
making food, beverage and golf shop
purchases as well.

And all the while, the legacy mem-
bers will be serving as a marketing cam-
paign for the facility, showing just how
valuable that membership is.

The Reserve has taken a big step with
the Legacy Membership program, but
not every idea that gives value needs to
be that big.

The West Bay Beach & Golf Club on
Florida’s southwest coast started a pro-
gram three years ago that gives equity
members six guest green fee passes
(worth $600) as soon as they have paid
their yearly dues.

In 2010, those passes added 806

rounds to the club’s tee sheet (about 4

percent of total rounds) without sub-
stantially hurting the guest-fee business,
PGA Director of Golf Jeff Raimer says.

The club adds even more value by
allowing the many off-season renters in
the real estate development to assume
membership rights and access to the
course.  Renters from equity members
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The PGA Annual Operations Survey, which provides PGA Professionals with key

statistics and benchmarking tools relative to golf facility operations, reveals a

downward trend in median private club memberships between 2005 and 2009.  However,

membership-related revenues increased in the same time frame. Using the online survey

tool, one can ascertain that many clubs were able to increase their annual membership

fees and dues to counteract the decline in membership - evidence that perhaps they are

succeeding in adding value for current members.

PGA Annual Operations Survey reveals trends in private club
memberships, revenues
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When I was working at Cannon Ridge Golf

Club in Virginia, I created something

called the Family Golf Program, which

we now use at PGA Golf Club.  This

program allows parents and their children

to come out and play a few holes at the

end of the day – when the tee is open

because it’s too late to get in even a

quick nine holes.  The idea was to break

down one of the barriers to playing golf:

that the game has to be 18 or 9 holes.

Why not let juniors and their families

play a few holes, take their time and

have Fun with a capital F?  My rationale

is that I’d rather get you and your family

on my course for one hole five times a

month than have the adult come out

and play 18 holes every other month.  

By getting the family out to the course

together in a stress-free setting, they

get comfortable with playing golf, and

we get to know the customer better.

From a business perspective, the

Family Golf Program is an effort to

maximize facility use: If the tee is open, I

want someone out there playing.  We

charge $7 for a parent and child to play

one hole, and there’s a matrix of pricing

options based on how many adults and

children are playing together.  This also

boosts incremental revenue – such as

food and beverage, and merchandise

sales – and people come back for

clinics, lessons and full rounds.

For more information on Get Golf Ready and other
PGA Player Development programs, please visit
the Player Development page on PGALinks.com.

PGA BEST PRACTICES:
PLAYER DEVELOPMENT 

Flexible Play
Options Bring
Families Out

Bob Baldassari is the
PGA General Manager of
PGA Village in Port St.
Lucie, Fla., a resort
facility


