Club has what some feel is
the best practice complex in the entire
Sunshine State.  LPGA stars Suzann
Pettersen, Brittany Lincicome, Jodi
Ewart Shadoff and Sandra Gal each
are club members, as is three-time
U.S. Women’s Open champion Hollis
Stacy, who last year was inducted into

the World Golf Hall of fame alongside
Phil Mickelson.

“We’re proud to be attracting some
of the best women golfers in the world
as members,” says General Manager
Bruce Cassidy, Jr.  “The Concession
Golf Club is very private.  It affords 
our LPGA Tour members a tranquil
environment that is essential to 
their preparations for major champi-
onships and weekly tournament play.”
Although less than a decade old, Con-
cession is rich in heritage.  The club
was founded to commemorate the 
gesture of sportsmanship that Jack
Nicklaus made during the 1969 Ryder
Cup at Royal Birkdale when he con-
ceded a two-foot putt to Britain’s Tony
Jacklin to halve their match—result-
ing in the first-ever tie in the history of
the matches.  The moment became

P R I V A T E  R A N G E P R O F I L E
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Concession Golfers Share the Range 
with Tour Stars

If they are serious about improving, Concession Golf Club members will keep
hitting balls rather than watch the famous tour player practicing a few feet away. It’s
a fun challenge to have.  BY STEVE PIKE

Ben Hogan was among the first to preach a rehearsal-type

practice format, working shot-by-shot through the compet-

itive round he was preparing to play.  This technique of sequential

preparation is why Hogan was able to conclude he would need no

7-iron during play of the 1950 U.S. Open at Merion.  No doubt the

Hawk would have loved the practice and learning experience at

The Concession Golf Club in Bradenton, Fla.  It’s a private retreat

on Florida’s western coastline where players of all ambition levels

practice virtually undisturbed.

Aerial view of The Concession Golf Club,
where a “destination” practice complex
serves tour pro and amateur alike.
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known as “the concession.”
Jacklin has a home in the communi-

ty and is a club member, as are PGA
Tour players Dicky Pride, Scott Hoch,
Andy Bean and Gary Koch.  In addi-
tion to its immaculate 7,474-yard, par
72 course—a Nicklaus Signature
design in association with Jacklin—
The Concession Golf Club has a 23-
acre practice facility that includes a
dual-ended driving range,a  10,000
square-foot putting green, a 14,000
square-foot chipping green and a
short game area that allows players to
practice any shot he or she might need,
including pitch shots up to 80 yards.
The club is also home to a TPI Golf Fit-
ness Program (in association with the
Titleist Performance Institute) and a
David Leadbetter Golf Academy.

“Jodi (Ewart Shadoff) really started
the awareness of our club among
LPGA players,” Cassidy says.  “She
became a member right after she got
her Tour card.” Ewart is a rarity in the
pro ranks, having succeeded at Q

Schools on both sides of the Atlantic to
gain full status on both the LPGA and
Ladies European tours.

Lincicome, Cassidy says, was next.
“Brittany’s a friend of Andy Bean and
came one day with him,” Cassidy says.
“She lives about 40 minutes away and
Jodi lives about 15 minutes away.

“One of the things they like best
about the club is the practice experi-

ence.  There are a lot of exclusive clubs
out there, some of them very busy in
season.  We have the exclusivity aspect
that lets you go to the chipping green,
putting green or even the course and
have it to yourself.”

Players of today are descendants of
Ben Hogan, Stacy says, in that they
favor any facility providing a close
match to what they experience on tour.
“The reason that the Cassidy family,
which owns the club, has done so well
in attracting LPGA members is a com-
bination of the course and the practice
complex,” says Stacy, who won 18
LPGA events in her career.  “It’s so pic-
turesque with a lot of wildlife,” she says
of the Concession course, “but similar
to what is played on Tour.  If you play
from the tips here and keep it around
par, you’ve put up a great round of golf.”

For Stacy, who won her first
Women’s U.S. Open Championship in
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The club allows its
member Tour players,
male and female
alike, to bring in their
individual instructors
on a limited basis

Hollis Stacy, a World Golf Hall of Famer,
with one of her students, getting ready for
a practice session at The Concession.
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1977, The Concession’s facilities give
her the opportunity to bring out young,
promising players and expose them to
a world-class facility as well as world-
class players and instructors.  “I really
like working with kids and helping
them understand the game better—
meaning, how to get the ball in the
hole.”

In particular, that’s where The Con-
cession Golf Club’s short-game prac-
tice facility shines.

