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Disclaimer

Velocity has prepared this report for the sole use of its Client. The report may not be relied on by any other party without
the express written consent of Velocity Consulting.

Velocity has exercised due and customary care in conducting this study, but has not, save as specifically stated,
independently verified information provided by others. No warranty, expressed or implied, is made in relation to the
contents of this report. Therefore, Velocity assumes no liability for any losses resulting from errors, omissions, or
misrepresentations made. This report was prepared at the request of the Client.

Any recommendations, opinions, or findings stated in this report are based on the circumstances, data presented by the
client, and facts as presented at the time Velocity performed the work. Any changes in circumstances and facts upon
which this report is based, or errors or omissions in the data presented to Velocity may adversely impact any
recommendations or findings.
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Executive Summary

. The economic future of Kenosha county is mirroring the nation and state. As long as working people from other
communities continue to join Kenosha, that growth will help to mitigate the current economic downturn, which is expected
to last at least 3 more years.

. The courses generate over $100,000 for the county in taxes, annually, bringing over $11,600,000 to the local economy.

. Financially at the courses, concessions and cart revenue per round are getting closer to where they need to be. Net
greens fees realized per round and equipment sales per round are lower than where they need to be.

. A major source of losses at Brighton Dale is the Red Nine course. Brighton Dale is already underutilized and it is the least
utilized of the three courses offered, even accounting for its reduced holes. There may be other benefits to keeping the
course open, but given current operations, looking over the next ten years, it could save the county over $1million in
today’s terms by donating it to the state (or selling it). Investments in the future of this course could help grow the overall
number of golfers, but could also drive private small business under who would be less able to compete with a subsidized
premier golfing experience, resulting in other course closures and a decreased tax base.
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. Petrifying Springs (herein referred to as PETS) is already operating near breakeven. It can improve its operations by:
— Raising season pass prices to free up course utilization
—  Targeting the higher income areas close by to replace its lowest paying customers
— Lowering the quality of the course to lower maintenance fees
—  Creating partnerships with local schools and colleges

. Brighton Dale (herein referred to as BD) is losing money, but can turn the corner by:
— Investing in paving its cart paths to improve quality and playability, while reducing long term maintenance costs
—  Targeting higher end customers through marketing and establishing a Grainger/BD League
— Reducing its supply expenses by optimizing buying processes

. Overall there is great hope for these courses
— They already justify their existence through economic value they add back to the community
—  Withrelatively small changes and a focus on the marketing plan it is likely PETS will be profitable in the upcoming

year and BD within 3 years
v Velocity
\ ' Consulting
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Introduction

Golf is an extremely important and impactful sport in the United States. If broken down even further golf is a very popular
sport in Wisconsin, even more specifically in the city of Kenosha and its bordering counties. Kenosha County is home to
some of the state’s most treasured courses; PETS Course and BD Links Course. Recently the desire to conduct a
feasibility study to better assess the benefit of the two golf courses in the community arose. During the study which was
conducted from May through August of 2011, PETS and BD Golf Courses along with their 13 identified competitors were
studied and examined in order to conduct the feasibility study. The following study was impactful to the local community in
that, it provided data on the current status of the specific courses. The following study will primarily focus on the financial
and marketing aspects of the two courses.

Central to the feasibility study are the:
—  Status and statistics of the local golf market
— Demographic and geographical breakdown of the local community
— Anin depth marketing research study of the customers at both courses
— Recent performance updates of the specific courses and their competitors
— Relevant changes and recommendations

The feasibility study was commissioned by Kenosha County and began at the end of May, 2011 and completed in
September, 2011. The activities performed by the consultants included the following: numerous initial consultant-
competitor calls in the pursuit of data collection, meetings with the executive board of Kenosha County, extensive analysis
of the utilization of the specific courses at hand as well as geographical, financial, and market analysis.

Velocity Consulting was asked to conduct this study (a 100% student run full-service consulting organization) It was
started in the fall of 2010 and has the infrastructure needed to provide substantial knowledge and assessment to complete
this study. Many disciplines collaborated to share their talents and specialties to better aid the project.

