
J a c k B r e n n a i i founded Paladin Golf Marketing in Plant City, 
Fla., to assist golf course owners and managers with successful 
marketing. He can be reached atjackbrennan@tampabay.rr.com. MARKETING YOUR COURSE 

FOCUS YOUR SALES EFFORTS 

When prioritizing your goals while course survey of all public and semipri-

creating a marketing plan, focus vate courses in a 40-minute radius. Then 
your time and energy on soliciting we conducted a telephone survey of the 

business segments that will generate the same courses. Afterwards, we conducted 
most revenue. in-person surveys to confirm the telephone 

A good marketing plan is dynamic, so if survey information, 
you're monitoring it properly, it will change From our surveys and other sources, we 
as the year progresses; and each subse- reviewed facility-reported demand com-
quent year, you identify the most profitable pared to consumer- or population-reported 
marketing targets better. A good marketing demand. Interestingly, the facilities were 
plan requires realistic goals and market reporting almost 23 percent more rounds 
research, but even with solid research and than the population method of demand 
preparation, a plan can go wrong if it's not analysis. The likely sources were golfers 
monitored closely. coming into the market from outside the ra-

Paladin Golf Marketing conducted a mar- dius used for analysis and tourism/visitors, 
keting assessment report for Baywood Tree After we confirmed the tourism pressure 
Golf Club (actual name withheld for con- through the hospitality industry, the rounds 
tractual reasons) in November 2006. The opportunities would be duly noted and 
report was a researched assessment of future included in our marketing assessment rec-
public, member and expected play levels in a ommendations with strategies to outmarket 
market with a priority placed on direct com- the competition for this business, 
petitors. The purpose was to assess market To assist our research, we needed direct 
demand for golf in all segments of area play: feedback from customers and area golfers, 
outside, membership, group business, hotel, Normally, we recommend a player survey 
seniors, etc. Once this market research is - 12 questions distributed at the course 
compiled, it can be used to assess market for 10 consecutive days each quarter - but 
success levels at a course. If done correctly, the course was in its off-season generating 
it's all the market research needed to begin few rounds. We decided to conduct an e-
concerted marketing strategies and tactics survey and contracted with an e-marketing 
for a public-access golf course. company for the opt-in e-mail addresses of 

Baywood Tree's owner wanted market- golfers only, 
ing assistance on an affordable, step-by-step One of the greatest benefits of the e-
basis. The course didn't have much cash survey, besides the response information, is 
flow, and the owner was contributing more the quick turnaround time. Within 10 days, 
than $65,000 a year to the operation for we were set to mail. With an incentive in-
the past several years. Although the owner eluded, we experienced a 14.5-percent open 
had means, he wanted to begin with the rate on our e-mail blast, and 10.9-percent 
marketing assessment report to determine of those opens filled out the survey. It's not 
if his course had the chance to succeed in the greatest return ratio, but we had 126 
the market or decide on a more viable use completed surveys and were able to use the 
of the land. respondents' likes, dislikes and comments 

First, we completed a demand analysis about the course and other favorite course 
based on population demographics. On av- information as a snapshot of how our sub-
erage, each 18-hole equivalent was projected ject course is perceived in its marketplace, 
to generate 7,000 more rounds than Bay- Think about the value of the research we 
wood Tree was generating. Not good news have at this point and how it benefits our 
for Baywood but promising for the future. decision making while planning the market-

Next, we completed an Internet golf ing. We have the owners', long-time manag-

ers', sales managers', employees' and several 
loyal golfers' perceptions of Baywood Tree's 
strengths and weaknesses. We have 
industry statistics to gauge what demand 
levels could be expected at the course. We 
have a history of rounds and revenue the 
course has generated the past several years. 
We have a good but general idea of what 
segments are playing at all of the course's 
direct competitors through our Internet, 
telephone and in-person surveys. And we 
have direct feedback from our e-survey of 
area golfers. That's powerful research on 
which to base marketing. 

Baywood Tree's owner is a busy medical 
specialist and doesn't have time to focus 
on the club as much as he would prefer. 
He bought the property, including the golf 
course, in 1979, and the club took care of 
itself through the mid-1990s. However, he 
didn't have any golf-industry experience, 
and his management team learned by the 
seats of their pants during golf s better 
times. Beginning with fiscal year 2002, the 
course began experiencing losses, which 
continued to mount primarily because of 
oversupply on the peripheral of his primary 
market and some neglect of the facility's 
clubhouse and food-and-beverage opera-
tion. Still, the golf course is in good condi-
tion and competitive relative to the market. 

A marketing assessment report isn't 
intended as a marketing plan. It's the foun-
dation on which to build a marketing plan. 
The problem that occurred a few months 
after the marketing assessment report was 
submitted and reviewed was it was left in 
the hands of the management team without 
proper monitoring mechanisms in place. 
It only took an hour-and-a-half phone 
conversation to realize the salesperson had 
gravitated to sales targets she was most 
comfortable with. They weren't the targets 
that could generate the most revenue. 

The problem in Baywood Tree's case was 
prime selling time wasn't optimized by rely-
ing on the judgment of a salesperson versus 
a marketing planner. Know your business 
priorities, focus on them appropriately, and 
monitor your efforts in a systematic way. 
That's priority marketing. GCI 
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