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[ EDITORIAL
uring my travels the past couple years, I've heard several speakers talk about ‘ GIE Media, Inc.
branding and the importance a brand has in the success of a business. They’ve 4020 K‘l?l’((;:f:t'lljl\t(‘;lfl:l‘?zsz()ml floor
lectured about brand development and how it helps manufacturers, distribu- Phone: (800) 456-0707
tors and even magazines like this one. Building a brand helps identify the value of a Fax: (330) 659-0824
business, and if a brand is well known, it's supposed to make selling for that business ‘ Cindy Code
much easier. That, in turn, makes the business more profitable — the obvious goal of Editorial director

Phone: 330-523-5331

all businesses. ccode@gie.net

A brand helps enhance marketing positions, allows companies to set premium

pricing, builds market loyalty and differentiates a business from its competitors. A Jo;gx?rhh
brand has value, and sometimes part of that value is intangible. Marketing profes- Phone: 330-523-5361
sionals say small companies, even a single golf facility, can build a brand. A brand not prethGgendt
only includes the product you offer (e.g., the best-conditioned golf course for your Heather Wood
dollar), but services as well. And every person who works at a golf facility is part of Ph“n:/g,g(‘;flsig;r_sus
those product and service components of a brand. In golf, your brand is an experi- hwood@gie.net
ence because the only thing a golfer can take with him when he leaves the course

are items from the pro shop, but that’s not the main reason why golfers come to your CONTRIBUTING WRITERS
facility to begin with. It's not the main reason for the business. The course is. Terry Buchen, CGCS, MG

Ak : 2 ! < terrybuchen@earthlink.net
The keys to building your brand are: having a committed focus, recognizing your

core competencies and values, consistentl\y delivering your product and services, and |)si|1s:?qu?Eii.nct
providing an atmosphere for pleasant golf experiences. Ultimately, the brand helps s R JOERe
evin Ross,

your customers build confidence in your business because they know what to expect. kjross@vail.net

As a golf course supcrintenAdent, being in contact with the golfers at your course David Wolff
daily is part of building your facility’s brand. Explaining to golfers why course condi- dgwolff@charter.net
tions are they way they are and finding out what they prefer improves their experi-
ence. If your greens are being aerated, do you let golfers know? Do you explain wh EIONCAL ADNESDIY DONRD

e A e i prawtfiocl g 75 ¥ Terry Buchen, CGCS, MG

they're being aerated? Aside from course conditioning, which is the most common Golf Agronomy International
way for you to help differentiat({ your course from others, do you help build your 4 Raymond Davies, CGCS
facility’s brand and improve golfers’ experiences by recommending various types of CourseCo
services to offer customers (babysitting, shoe cleaning and car washes are examples)? Kevin Downing, CGCS

G s & A s 2 AT Ballenlsles C :
Even if you can't actually implement those services because you're busy maintaining Raliedsics Conaytivh

the golf course, see to it your ideas to better the facility are presented. 7 JIiT(HiTIr_S. C(GCIS; i
e C oier Lo ub
Brands such as Apple, McDonald’s, Coca-Cola and Mercedes are some of the most

ey A 5 5 SR Rl o, s . A Laurence Hirsh
recognized brands in the world. Golf facility cxamplcs include Augusta, Pinehurst, Golf Property Analysts
Bandon Dunes and Pebble Beach. Analyze those facilities’ operations to see if there’s
A 3 . Ted Horton, CGCS
something you can glean from them to adapt to your operation and market. Keep in Ted Horton Consulting
mind you don’t h.ave to be kn()v.vn .natlonally to have a well.-respected., s-trong brand. Michael Hurdzan, Ph.D.
However, you might end up building your brand to the point where it is known Hurdzan/Fry Golf Course Design
nationally. Patilones
Does your golf facility have a brand identity in your local or regional market? If Flagstick LLC
so, can it be strengthened? What are you doing to help build your facility’s brand? Jim McLoughlin
A 5 ) 4 : : ) TMG Golf
re other managers, such as the golf pro and general manager, doing their part? Are
you all on the same page regarding the need to build brand awareness to better your Kevin Ross, CGCS

- . Sra T X . Country Club of the Rockies
business? If not, maybe it’s time to sit down and define your brand and execute a

Matt Rostal

plan to develop it. By doing so, your facility might not suffer as much during difficult huterlichen Cotntty Chib

economic times and might outperform competitors during healthy times. A strong, 3 , : !

: ) . ; & Golf Course Industry is published 10 times per
well-defined brand betters business. So be aggressive and innovative and help define year by GIE Media, Inc., which also publishes:
or improve your facility’s brand. You'll be better off for it. 61 Lawn & Landscape, Commercial Dealer,
Interior Landscape Business, Snow Magazine,
Pest Control Technology and Recycling Today
magazines. GIE Media is a leader in custom

publishing, book publishing, database
marketing, conferences and special events.
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