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Why should you care?

* Financing
* Estate Valuation
* Real Estate Tax Assessments
* Federal Income Taxes
* Competitive Market/Market Positioning
* Litigation
* Divorce

* Eminent Domain
e Partnership Disputes

* Renovation
» Depreciation/Deferred Maintenance
* Purchase/Sale
-
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What Do You Need to Know?

Elements of Value

Market Analysis

Property Characteristics
Highest and Best Use
Influences to Value

The 3 Approaches
Different Types of Courses
Unique Considerations
Common Mistakes
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Elements of Value

* Going Concern
* Real Property

e Land

* Improvements
e Golf Course
* Buildings
e Other Facilities
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Elements of Value?

* Personal Property

Equipment (Maint. & Kitchen)
Fixtures

Furniture

Carts

Merchandise

* Intangible Property

Goodwill

Brand

Management

History
Licenses/Agreements
Leases
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Market Analysis

' ™ -
Golf Course Growth - US Golf Course Supply - US, since 2000
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Market Analysis

Segmentation of US Golf Courses - 1931 Segmentation of US Golf Courses - 2015
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piol o NIl Golf Conrse Market/Marketahllity Study Process

1 What goff marhet solf market segment(s) does the subject golf course property have the ability to senve? Some factors to consider include:

Course design and quality
Facilities design and quality
Legal
Socialfeconomic charactenistics of the <lub and commu ity
Location—How the golf course fits into the community groth stiucture
Hose: If the work done in Step 1 identifies more than one segment, then the study would become 2 highest and best use
study. This, among other factors, requires repeating the following steps for each segment studied.
2. What are the characteristics of the golf market seament that desies this type of golf course?
+ Market area concepts
- Timedistance concepts
- Area over which equally desirable su bstitute propenties tend to compete
- Location of curient membeis\users
Geogiaphic market delineation
Consumer profile of mast likely vsers
- Type
> Tourist
» Second-home residence
White collar executives
Corporate outings
Local residence
Etc.
- Characteristics
> Income
> Age
= Social
> Employment categories (i.€., high-tech, sevice, etc.)
3. What is the golf course demand for this market segment?
Infered methods
- Current macket conditions
- General groth triends of ity and subject subma ket
Fundamental Methods
- Ratio methods by golf course type

> Ratio of current rounds\memberships to indicator proxies such as: population, age, income, emplkyment, tourists,
hotel rooms, ete.

- Segmentation method [segmentation of 2olf course types, user types, paticipation rates, and average rounds played)
4. What is the competition in this market for this market segment?

Current competitive courses

Planned competitive couises
5. What is the maiket condition for this market segment? (comparing supply with demand cu rrently and for the futuie)
6. How much of this market segment can the subject golf property captu re?

Curient capture analsis methods

Competitive course rating methods
7. What are the financial implications to the property?

Is it 2 good investment? [investment value to individual or specific group)

Is the propety’s value more than its cost? (feasibility)

Does this market segment produce 2 higher net income than another segment? (highest and best use)

What is the golf course’s market value? (appraisal)

Can redirected managementymarketing increase income? [management practices)
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Soure: Adapted fom Stephen F. Fann 0g. “Segmens.onof GO fCou e Mams. [he Apvasal oo’ Janvary 2003): 63.
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IEETEXI Golf Market Segments: Course Types and Demand Sources

Market Segment | Demand Sources | Characteristics
Daily-Fee
Resident-Based (Including
Municipal)
Affordable daily-fee Price-conscious residents nearby Limited maintenance and services
Value daily-fee Value-conscious residents nearby Moderate maintenance and services
Upscale daily-fee Higher-income corporate clientele Upscale maintenance, services, and design
coming from a greater distance
Specialty
Theme course +  Wider market area Replica holes
+ Tourists + Themed atmosphere (NFL, college,
Corporate Opryland)
Semiprivate