“Every facet of the game is impor-
tant,” Stacy asserts, “but being able to
have a very strong short game makes

life easier.  At Concession, the short-
game facility is phenomenal.  And the
condition of the greens is phenomenal.
They’re always fast.  For me that’s per-
fect.” The attractions of this well-
designed and professionally run club
are spread by word of mouth, creating
demand during a time when private
clubs have lost more members than
they’ve gained.

“People want to continue to buy
memberships at great courses,” said
Alan Pope, director of marketing and
membership sales.  “I get two or three
calls every day from people looking to
join.  If you ask current members,
some would want us to stop selling
memberships and double their dues.”
The Concession’s initiation fee is

$125,000—inexpensive by some stan-
dards—with annual fees of $11,500.  A
national membership is $50,000 with
annual fees of $5,000.  The club has
170 members, according to Pope.  It is
scheduled to host the 2015 NCAA
Golf Championship.

Leadbetter is the club’s “instruction
advisor,” Cassidy says, but most of the
day-to-day coaching and teaching is
handled by a team that includes PGA
Head Professional Dan Terlescki and
PGA Assistant Professional Tyler Wit-
man.  The club allows its member Tour
players, male and female alike, to bring
in their individual instructors on a lim-
ited basis.  “That’s worked very well,”
Cassidy says.  “We wouldn’t make a rule
that says someone like Jodi or Sandra
has to use one of our instructors.”

Because the club has a pair of five-
bedroom manor homes to board visit-
ing members, it’s not unusual for
players who live farther away to spend
a few days and mingle and even play
with members.  “It all depends on the
player and her needs,” Cassidy says.
“When she’s here, she’s in her ‘office’
to work on her game.  Some of the girls
who are more local come her to work
on their games, too, but they’ll have
extra time and get a chance to tee it up
with members.  They want to be part
of the club.  Part of the reason they’re
here is for business and part for fun.”

And practice, with the right sur-
roundings and amenities, can indeed
turn out to be fun.  ■
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Brittany Lincicome, Jodi Stewart Ewart and
Suzanne Gal, shown here in their LPGA Tour
publicity shots, are club members who put
in long hours preparing for pro tournaments.

On the practice putting green, sharpening
her skills for LPGA Tour play, is Na Yeon Choi,
winner of the 2012 U.S. Women’s Open.

http://WWW.GOLFRANGE.ORG


ernestsports.com

855.354.4653

The Ernest Sports ES 12 portable launch monitor is technology any golfer can use. 

Take the guesswork out of club selection, improve your game and gain an 

advantage on the course. The FREE smartphone app provides abundant data 

touchpoints to enhance your practice sessions. No wonder it was voted “Best New 

Product” of the Year at the PGA Show - and received praise by top professionals.

KNOW YOUR DISTANCE. 

Small size. Small price. $249 .99

S 12 portable launch monitor is technology any

OUR DISTANCE. 

“Very cool way to practice!”
-David Phillips

http://ernestsports.com


I N T E R N A T I O N A L S C E N E

38 |   A U G U ST  2 0 13   |   G O L F  R A N G E  M A G A Z I N E W W W. G O L F R A N G E . O R G

With a two-tier hitting concourse
reminiscent of a cruise ship, World of Golf
lights up the night with range balls struck
by intense and casual players alike.
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South of London, a Standalone
Superstar Gets Spruced Up

World of Golf in New Malden, UK, represents a major investment 
in a form of golf that’s urban and fast-paced, but still emphasizes 

game-improvement through professional instruction  JOHN TORSIELLO
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The result is an ultra-modern, high-
profile new practice facility, a mecca
for serious ball-hitters but also home
to profit centers like its Jurassic
Encounter Adventure miniature golf
course and a bustling food and bever-
age operation.  The renovation came

in on-budget, took less than a month
to complete, opened on schedule at
Easter and has set the facility apart in
the marketplace.

“We have far exceeded all our
expectations and revenue is up almost
40 percent compared to the same 

period a year ago,” says Purslow with
pride.  “That increase is 15 percent
driven by stronger pricing and other-
wise it’s attributable to higher vol-
ume,” he reports.

One of the key attractions of World
of Golf in London is its automated tee-
ing system installed by Power Tee, the
British-bred leader in auto-tee-up for
driving ranges.  “People love the auto-
mated ball system, it’s clean and con-
venient and quick, which aids the
operation throughout,” says Purslow.
“Our new outfield and targets make
use of materials that were used at Lon-
don’s Olympic venues.  To get it all just
right, we structured supply contracts
with consultants who were expert in
outdoor product environments.”

