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Rethinking your Business Plan

• Smart Business Plans for a Changing 
Industry

• Market Positioning: How to reposition 
to improve value

• How to implement a new marketing 
plan?

• How to understand the true potential 
of a golf facility?
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Omni La Costa Resort

Carlsbad, CA 
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Speakers:

• Laurence A. Hirsh, President, Golf 
Property Analysts (Moderator)

• Mark Mattingly, VP Business 
Development, Landscapes Unlimited

• John Brown, President, Brown Golf 
Management

• Phil Green, COO, OB Sports Golf 
Management
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Smart Business Plans for a Changing Industry

• Purpose

• Pre or Post Budget Process

• Driving the Market

• Elasticity
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What is the purpose of a Business Plan?
One has to believe in the purpose of this exercise before investing the necessary 
time and resources to produce this tool.

• A narrative expression of one’s vision…

• Your team’s operational “playbook”

• Expression of plans to investors, partners, and lending 
institutions…

• Adds accountability through actions to a numeric budget…
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Does the business plan support the budget or 
the budget support the business plan?

…and which one do I work on first?

• The influence of personality type…Dreamers and Doers

• Through the prism of a practical mindset

 Understanding your market

 What capital resources are at your disposal?

 Can you identify a market shifting strategy?

 Understanding what your team can achieve with the 
existing amenities in place
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“No artist (or individual) is completely one or the other.”  
Chris Oatley
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Your business plan must drive the market
…in other words, drive your business don’t let your business drive you

• In the past our business plans may have been rather simplistic…

• Today, our plans must be designed to separate from our 
competition by identifying market behavior, preferences, and 
developing demographics.  

• We must use these indicators to establish a plan for capturing a 
greater level of market share through:
 Social Media POS tools Dedicated sales staff
 Capital improvements (amenities) Enhanced programming
 Dynamic pricing Online booking engines
 B2B partnerships Marketing/Communications

• In an oversupplied marketplace, if you are standing still from a 
programming and strategic perspective, you are falling behind 
and putting your business at risk.
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Elasticity…bend but don’t break

• “Plan you work and work your plan”.  What if it’s a bad plan?

• Be disciplined enough to review your plan at least quarterly
 Evaluate – Forecast – Recalibrate – Execute

• Not every item in your business plan is going to be successful. 

• As you adapt… do not break from your mission…

• If you must depart (bend) from the steps identified in your initial 
plan, again embrace the discipline of planning…and execute a 
short-term outline of actions for the balance of the season.
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Market Positioning – Reposition for VALUE

• Demographics 
Analysis

• Market Analysis
• The Property

• Operational Review
• S W O T

• Conclusions
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Demographics

Households by Income (2017)

TravelTime of 5 minutes TravelTime of 10 minutes TravelTime of 20 minutes

Number Percent Number Percent Number Percent

Less Than $10,000 26 1.10% 93 1.00% 1,281 2.70%

$10,000-$14,999 25 1.00% 93 1.00% 775 1.60%

$15,000-$19,999 28 1.10% 111 1.20% 949 2.00%

$20,000-$24,999 36 1.50% 149 1.60% 1,279 2.70%

$25,000-$29,999 44 1.80% 172 1.90% 1,465 3.10%

$30,000-$34,999 32 1.30% 162 1.80% 1,409 3.00%

$35,000-$39,999 50 2.00% 197 2.20% 1,195 2.50%

$40,000-$49,999 186 7.50% 667 7.30% 2,688 5.70%

$50,000-$59,999 105 4.20% 504 5.50% 2,764 5.80%

$60,000-$74,999 152 6.20% 633 7.00% 3,755 7.90%

$75,000-$99,999 351 14.20% 1,149 12.60% 6,149 13.00%

$100,000-$124,999 305 12.30% 1,159 12.70% 5,453 11.50%

$125,000-$149,999 272 11.00% 1,029 11.30% 4,493 9.50%

$150,000-$199,999 352 14.20% 1,248 13.70% 5,885 12.50%

$200,000-$249,999 196 7.90% 662 7.30% 2,944 6.20%

$250,000-$499,999 256 10.30% 870 9.60% 3,861 8.20%

$500,000+ 61 2.40% 204 2.20% 919 1.90%

Total 2,477 100.00% 9,102 100.00% 47,264 100.00%
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Competit ion
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Market Map - Drivetimes
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The Golf  Course

• Location

• Site

• Resources

• Access

• Condition

• Quality

• Advantages/Disadvantages
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Operations

• Historical Performance

• Trends

• Satisfaction

• Staff

• Marketing
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Market Posit ioning - SWOT
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Market Posit ioning- Conclusion

• Culture

• PR to SP

• SP to DF

• DF to PR

• Renovate/Upgrade

• Pricing

• Add Facilities

• Expand Marketing

• Alternative Use

• Sell
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MARKETING ESSENTIALS FOR TODAYS  
GOLF INDUSTRY

• REVENUE MANAGEMENT
• DIGITAL & SOCIAL MEDIA
• LOYALTY-DIRECT TO CONSUMER PLATFORMS
• TECHNOLOGY SOLUTIONS
• CUSTOMER FEEDBACK
• NON-TRADITIONAL REVENUE STREAMS



2 0 1 8  G o l f  I N C

R e t h i n k i n g  yo u r  B u s i n e s s  P l a n



2 0 1 8  G o l f  I N C

R e t h i n k i n g  yo u r  B u s i n e s s  P l a n

ROM DIVISION
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ROM DIVISION
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DIGITAL & SOCIAL MEDIA
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DIGITAL & SOCIAL MEDIA
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TECHNOLOGY SOLUTIONS
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SURVEY TOOL
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NON-TRADITIONAL REVENUE
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How to understand the true 
potential of a golf facility?

• Market Impact
• Instant Margin
• Operational Margin
• Your upside
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Instant Margin - Low hanging fruit
• RE Taxes
• Insurance

• Heath 
• General Liability

• Leases
• Capital 
• Operating

• Utility Bills  
• Carts
• Management Fees
• Procurement Relationships
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Operational Margin - Key Matrix
• Total Labor to Total Revenues

• 35% to 40% 
• Total Departmental Expenses to Total Revenues

• 30% to 35% 
• COG% (Cost of Goods)

• Merchandise
• 60% to 66%

• Food & Beverage
• 31% to 37%

• Inventory 
• Merchandise, F&B, and Agronomy 
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Your upside
• Instant Margin Savings
• Operational Margin Savings
• Tee Sheet Management

• Golf Groups
• Effective Reach
• 100% Margin

• Membership Growth
• Database Collection
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Tee Sheet Management Strategy:

INVENTORY ANALYSIS
• Tee Sheet Capacity
PRICING ANALYSIS
• The Market
RATE CHANNEL ANALYSIS
• The Margin

TEE SHEET STRATEGY OVERVIEW
• The questions (BG6) every golf operator 

should ask themselves every week.
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The BG6:

• Weather Forecast
• Current Market
• Competition Pricing
• Seasonality
• Utilization Rates (% sold)
• Reach

• What platforms will we reach our 
customers?  

• How do we effectively utilize? 
• What is our messaging?
• Are we actively collecting?

• Emails
• Cell Phones
• Facebook Followers
• Control the customer data
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NONE OF THIS WORKS WITHOUT “REACH”

T H I R D  PA R T Y  DATA B A S ES

I N T E R N A L  DATA B A S ES

S O C I A L  M E D I A  F O L LO W E R S