We thank the county for the opportunity to conduct this work on its behalf and look forward to presenting this in person.
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Snapshot from the US Census Bureau

Kenosha County
Population, 2010 166,426
Population, percent change, 2000 to 2010 11.30%
Population, 2000 149,579
Persons under 18 years old, percent, 2009 25 50%
Persons 65 years old and over, percent, 2009 11.10%
Living in same house 1 year ago, pct 1 yr old & over, 2005-2009 84.10%
Language other than English spoken at home, pct age 5+, 2005-2009 10.40%
High school graduates, percent of persons age 25+, 2005-2009 87.20%
Bachelor's degree or higher, pct of persons age 25+, 2005-2009 29 00%
Mean travel time to work (minutes), workers age 16+, 2005-2009 26.1
Median Household Income, 2010 $28.794
Median Individual Nonfamily Income, 2010 $51,187
Persons below poverty level, percent, 2009 12.90%
Accomodation and food services Sales, 2007 214.034,000
Land Area (square miles) 272 83
Persons per square mile, 2010 610
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Snapshot from the US Census Bureau
Population Counts Overview For the last 3 Decades

1990 2000 2010
Brighton 1,264 1,450 1,456
Bristol* 3,968 4,538 4,914
City of Kenosha 80,426 90,352 99,218
Paddock Lake 2,662 3,012 2,992
Paris 1,482 1,473 1,504
Pleasant Prarie 12,037 16,136 19,719
Randall 2,395 2,929 3,180
Salem 7,146 9,871 12,067
Silver lake 1,801 2,341 2,411
Somers 7,748 9,059 9,597
Twin Lakes 3,989 5,124 5,989
Wheatland 3,263 3,292 3,373
Kenosha County 128,181 149,577 166,426

% Change 1990 - 2000

% Change 2000 - 2010

Brighton 14.72% 0.41%
Bristol* 14.36% 8.29%
City of Kenosha 12.34% 9.81%
Paddock Lake 13.15% -0.66%
Paris -0.61% 2.10%
Pleasant Prarie 34.05% 22.21%
Randall 22.30% 8.57%
Salem 38.13% 22.25%
Silver lake 29.98% 2.99%
Somers 16.92% 5.94%
Twin Lakes 28.45% 16.88%
Wheatland 0.89% 2.46%
Kenosha County 16.69% 11.26%

Key Observations:

*Population growth has sustained the local economy over the past two decades.

*Forecasts are good for continued spillover from Illinois and overall population influx.

*The local housing market has suffered more than nationally, but appears it may be outperforming now.

*With few transaction points, housing is difficult to gage locally.
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Snapshot from Wisconsin DWD
B T ———
Jebs & Wages

Education services 6,534 3.0%% 1.8% 343,576 8.8% 4.0%
Adminisirative & support services 4,784 20.0% - B.d% 520,740 - 10.2% 2.1%
Faod services & drinking places 4,672 - 37% - 2.2% $11,205 J.0% 2.1%
Executive legislative & general government 2,922 0.9% 0.5% £39,454 1. 7% 1.8%
Haspitals 2,743 5.2% 2.2% $40,283 4.4%, 4. 2%
Ambulatery health care services 2,038 57% 2.3% $50,378 - 0.1% 4.7%
Merchant whaolesalers nondurable goods 1,623 0.2% - 1L&% 855,277 3.01% 3.0%
Mursing & residential care facilities 1,515 2.0%% 2.8% $24,633 . 4% 3.5%
Fabricated metal product manufacturing 1,592 = 919 - 2B 554 477 = 3.3%% 4, 2%
Faod & beveroge sores 1,425 - 2.9% - 4.0% $20,795 1.4% 2.1%

Key Observations:
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*Employment diversity continues to improve in the region.

*The shift towards lower paid support positions mirrors national trends.

*Executives and leading edge technology recruitment would help the local scene.