The facility also features a variety
of other technology, ranging from
launch monitors to Protracer, which
follows the trajectory of a struck ball
and returns data to the bay within two
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Memo to the range owner wishing to halt or reverse a

downward trend in foot traffic: Rather than fold your

cards, think about seriously upping the ante.  That was the tactical

decision made by Christian Purslow, owner and board chairman

at World of Golf at New Malden, London.  You’ve always got poten-

tial for a sturdy business when your location is a mere nine miles

southwest of Trafalgar Square, but the product still has to be first-

rate.  A couple years back, faced with declining revenues and an

industry-wide weakening of golf demand (rounds down nearly 30

percent nationwide) Purslow pushed in a tall stack of chips—just

over $1 million in U.S. dollars—to create something shiny and new.

Creature comforts and high-quality lighting
make it easy to spend extended time in the
new Platinum hitting bays.  They require an
add-on fee for your “luxury box” upgrade.
(Below) The clientele includes serious
golfers who take lessons with New Malden
pros and study their ball-flight data using
Protracer during practice sessions.
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seconds.  Golfers can follow the results
ball per ball on their smartphones,
including normalized distance meas-
urement, which is “invaluable for cus-
tomers who want to get accurate
yardages despite using range balls,”
Purslow says.  World of Golf in New
Malden is the only range in England
currently offering this tech feature,
which was developed by Swedish sci-
entists for television, in order to show
viewers the flight path of golf shots
plus their carry and roll yardage.  “Cus-
tomers have been very satisfied with
the results,” Purslow says emphatically,
noting that no surcharge is levied
when players request the Protracer
service.

The range also has an automated
ball collection system based on
hydraulics and water flumes that is
unique in Europe, Purslow explains.
It contributes to an enhanced cus-
tomer experience since balls do not
clutter the seven-acre landing area.  It
also boosts operational efficiency, with
ball picking labor and equipment costs
virtually nil.

Purslow says the renovation was a
reaction to trends in the English golf
scene and changing customer demo-

graphics.  “There is a sense that the
membership model is broken, as it
locks people into high costs per round
if their busy schedules and bad weather
don’t permit many rounds over the
British summer.”  He feels “passion-

ately” that range practice fits much
better into the lifestyles of cash-rich,
time-poor modern consumers, “who
then use golf vacations in the sun and
the occasional purchase of green fees
to get on the course itself.”  It is also
clear, he believes, that ranges are more
accessible and user-friendly than

membership in a golf club, which can
be “almost anti-marketing in its unwel-
coming complexity.”

Range balls, plus rounds of what
some Brits call “crazy-golf,” are the
principal revenue sources, but if you
happen to visit World of Golf do take a
peek in the golf shop.  “Our retail is
leased to UK market leader American
Golf and the store here is their best per-
former across 103 stores in Britain,”
relates Purslow.  The facility stocks a
full range of golf equipment, including
clubs, balls, shoes, clothing, acces-
sories and more from major brands
including Ping, TaylorMade, Titleist
and Callaway.  Teaching, corporate
and children’s parties, as well as “a
good food and beverage operation”
featuring Costa Coffee make up the
rest.  “We think of the facility as offer-
ing something for everyone and for all
ages,” says Purslow.  “We have been
working with IMG to also capitalize on
the broader commercial rights of 
the facility,” he adds, “which has a 
phenomenal demographic both in
numbers and quality.”

Purslow reports that his range is the
busiest in Europe, with over 15 million
balls teed up per year.  A number of cus-
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“Our retail space is
leased to American
Golf and it’s their best
performer out of 103
UK stores.”

—Christian Purslow

A close-up view of the mega-range’s
target contours, including its ball-
recirculation channel.

http://WWW.GOLFRANGE.ORG
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GRIP, LIKE A

CHAMP

After 80-plus years of design, engineering and 

manufacturing expertise CHAMP has created a 

complete innovative line of grips.  CHAMP is 

known for its tour proven products, get your 

hands on the latest technology from CHAMP.
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http://www.champgrips.com


tomers use the facility’s loyalty card
(approximately 60 per cent of all trans-
actions are a result of the card) and this

offering has been “very successful
since the refurbishment of the venue.”
Purslow sketches out the pattern this
way: “With the high quality of service
the customer is getting, more and more
of them are returning, which inevitably

means they are buying loyalty cards.
The more money they put on the card,
the more value they get in return.”

The New Malden facility (World of
Golf also has ranges in Croydon and
Sidcup in England, and another in

It’s a fine line indeed, between hitting and
missing this range’s sharply defined target
greens.