Includes all of the daily-fee
characteristics above, but

typically with some form of
membership/annual pass option
Private
Resident-Based (Including
Stand-Alone and Community
Amenity Clubs)
Affordable country club Local residents seeking the “best Limited services, maintenance, and
deal” amenities
Geared toward individuals
Middle-market country club Local residents seeking lifestyle Family-friendly
Upscale country club Local high-income residents seeking | - Highest level of maintenance and service
family, social, and business use More social activities
Specialty
Destination club= residential Non-resident, high-income Vacation/second home clientele
Usually a “second” club “Big boy” clientele
Destination ("big boy™) club Resident or nonresident Limited number of members or
Often corporate entertainment “national” membership
Selective membership
Excellent facilities, maintenance,
and services
Resort (with Lodging)
Urban resort Corporate Usually upscale and affiliated with hotel
Upscale tourist
Leisure resort (nonurban) Families Vacations and meetings
Corporate retreats

Source: Adapted from Stephen F. Fanning, “Segmentation of Golf Course Markets.” he Appraisal Journal (January 2003): 62-67.
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Property Characteristics

 How much does the quality of the
layout mean? (Donald Ross v.
Donald Duck)

e Conditions!!!
e Facilities
e Condition

 Adequate
e Overbuilt
 LOCATION
Olf
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SWOT Analysis - Golf Property Analysts

e Strengths Weaknesses Criteria
Advantages of fagiities? Disadvantages. of Ladlities?
Competities advantages?
Resources, Assels, Peonle? Resgurces, Assets, People?
MembershipfCustomer Bakse? Base?
Firancial reserves, Boely returrs? Firancial reserves, Rl
Marketing - reach, distribution, raliries?
Bwareness? Marketing - reach, distribution,
Inncrative aspects? awarengss?
Location and geographical? Irniovative asperts?
Price, valle, quality? Leation and geoqraphica?
Price, wahus, quality?
T LS ? jthora Criticisimes?
Cuitiral, atfitudinal, bebavioral? Technalogy/Communications?
T 7 Cultural, attitudingl, behavioral?
Reguiation/Market Percaption? Tooks Equi prent ?
Historical Performance? Reputation/Marks! Perception?
Diapth of Markat & Competition? Histeieal 7
Depth of Market & Competition?
Erimerta Opportunities Threats Criteria
Market developments? Poltical effects?
wulnerahifities? Leislatie el
Industry or lifestyle trerds? Ervironmental affecta?
Technology development. and IT developrments?
innowation? Competitar irtentions -
GlobalfMarket influences? various?
Mew markets, verthcal, hodponta? Market dernand?
Miche taraet markats? P techrolagies, serices
AeditiansUpgrades 1o idinars?
Faclities/Programs? VRl contracts and parners?
Ma 7 Susteining internal capabilities?
Infarmation and reseanch? Otstarles faree?
Partnerships, agencies, distribution? IrsLrrmouniable weaknegms?
Praparty Constraints? <
Less of key staff?
Susteinable Nnancial backing?
Econeeny - haire, abroad?
Sapsonality, weather effets?
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Highest and Best Use

* Four Tests
* Market Segment
e Alternative Use

e Can a portion of the pro;oerty be
alternatively developed:
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Influences on Value

Universe of Buyers
Financing
Competition
History

Condition

Need for Capital
Infrastructure
Revenue Balance

galt

e Er AT . T ) anaIVSts
J ction with (J(z -] '--_:_.l_.IJJ j._l_f.}-u‘. INQUSry snow valuation - advisory

N ATI ON AL G OL F C OUR S E A SS OCIATI ON




% S

The 3 Approaches

Applicability

Reliability

Jurisdictional Issues

Metrics (Units of Comparison)
Data
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Different Types of Facilities

* A golf course is not a golf course
 Market Segments
* Revenue Sources
* Private
* Dues
* Membership Fees
* Assessments
* Use Fees
* Refund Obligations

* S per member gdlf
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Different Types of Facilities

* Daily-Fee
* # rounds
 Weather
S per round
* Resort
* Municipal
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Unique Considerations

* |[nefficiencies
e F&B
* Management
e Clubhouses
Weather/Climate
* Case Law
* NY, NJ
* Conservation Easements
Golf Communities
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Common Mistakes

 Comparing Courses in different
market segments

* Poorly suEported nghest and Best
Use (market segment)

e Outdated market data
* Inadequate Market Data

* Irrelevant metrics (units of
comparison)

* Inappropriate Approaches
e Unrealistic Financial Estimates

«
* Incorrect cap rates 90|f
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