*Education professionals and government officials make a strong potential customer base for the courses.
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Unemployment rate - Not Seasonally Adjusted ~

10%-
8% Wisconsin
7.3%
Aug 2011
6%
4%
2%-
0% . ' ! ! | ! | ! ! !
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1

Unemployment rate - Not Seasonally Adjusted® ~

Kenosha County, Wi
0%- 9.9%
Jul 2014
A%
0% : . : ; ' . ' | | |
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Key Observations:

. Kenosha continues to lag the state in Unemployment.

. However, it is beginning to look more like the norm when put in a National perspective.
. Continued employed growth influx is required to sustain the local economy.
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Snapshot from the US Census Bureau

Unemployment Rate to

Golf Revenue Ratio

(Kenosha) <--This ratio is multiplied by 10000 for readability

Year March April May June July August| September October
2006 0.0073 0.0017 0.0012 0.0013 0.0013 0.0011 0.0015 0.0035
2007 0.0035 0.0029 0.0011 0.0011 0.0009 0.0012 0.0014 0.0020
2008 0.5131 0.0016 0.0012 0.0011 0.0010 0.0012 0.0014 0.0032
2009 0.0114 0.0049 0.0029 0.0023 0.0021 0.0025 0.0027 0.0123
2010 0.0092 0.0046 0.0033 0.0022 0.0026 0.0021 0.0028 0.0052

Key Observations:

=Ratio of Unemployment rate to Golf Revenue — BD and PETS

=Ratio nearly doubles and in some cases more than doubles in respective months from year to year.
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»This is due to the multiplier effect combined with the speed of the onset of the recession.
*Trend has been the same for national and state unemployment.

=In general, there is a correlation in Kenosha with unemployment, but the effect of local unemployment is NOT impacting
revenues by a significant margin.

»Thus far, the golfers at BD and PETS continue to play, implying their employment is not affected to the same degree as
the surrounding region.
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Activity in Cyclical Sectors Well Below Long-Term Norms
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Key Observations:

. Cyclical activity low is seen as bullish for the economy by the consensus of analysts.

. Kenosha's loss of cyclical business in the vehicle segment will lessen the impact of upturns and further downturns.
. Consumer spending is dropping yet again making recovery difficult.

. Kenosha is mirroring the nation in most regards, having recovered partially from the plant closure blows of the past.
. No significant attraction of world changing technologies means Kenosha will need to continue to rely on spillover
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2nd Quarter: Sharp Data Downshift
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Goldman Sachs US Forecasts Versus the Consensus
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Key Observations:

. Overall US growth is currently forecast to increase, however recent revisions are more neutral.

. Unfortunately, September data suggests that the overall economy may be headed the wrong direction again. v Velocity

. Overall unemployment nationwide and in Kenosha is expected to remain high (above 7%). \ ’ Consulting
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Hotel Distribution
Petrifying Springs and Brighton Dale Golf Courses
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Competitor Golf Courses
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Petrifying Springs & Brighton Dale
Golf Courses

. There is Favorable Hotel Density nearby PETS, but still nothing next door.
. The BD location is suboptimal for those wishing for close by lodging.

Hotel Density
— High : 1.44087

Low: 0
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Restaurant Distribution
Petrifying Springs and Brighton Dale Golf Courses
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. There is a high restaurant density within a 5 minute drive of PETS.
. BD has a captive restaurant audience which it could leverage by increased pricing.
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Petrifying Springs and Brighton Dale Golf Courses

Drive Times
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I &righton Dale
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| | 30 min drive time

Census Tracts
Within 30 Drive Time

The map explains the Census Tracts that were selected for analysis. Census Tracts are areas that share similar
traits as well as calculated by zip codes and population. The Census Tracts are displayed with a light white and
grey outline. These are the Census Tracts that are included in the approximately 30 minute drive times. This
selection of Tracts were used to concentrate analysis and help make the map and information more easily

understandable.

