
can assume their membership for
$1,000 per month, while renters of non-
member residents can play four times a
week for $1,600 per month.

For this year’s off-season, which runs
from November to May, the facility has
sold far more play to renters.  The pro-
gram has generated so much play – an
average of 50 more players per day – that
the club has been forced to use both the
first and the 10th tees during peak times.

But just as important as the golf, food
and beverage and shop revenue, Raimer
reports that these initiatives have
helped sell homes and memberships.
And those sales have added substantial
value to existing memberships.

For clubs that do not have a real
estate component, getting members to
play more golf may be the simplest way
to enhance the value of a private club
membership.  That is the view of Shim
LaGoy, a PGA Master Professional who
has been at Orinda (Calif.) Country Club
for 20 years.

Orinda is not challenged for mem-
bers, but a few years ago, LaGoy started
to notice an erosion in member tourna-
ment play at the club.  His wake-up call
came when a formerly popular member-
member event was not filling up.  Since
then, he has taken a number of steps to
turn things around.

Three years ago, the club started
phasing out a la carte fees for member
events.  After all, on top of their dues,
members are assessed $85 at the begin-
ning of the year to cover the cost of
events, so LaGoy decided they shouldn’t
also pay for each individual event.

Over the next couple of years, LaGoy
and the golf committee chair worked to
improve the quality of the events by

addressing pace of play, prizes, and food
and beverage service.  Eventually, they
decided to make the beverage cart circu-
lating during the event complimentary.

To appeal to the competitive nature
of his members, LaGoy has also created
a player of the year program out of the
events and shares the results in real time
on the club’s website (pictured).

LaGoy believes that as much as pro-
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1 Provide additional programs and playing opportunities for your female members.

2 Encourage more family play and activities.

3 Meet with your staff to identify elements of the club that are most important to

the membership.

4 Offer online tee times, freeing up your professional staff to serve members on a

personal basis.

5 Implement a more casual culture by allowing members to wear denim in the

clubhouse.

6 Provide children’s programming outside of junior golf initiatives.

7 Assess pace of play, tournament prizes and food and beverage services to

improve the quality of member events.

8 Create a “player of the year” program to appeal to the competitive golfers at

your club and provide them an incentive to play more rounds.

9 Understand your community. Develop programming and a culture that

addresses the needs and wants of your membership.

10 Create a method for demonstrating to your owner/club president the

effectiveness of your added value promotions.

Ten Best Practices for adding value to your club

The flexibility of the Get Golf Ready

program makes it ideal for our facility.

For example, to fit our budget we

modified the price to $119.99 instead of

$99.  This allows us to offer some

giveaways and creates other

opportunities to enhance the program.

We also have customized the

curriculum to fit our approach to the

learning process, meaning that we start

from the green and work back out to

the tee and finally the golf course.  As

for the golf course part of it, we utilize

our short three-hole academy course to

acclimate new golfers to the course and

create a solid comfort level.

My advice to other PGA

Professionals is to jump in and offer Get

Golf Ready because it works, then

customize it and create other programs

around it that all connect and link

together so that a brand new golfer can

see all the steps.  One option is to create

a shorter, more inexpensive “orientation

to golf” program to get people into the

full Get Golf Ready program.  Also, you

can add a program after Get Golf Ready,

something like a “Get Golf Better”

program that really connects the

participants to the golf course, maybe

even a playing league of some sort.  The

benefits to your facility can be endless if

these programs are created and new

golfers develop an affinity for your

facility as their golf home.

PGA BEST PRACTICES:
PLAYER DEVELOPMENT 

Customize the
Specifics of

Get Golf Ready
Tom Morton is a PGA
director of player
performance at Haggin
Oaks Golf Complex in
Sacramento, Calif.

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


