PGA BEST PRACTICES:

PLAYER DEVELOPMENT

Take Advantage
of Online Tools
for Registration
Mike Attara, a PGA
Certiﬁed Professional, is
the PGA general
manager at Eagle Ridge
Golf Club in Lakewood,
N.J., a daily fee facility

We have been heavily involved in Play
Golf America since its inception. At
Eagle Ridge Golf Club, we have decided
to take advantage of as many of its tools
as possible, especially the Play Golf
America website. We built our facility’s
golf academy website with a link to our
club’s listing on PlayGolfAmerica.com.
This page displays all of our Play Golf
America events, including our group
lessons for Women’s Golf Month, Family
Golf Month lessons and scrambles, as
well as our junior classes and camps.
This makes it easy for anyone to register
for these events and access information
on our clinics and group lessons. By
simply linking our website to
PlayGolfAmerica.com, we’ve simpliﬁed
the registration process and promoted
our Play Golf America events at the
same time.
By staying consistent with our Play
Golf America promotional efforts and
the education of our staff, we’ve taken
advantage of the beneﬁts of Play Golf
America and its website. We posted
205 Play Golf America programs on the
website last year, and had 892
participants who registered on line.
Each of these students brings an
average of $850 to our facility,
including green fees, golf car rentals
and golf shop purchases. This is a
signiﬁcant number compared to the
revenue generated from a single lesson.

In an effort to encourage greater participation in events, members at Orinda (Calif.)
Country Club are assessed $85 at the beginning of the year and not charged for individual
events.

What these three clubs have in common is a commitment to increase the
value that they deliver to their members
without forcing them to reach into their
wallets. Unfortunately, not all facilities
have been so quick to act.
Steve Graves, a former PGA Professional who is the president of Creative
Golf Marketing, a ﬁrm that specializes
in helping private clubs with membership retention, believes that too many
took the wrong message from the boom
in private club membership and participation in the 1990s.
It’s like the poker player who draws
the right card at the right time and
comes away with a big pot, he says.
“He got lucky, and thinks he played
the hand well. The club industry was not
fundamentally sound. It was lucky, and
the majority of club officials don’t
understand that,” Graves explains.

It’s all in the family
For more information on Get Golf Ready and other
PGA Player Development programs, please visit
the Player Development page on PGALinks.com.

Officials at The Reserve at Lake Keowee
in South Carolina knew very well that it
would take more than luck to stay successful. At the end of its 10th anniversary year
last fall, the staff met to discuss what was
most important to its members in the
largely second-home community.
“It was very obvious that sharing fam-
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ily time was a key reason members love
The Reserve,” says Director of Marketing
Mike Agee. The brainstorming touched
on a number of ideas, but Agee says,
once one idea came up, “it was like a light
bulb went off – we should have been
doing this all along. It was that natural.”
The idea? The Reserve calls it a Legacy
Membership. Anyone from a grandparent
to grandchild of the member, without any
extra cost, can now be a member of The
Reserve with full privileges.
Initiated at the beginning of this year,
the program has been a huge hit. By the
end of February, nearly 80 member families had signed up for the program,
adding nearly 300 family members to
the club’s rolls. That number should grow
once the season starts.
The club expects to reap signiﬁcant
revenue rewards to go along with greater
member satisfaction.
Frank Santoro, The Reserve’s general
manager, said that the club typically logs
10,000 rounds of golf a year. This year,
barring unusual weather, he expects
14,000 to 14,500. And even though the
new legacy members do not pay green
fees, they must pay golf car fees. Of
course, it is also likely that the new members will bring their friends, who will be
paying not only for golf, but most likely
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