O
C
)
_|
@)
<
[Tl
A
)
—
@)
_|
>
A
@
[Tl
_|
~—~
Z
C
<
vY)
[Tl
A
[Tl
O
N

\/ Y



Drive Times From Courses
Petrifying Springs and Brighton Dale Golf Courses
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This map shows drive times from the two focal golf courses, BD and PETS. These drive times are broken down

into four segments, 30, 20, 15, and 10 minutes. The red line represents 10 minute driving distance, green line

represents 15 minutes, blue line represents 20 minutes and purple line represents 30 minutes. These areas were

created with network analysis which model the street layer to calculate the drive times. This tool can also estimate v Velocity
areas by miles. \ ‘ Consulting




Competitor Golf Courses
Petrifying Springs and Brighton Dale Golf Courses
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This map displays a spatial sprawl of the competing golf courses. The green stars represent the golf courses
that were selected by hand and identified as level competitors. The yellow stars represent the other public
golf courses within the associated study area. The red golf stars represent the private golf courses that are in
the area as well.
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Census Tract Tapestry
Petrifying Springs and Brighton Dale Golf Courses

Jeffaragn County Wapkeaha Couroh
Caunty

gauksa Copfly
County G0

I 12 up and Coming Famiies
13 In Siyle
B 4 Frospenus Empy Mosters
B it Eniomnsing Professionas
I 7 Geven Acres
B 12 Cozy and Comioriatie
. B 19 ik and Cookies
_ 1a B 24 vtain Sieet, USA
ot 26 Mictand Crowd
e 8 Aspiring Young Famiies
m': - 20 Fusiten Retroos
-juhlhmﬂtumﬂﬂm
Eount r e i - 32 Rusths® Traditions
7 | 33 Mkl Junction
L 36 Old and Mrwoomans
B 22 wdusinous Urban Fringe
41 Crossroads
I :: Groat Expecianons
- 82 tnnov City Tonanis
60 City Dimensbons
85 Socsal Security Set

N
Eokn A [ 56 unciasssea

O
C
)
—
@)
<
[Tl
A
)
—
@)
—
>
A
@
[Tl
—
e
Z
C
<
W
[Tl
A
[Tl
)
~

Mepanry Connty
Cirnfy

N/ o A



Census Tapestries

Census Tract tapestries are small descriptions which
are interesting and important tools to understand the
communities interests.

Each Tapestry has a brief description about the
population in the Census Tract.

Tapestries classifications that can be focused on for
this analysis are 4, 6, 7, 14, 18, 30 and 36. These
numbers are used to identify the different categories
and can be identified in the legend on the map. These
Tapestries that were mentioned have an interest in golf
and other golf related activities.

4,6, 7, and 18 contain the highest prosperity groups.

30 and 36 contain those with the most time to play but
will be more price sensitive.

04 Boomburbs

Segment Code ..o 0
Segment Mame ..o -Boomburbs

LifeMicde Summary Growg ........L1 High Society
rbanization Summary Group ....US Urban Outskirts [

Demagraphic

Tha nawest additiors io the suburbs, thesa communities
are homa to busy, affuent young familles. Both the:
neighbarhoods and the families are growing. Boomburbs
s tha fastest-growing markat in the United States; tha
population has baen growing ata rate of 4.51 panant
annually sinca 2000 It 1s also homa to one of tha highest
canoentrations of young familles with childran. The median
age Is 1.8 yaars; one-fifth of Boomburks residents are
batwaen 35 and £4 years of age. There is ktthe ethnic
divarsity in the population; mast af the rasidents ara white.

Socioeconomic

Tha Boomburbs markat Includes one of tha highast can-
cantrations of two.-income howscholds, complemented

bry ona of tha highsst rates of Ebor force participatian,

at M parcent. Residants arawall educated: mora than
50ipercant of the population aged 5 years and alder hold
abachalor's ar graduate degrea. Thay wark primanly in
managament, professional, and salkes ocoupations. The
meadlan howsahold income s $110,581, mone than doubla
that of the: US mesdian. More than half of these housshalds
receiv additonsd incoms from interest, dvidends, and
rental property. The medlan net worth i $357 251