Glasgow, Scotland), features a 60-bay,
floodlit driving range and a golf acade-
my staffed by eight PGA professionals,
able to coddle beginners and challenge
accomplished golfers alike.  There’s
also a floodlit putting green on site.

The facility offers a sweet tickler to
entice serious golfers to spend more
time.  A Platinum Club membership
entitles the holder to use dedicated
bays for members only, tricked out
with a television and chairs.  Go Plat-
inum and you can book a bay in
advance, avoiding wait time.  You also
get golf ball tracking and swing analy-
sis, complementary hot drinks, along
with “quick checks” from roving
World of Golf professionals.  Platinum
membership starts at around $45 for
off-peak hours and $80 for peak-use
hours.

With its origins in the U.S., Adven-
ture Golf’s Jurassic Encounter opened
at New Malden in August of 2008.  The
facility, which hosts a number of chil-
dren’s parties, reaches out to young-
sters, and creates new customers, by
also offering Schools Go Free.  Under
this program, a class of children is invit-
ed to play the miniature golf course

and then receive a session on the golf
range with a golf professional for a
chance to properly strike a real golf
ball.  The session lasts approximately
90 minutes and is complimentary.

The Schools Go Free program was
the Laddie Lucas award winner at 
the Golf Foundation Awards 2011 for
the best local initiative helping to 
get youngsters into golf.  In addition,
World of Golf in London professionals
visit schools and coach children using

the Tri Golf equipment that aims at
making golf more fun and alluring 
for children of all ages.  The lesson is
clear: When you double down on golf
practice and entertainment, it pays to
go beyond all expectations with your
technology, marketing and overall
energy.  ■

An award-winning golf-intro program
brings school-age kids like this young lass
out for Jurassic putt-putt plus some real
ball-striking.



I N S T R U C T I O N C L A S S I C
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Rules of the Roll
Take the mystery out of reading 
greens for you and your students
BY ERIKA LARKIN, PGA 

WITH DON JOZWIAK, PGA MAGAZINE

I’m happy to say that I have a real answer for my
students now, a process that I can teach any level
student that is actually based on real research,
science and technology called AimPoint.  Thanks to
the AimPoint mastermind, Mark Sweeney,
instructors such as myself can now help golfers learn

how to accurately find slope direction, quantify
grade, identify their position on the slope and
determine the precise amount of break down to the
inch for their putt.  I have been truly amazed at the
progress students can make with their putting if they
have at least one concrete variable: Where to aim.

A s golf instructors, we all teach putting.  We look at things like setup, stroke path, stroke

length and rhythm, and we prescribe drills and games to help students build confidence

and increase their accuracy.  We might also test the student’s ability to aim on their intended line,

check their putter specs and make adjustments.  But how many of us actually coach students on

green reading?  I know I used to rush through the topic with new players by discussing slope for a

few minutes and then cop out of any quality instruction by breaking the news that it just takes time,

practice and lots of trial and error to fine-tune your “guessing” on the greens.

PGA Professional Erika

Larkin, the director of
instruction at Larkin Golf
Learning Community at
Stonewall Golf Club in
Gainesville, Va., is the
2012 Middle Atlantic PGA
Section Teacher of the Year.
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“CoverShots has demonstrated to the golf
industry that it is dedicated to innovation
and quality service, which is a supplement
to the teaching skills of PGA Professionals
everywhere.”

—Brian Whitcomb, Past President,

The PGA of America

• CoverShots has been Proven to

increase Range Revenue

• Mobile Canopies from 24 to 104 foot

Clear span

• Since 1997 CoverShots has been

providing cost effective tee line

coverage for ranges, golf courses 

and teaching academies

• Our Quality is recognized: Official

Mobile Canopy of the TPC Network;

Preferred Mobile Canopy Supplier to

PGA Golf Properties GRAA Preferred

Vendor Preferred Vendor for Nicklaus

Academies

Turn your Range into a

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

Official Mobile Canopy of the

Tournament Players Club Network

Preferred Vendor

30  PTC 

located at Paradise Valley Golf Center, Fairfield, California

30  PTC 

located at Paradise Valley Golf Center, Fairfield, California

1-888-881-2433  • www.CoverShotsGolf.com

108-A South Kerr Ave., Wilmington, NC 28403

Preferred Mobile Canopy Supplier

to PGA Golf Properties

PURCHASE A 62’ ECLIPSE OR LARGER, AND RECEIVE A 24’ PTC* FOR FREE.
*(Includes base price for unit, does not include any accessories, shipping or crating)

http://www.CoverShotsGolf.com
http://www.CoverShotsGolf.com
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Charting a course

