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RUT BUSTERS 
Nine t ips to kick start your facility's performance. 

Is your club stuck in a rut? Do you 
find yourself entering the new year 
preparing to Face the s a m e chal-

lenges with the s a m e strategies and 
programs? If so, you may be feeling 
less than inspired, a condition easily 
spread to team members . It's not 
too late to put a n actionable plan in 
place that will make 2 0 1 4 the year 
you e m e r g e d from t h e proverbial rut . 
Here are tips to kick start perfor-
mance . 

Talk to your m e m b e r s or regular 
customers . Most club m e m b e r s and 
regular c u s t o m e r s at daily fee courses 
have an opinion about your opera-
tion. You want to know what that is. 

input and opinion from c u s t o m e r s 
and prospects. So should you. Ask 
questions about hours o f operation, 
mowing practices, greens speed, 
soap in t h e locker room and lunch. 
Your m e m b e r s are a treasure-trove of 
knowledge and wisdom. Tap into it. 

Highly effective focus groups 
include six to eight people w h o will 
talk with you for 6 0 to 7 5 minutes. 
Listen and let the group talk. There 
is no requirement for explanations 
or grand p r o n o u n c e m e n t s . Just 
listen carefully and ask questions to 
understand fully the real intent of the 
c o m m e n t s . Consider an inexpensive 
form o f compensat ion for their t ime 

f f ^ "No one wants to play a course in poor condition. 
The golf course must be a great shape. There is 
no forgiveness for dead grass, weeds, mud-holes 
and unfinished projects. 

so you can do m o r e of the things they 
like. So, ask them what they think, 
even if you think their answers might 
sting a little. There's no better way to 
learn what mat ters most and discover 
where you are wasting money. 

1. Use every medium available, 
from o n e - o n - o n e interviews and 
focus groups with m e m b e r s to m e m -
ber surveys to regular social media 
polling. Make it personal and dem-
onstrate that you intend to be held 
accountable to their suggestions for 
improvement . Make sure you include 
a c r o s s section of membership, and 
don't overlook your w o m e n members , 
w h o not only are the decision makers 
in most families, but also a r c remark-
ably observant about c lub conditions. 

2 . Gather your own focus groups. 
Top companies constantly solicit 

to e n c o u r a g e a sincere and thoughtful 
engagement . 

3. Be your own "Secret Shopper." 
W h e n w e make calls to our own 
club, w e learn how t h e club is being 
presented to m e m b e r s and prospects. 
That starts with the voice and per-
sonality of the person answering the 
phone and carries over t o anyone w h o 
might have a member-facing role. 
Remember , there's no second c h a n c e 
for a first impression. 

BUT DON'T STOP THERE. Call realtors 
in your market area and ask what 
they know about your club. They talk 
to people all day every day. Ask the 
service station attendant down the 
street for directions t o your club. Ask 
local bankers what they think about 
your club. Call your c o m p e t i t o r s and 

learn h o w they answer the phone. 
Ask them about your club and learn 
how they view you as a competi tor . 

MAKE 1TEASYAND FUN TO USEYOUR 

CLUB, Most clubs have silly rules 

because they've always had the s a m e 

silly rules. Stop defaulting to history. 

Your m e m b e r s - and especially their 

teenage children - can identify t h e 

outdated rules that need to go. 

1. El iminate outdated practices 
that make it difficult or frustrating to 
be your guest. Philosophers s o m e -
times ask " W h y ? " five times. W h y ? 
Because simplicity is easy to explain 
and understand. Complicated and ar-
c a n e ideas require excessive explana-
tion. Busy people don't join clubs to 
add complicat ion and stress to their 
lives, so don't allow an outdated rule 
to u n d e r m i n e your efforts. 

2 . Ask members , " W h e n will w e 
see you next? ' ' For some reason, 
m a n y clubs never think to ask a guest 
to return. So they don't. Make sure 
that your members and their guests 
or the c u s t o m e r s at your daily fee 
course know that you're eager to see 
them again. Repeat patronage is the 
ult imate prize. Win it! 

3. Reward loyalty with recognition 
and real value. Introduce programs 
that make being a "regular" very 
beneficial to the recipient. E s c h e w 
up-front price discounts for continu-
ous engagement . That is the approach 
that is working well for the airline, 
hospitality and retail giants. Recruit , 
retain and build the loyalty of great 
m e m b e r s and cus tomers . 