Residential

Tha nawest davelopmants in growing araas, Baomburbs
neighbarhioods are concentrated in tha South, West, and
Midwest; tha highest state concentrations ane found In
Texas and California. Appragmately threa-quartars af
tha housing units in Boomburbs neighborhoods were
bullt aftar W8 most are dngle-family houses. These ara
tha nawest davelopmants In growing araas. The home:
ownarship rate ts B8 peroent, compared ta &4 pancent for
tha United States. The median home valuse of $287 £00
15 also high comparad 1o tha US median of 3157913,
Commuting links these dual-carser houschalds with
thair suburban Ifestyla. Many work cutside thair resident
caunty; 35 parcant crass county bnes to work (pompaned
ta 22 parcent for the Unitad States)

Preferences

Residents’ product praferancas reflect their suburban
Iiastyle. Boomburbs i the top segrmant for buying
housshold furnishings, ioys and gamas, men's businass
ard casual clothas, big-screan TVS, cars, and tress. This &
alen thea top markat to own big-soreen TVs, CVD playars,
digital camcorders, vidao game systems, and scanners
2= wall 2z owning or lezsing full -stra SUVE. Residents

aan lapicp computers, all kinds of software, and twe

ar mare cell phonaes. They are well-irsured, holding Ida
risuranice polices worth $500,000 or more. They go anling
frequently 1o buy lowers and tidkets o sports evants,
trade and track their immsiments, do their banking, and
maka travel plans. Parsonal computer use by children
youngar than 18 yaars s the highast af all the Tapastry
sagments.

Boomburbs residents prefar homes with fireplaces and
hot tubs. They tend ta emplay professional hauschold
cleaning sarvices. They will do homa Improvament
projects thamsedvas or hine 2. contractar for man:
complicated work. Far property maintenanca, they hire
lawin cara and landscaping sarioes, but will also do some
lawn cara themsebs.

Family vacations are a top priceity; irips to Diney

‘Warld, Sea Warld, and othar thema parks ara popular
destinations. For axarcisa, they play tennls and goff, sk,
Iift weikghts, and jog. They watch family videas on DV,
attand basehall and baskatball games, and go o golf
toumamants. They will readily spand mora than $250 2
year an high-end sports aguipment and buy family DY Ds
for their callections. Favortte typas of radia programs
indisda alternatie, soft contemporary, sports, and all-talk
They remd parenting, frence, and business magarines and
watch newar sitcoms and dramas on TV
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Sophisticated Squires

06 Sophisticated Squires

LifeMcde Summary Group........L1 High Society

Urbanization Summary Groug ...UT Suburban Periphery |

Demographic

Residents of Sophistiated Squires naighborhoods enjay
rulturad country Itfe on the urban fringe. Thesa oty
escapees aooept longar commutes to ive near fewer
neighbars. Mostly married couple famibies; mare than
&0 perent of tha households are mamied couples with
chiidren that range from toddiers to young adults. Tha
median age s 34 yaars. Mest are Baby Boamers and
are aged batwoan 35 and 54 years, This segment i nat
athinically drvarsa; most reskents ana white.

Socioecomnomic

Thase residents are educsted: mare thar one-third of
tha papulation aged 25 years ar alder helds a badhalar's
or gradusta degree; anathar third has attended college.
Laber fiarca participation rates are high; cooupatians
ranga from managemant o urebilled labor posttions.
Mozt werk iInwhite-caller jabs. The median housahold
Incoms s 385,144, Mearly 90 percant of the households
aam wage or salary ncome; neary half supplemant thair
wagas and salarias with interast, dividands, or rental
Incoms:. Tha medtn net worth s $287 727,

Residential

Sophisticatid Squires e in less densely populsted arcas
roncentratad along the Atlantic coast and around tha
(Great Lakes. Approvmataly 30 parmant of tha housing &
single-family homses; tha median home walue 15 §730,733.
Seventy.-four percent of the housing was bult bafore 190
55 percent was bullt between 1970 and 183 Mora than

B peroent of the households own at laast bwo vehicles.