Determining exact break amount with AimPoint
is easy, we use the AimChart (yes it’s legal for
tournament play).  After you find your position,
you can look it up on the chart and it gives you 
an aim point in inches to the appropriate side of
the hole.  If the golfer can execute a good stroke
with the correct pace, the ball will find the hole.
Students always have the same reaction when
they see this in action: Amazing!   On average, a
10-foot cross-slope putt will break about eight
inches with ideal pace.  There is also a formula
for break amounts: On any single breaking putt,
the amount of break at 10 feet from the hole nearly
doubles as you go back to 15 feet on the same line.
The break amount at 20 feet nearly triples the
amount it was at 10 feet.  Here are two examples:

• On a cross-slope/side-hill putt with
moderate grade and speed, the break
amount on a five-foot putt is one inch; at 10
feet it is six inches; at 15 feet it is 12 inches;
and at 20 feet it is 17 inches.

• On an uphill sloping putt on a steep grade
with slower green speed, the break amount
from five feet is right edge; at 10 feet is four
inches; at 15 feet is eight inches; and from 20
feet the break is 11 inches.

Getting in the zone

Now, some golfers would argue that the line or
trajectory of a putt is dependent on the pace
you visualize.  True, there is more than one way
to make a putt if you hit the center of the hole,
but how often do we really do that?  A ball that
is rolling too fast will often lip-out when off-
center of the hole or it may not have enough
time to fall into the hole.  A ball that is rolling
slower needs to be played with more break and
often wobbles off the line.

So what I teach my students is this: There is
an ideal pace that maximizes the chance of a
ball falling into the cup.  In essence, we want
to roll the ball in a way that even hitting the hole
off-center would capture the putt instead of
lipping out.  That’s why I teach my students to
try to have their putts come to rest 6-12 inches
past the hole.  This is not just for lag putts – use
this pace for putts even inside 10 feet and your
students will find their percentage of made
putts will increase.

http://WWW.GOLFRANGE.ORG


Get Golf Ready students spent an average of  

$984 in their first year on golf *

  A Great Way to

Welcome New Golfers

to your Facility!

REGISTER AT 

PGALinks.com/Registration

*2011 results from Get Golf Ready survey hosted by NGF.

http://PGALinks.com/Registration
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C R E AT I N G  B U S I N E S S

T H R O U G H  S P E C I A LT Y

T E A C H I N G

Getting involved with AimPoint has filled a gap in
my teaching and has really helped me become
more well-rounded as a coach to my students.  it
has generated a new income stream: I run clinics
several times a month at my home course, and
visit other local clubs to teach their
members/golfers about AimPoint.  There is a
financial upside for me and the host professional,
and this also brings some fresh new information
that everyone can use, no matter what their
teaching style or putting philosophy.  And, of
course, when your students are making more
putts, they’re going to enjoy everything about the
game that much more.

This story originally appeared in the March 2013 issue of PGA Magazine and is
used with permission.

T E A C H I N G  S T U D E N T S

T O  T R U S T  T H E  L I N E

Here is a great drill that you can use with your students
to help them practice green reading effectively: Find a
single breaking putt and put tees down on a straight
line going back at 5, 10, 15 and 20 feet.  Map out where
your AimPoints are for each respective distance and
then using a string, connect the tees appropriately to
show what the true starting line of the putt should look
like.  If they can trust the line and match the correct
pace, they can better quantify break amounts and start
to memorize what certain putts look and feel like from
different positions around the hole.  ■

http://WWW.GOLFRANGE.ORG


Learn more and get started at:

www.PGA.com/ACTIVE

POWERFUL 
TOOLS

to drive more revenue 
and players for your 

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

888-881-2433
www.covershotsgolf.com

Official Mobile Canopy Supplier

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

888-287-2614
www.golfwebdesign.com

Official Web Designer

800-869-1800
www.wittekgolf.com

Official Range Equipment Supplier

800-237-3355
www.alliedspecialty.com

Official Insurance Supplier

800 OK CHAMP
www.champspikes.com

Official Spike and Tee Supplier

800-541-1123
www.texnetusa.com

Exclusive Netting Company

800-641-4653
www.easypicker.com

Official Range Equipment Supplier

EASY PICKER
®

GOLF PRODUCTS

877-769-3781
www.powertee.com

Official Automated Tee System

http://www.covershotsgolf.com
http://www.coastalnetting.com
http://www.golfwebdesign.com
http://www.wittekgolf.com
http://www.alliedspecialty.com
http://www.champspikes.com
http://www.texnetusa.com
http://www.easypicker.com
http://www.powertee.com
http://WWW.GOLFRANGE.ORG
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