IM PROVE YOUR PERFORMANCE. With 
so many choices in an over-supplied 
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AD I N D E X C L A S S I F I E D S 

1 C O M P A N Y W E B S I T E PAGE 

Aqua Aid www.aquaaid.com 1 1 

BASF www. bette rt urf. basf.us 5 3 

Billy Goat Industries www.biliygoat.com 2 6 

Club Car www.ClubCar.com 2 3 

Cushman www.cushman.com 2 5 

Direct Solutions www.aatdirectsolutions.com 16-17* 

FMC www.f mcproso I utio n s .com belly 

Foley United www.foleyunited.com 3 1 

Grigg Bros. www.griggbros.com 47 

Jacobsen www.jacobsen.com 6 0 

John Deere www.JohnDeere.com/Golf 14-15 

Neptune's Harvest www.neptunesharvest.com 37 

PBI/Gordon Corp. www.gordonsprofessional.com 2 1 

Petro Canada www.civltasturf.com 4 1 

Plant Food Systems www.plantfoodsystems.com 27 

Qualipro www.quali-pro.com 2 8 

SandMat www.sandmat.com 5 5 

SePRO www.sepro.com 7 . 4 9 

SipcamAdvan www.si pea madva n .com 5 9 

Spectrum Technologies www.specmeters.com 24 

Standard Golf www.standardgolf.com 2 9 

STEC Equipment www.stecequipment.com 5 1 

Toro www.toro.com 5 

Trojan Battery www.trojanbattery.com 19 

Turf co www.trufco.com 2 6 . 3 5 

Weed Man 

*denotes regional advertising 

www.weedmanfranchise.com 37 

FOR S A L E 

Discount 
Small Engines & Parts 

S m a l l e n g i n e s & p a r t s 
f r o m B r i g g s & S t r a t t o n , K o h l e r , 

T e c u m s e h , R o b i n a n d m o r e . 
w w w . s m a l l e n g i n e s u p p l i e r s . c o m 

Also , l o o k u p y o u r o w n p a r t s 
a n d b u y o n l i n e a t 

w w w . s m a l l e n g i n e p a r t s s u p p l i e r s . c o m 

M E R G E R S 8c ACQUISITIONS 

ATTENTION 
OWNERS/BUYERS 

T h i n k i n g o f b u y i n g o r s e l l i n g 

y o u r G o l f C o u r s e B u s i n e s s / 

C o m m e r c i a l R e a l E s t a t e ? 

S p e c i a l i z i n g In : 

• G O L F COURSES 

• G O L F C O U R S E C O M M U N I T Y ' S 

* A C Q U I S I T I O N S 

C A L L : E d d y A. D i n g m a n , C N S 

C o l d w e l l B a n k e r C o m m e r c i a l N R T 

National Golf & Marina 
Properties Group 

8 4 7 - 3 1 3 - 4 6 3 3 

E d d y @ n a t i o n a l g o l f a n d m a r i n a . c o m 

w w w . n a t i o n a l g o l f a n d m a r i n a . c o m 

S E E D S 
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market , the winners are the clubs that 

consistently perform at the highest level. 

Think of these three act ions that can 

b e launched immediately and with very 

little added expense: 

1. Elevate course conditions. No o n e 

wants to play a course in poor condi-

tion. T h e golf course must be in great 

shape. T h e r e is no forgiveness for dead 

grass, weeds, mud-holes and unfinished 

projects. 

2 . Clean up! Thoroughly clean the 

c lubhouse and keep it clean. Malcolm 

Glad w e II points out in T h e Tipping 

Point, his best-selling book about trends 

of change, that the first step In reducing 
c r i m e in N e w York City was eliminating 
graffiti and broken windows. This simple 
step reinforces brand standards, admi-
rable personal and professional habits 
and the sense of well-being for members , 
guests and employees. 

3. Engage your staff. Ask the staff for 
ideas that will add to members3 enjoy-
ment and the operational efficiency of 
your club. Remember , everyone wants to 
play for the winning team and great ideas 
are hiding inside of every employee. 

A few simple steps can make 2 0 1 4 the 
year w e get out of our ruts. GCI 

NATIVE SEEDS 
L a r g e s t d i s t r i b u t o r o f n a t i v e 

s e e d e a s t o f t h e M i s s i s s i p p i , f r o m 

C a n a d a t o F l o r i d a ! W e s p e c i a l i z e i n 

u p l a n d t o w e t l a n d s i tes, i n c l u d i n g 

b i o e n g i n e e r i n g f o r r i p a r i a n s i tes . 

Y o u r n a t i v e s e e d s o u r c e . 

C o n t a c t E R N S T S E E D S t o d a y . 

w w w . e r n s t s e e d . c o m - 8 0 0 / 8 7 3 - 3 3 2 1 

S E R V I C E S 

Providing Bulk Transportation 
of golf course sand, landscape gravel, 

& oth er bulk materials 

www.edgewaterbulk.com 
in fo@edge wa te rbu I k .com 

610-837-3867 
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