Thay prafar compact SUVs; however, many driva minivans o
fll-sira UG

Preferences

Do it-yourselfers, Sophisticated Squines residents taka
care of their lawns and kndscaping: homa improvements;
and remodeling projects such as bathroom remodaling,
irstalbng naw light fixtures, painting home interiors,
stzining dedks, and deaning carpats with their staam
cleanars. Thay bka io barberue on their gas grills and
make braad with ther braad-making machings. Many
heusahelds own 2 matcecyce A typacal housshold will
awn thrae or mare call phanes. Lacking boward tha future,
many residants awn stades, bands, and lama e insurance
palicks. Whaen dieting, they oo an Weight Watdhers, many
a2 tresdmill or staticrary bk to stay fit

Thery go power baating, play boerd and word games, do
woadwerking prajects, and attend foctball and basehal

games. Adults also take photos, play gelf, and da their
metoroyces. Children play games an the hame persanal
compauter and typically own a video gama system. Resl-
dents listen tosoft adult contemparary music; chssic hits;
naws; all-tlk; and sports radio, Including broadcasts of
professional games. Although many househalds heve four
aor mara TVs, residents watch as much television as typical
U5 houszhalds. Favortia programs include rews, come-
dias, dramas, and programs on Home & Garden Telessian

Exurbanites

07 Exurbanites

Segment Mame

LifeMode Summary Group ........L1 High Society
Urbanization Summary Groug ... U7 Suburban Perphery |

Cemographic

Exurbanites residants prafar an afluent Mestyla inapen
spaces bayand tha urban fringe. Although 40 percent e
empty nestars, anather 17 parcent are marmed couples
with childean still Iving at homa. Half of the householders
are aged betwaen 45 and &4 years. They may be part of
tha "sandhwich generation,” because ther medan age

of d5.5 years places them drectly between paying for
children’s calleqe axperses and caring for elderly parants.
To understand this seqment, the IHestage s as mpartant
as tha Ifestyle. Thare 1s btte cthnic dwvarsity; most
rasidents ara whita.

Sociceconomic

Tha &5.2 percent labor force participation rata ks slightly
highar than tha US rate of 42 4 parcent. Apprasmately
half work In substantive professional or management
positions. Thase residents are educated. mare than

4] percent of the population aged 25 years and alder hoid
a bachalor's or graduate degres; approximately thrae
In fiour have attended college. The median net worth is
588,532, appromimately four tmas the national figure.
Tha median hiouseholdd incoma 15 384 527 Mare than

X percent garn retiremsnt Incoms; anather 57 parcent
racaen additional Income fram Imestmants.

Residential

Ahthough Exurbanttes neighbarhoods are growing by

141 percent annuzlly, thay are not the newest arcas. Recant
construction comprisas only 27 percent af the housing.
Severity percent af the housing units wera built after 1559,
Most ara single- iy homes. The median homa valua s
£ME 430, miore than one-and-ona-half mes the: natiore]
medlan. Bacaise Exurbartes cannot take advantage of
public transportaitian, nearly 50 parcant of the houschalds
own at least twa vehicles. Thelr average commuta tme ta
wark is comparabla ta the LS averaga.

- N
) ]

=g

Preferances

Beczirza af thair Ifestage, Bawrbanttas residents faous

an financial security. Thay consult with finanoal planners;
have [RA accounts; own shares In money market funds,
mustual funds, and tax-axempt funds; cwn comman stock;
and track thair Investmants online. Batween long-term
carg nsurance and substamtial ife Insranca palicias, thay
are well msured. Mamy have home equity lines of credit.

To Improve thar properties, Exurbanites residents wark
an thair homas, lawns, and garders. They buy wn and
garden care products, shrubs, and plants. Although thay
will alsa work on homa Improvements such as interior
and exterior painting, they hire contractors for more
complicated peojects. Ta halp them comipleta ther
projects, thay cwn all kinds of home Improsement toals
such as saws, sanders, and wallpaper strippers.

Thery are vary physically active; thay [ift waights, practica
yoga, and jog fo stay fit. They ako go baating, hiking, and
k=yaking; play Frisbee; taka photes; and go bird watching.
‘Whan vacationing in the United States, thay hike, downhill
skl play goff, attend bva theatar, and see the sights. This
15 the top market for watching codege baskatball and
profiessional football gamas. Thery isten to public and
naws/tak radic and contribute 1o FBS. Thay partiopate in
civic acthvities, serve on commitiees of local organirations,
address publc meetings, and halp with fundraising. Many
ara memibers of charitable organtatians.
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Empty Nesters

14 Prosperous Empty Nesters

LiteMcde Summary Growg.........L5 Senior Styles

Urbanization Summary Group ....U7 Suburban Periphery |

Demographic

Appradmataly &in 10 houschaldaers In Prosparous Empty
Nasters neighbarhoods ane agaed 55 years or oidar. Forty
parcent of tha houssholds are compased of married
cauphes with na chilidren living at home. Residents are
anjoying tha move from child-rearing to retiremnant. The
median age Is 489 yaars. Population In this segmeant

Is Increasing slowdy, at 0.53 percent annually; hawesar,
tha paca will probably accelerate as the Baby Boomars
matura. Prosperows Emply Nesters rasidants are not
athinically diverse; appraoximaialy 90 parcant ara white.

Sociceconomic

Witth 2 median net worth af 3251 5596, Frosparmus Emypty
Nasters invest prudently for the future. The medisn
hausehald Incoms ks $67, 795, Athough T percent of

tha howuseholds cam incoma from wages and sakries,

59 percent recaive Investment Incomse, 30 parcant collect
Soctal Seourity banefits, and 28 percent recaiva retiemant
Income. Farty-ane parcant of residents aged 25 years
and oler hold badhelar's ar graduate degrees: nearly

10 percent have attanded colloge. Many residents who
are still warking hawa soild prafessianal and management
cargers, aspecizly in tha aducation and health care
Industry sectors.

Residential

Thase residents bve In established naighborhoods
located throughaut the United States; sppeoximately one-
third of these houschalds are found on tha East Coast.
Thasz neighborhoads exparienca Ittle tumaver from year
ta year. Sevanty-sevan percant of the housing was bl
bafore 1580 Most of the housing Is sngla-family, with a
median homa value of $193, 784

Preferences

Frosperows Emply Nestors residents value their health and
firancial wall-baing. Thair Investmants induda annuities,
cortiicatas of dapasit hald longar than six months, mutul
funds, maney markat funds, tax-exempt funds, and
common stadk. They hold universal Me irsurance polides.
Residants axercisa regulary and ke a multituda of
vitamins. They refinish furmiture and play golf. Thay also
attend goff tournamenits and sports events, particularky
baseball games and college foothall games. Thay onder

by phane from catalogs and use coupors. Howschoids
ara bty to own or lease 2 luxury car.

Frosperous Empty Nesters rasidants tzka pride In

their homaes and communities, so home remodeling,
mprowaments, and kawn cara ara priorities. Residents

willl join @ cvic club or chantable organization, help with
fund-ralsing, write to a radie station ar newspaper adior,
and valuntear. They travel axdansivaly in the United States
and abroad. They raad blographikes, mysterias, and history
books; bao or mare daily nmwspapers; and business

ar #tnass magaznes. They watch gol, news, and tak
programs on TV.

Cozy Comfortable

18 Cozy and Comfortable

Segment Mame e

LifeMiode Summary Groug........L2 Upscale Avenues
Urbanization Summary Group ....US Suburban Periphery i

Demographic

Coryand Comfortable residents ara middka-aged married
caupks who are comfartably setthed In their single-
family homes. in alder neighbarhoods. The madian aga
of 42.3 years k fva years clder than the US median of

17 years. Mest residents ara married without childran or
married couples with school-aged or adult childran. With
.7 milion people, this s a refatively lrge seqment that is
growing moderataly by 048 percent anrually since: 2000,
Most of thesa residents are whita.

Socioeconomic

Although the [abar farca 1= cldar, they are In no hurry to
ratire. Tha lebor foroe participatian rate & 5.7 percant;
tha unemployment figura is 9.3 percent. Emplayed
rasidants work In professional, managarial, and service:
crupatians In @ varkety of Industry sectors. Oocupation
distributions ara simikr to US salues. The median
housshald Incoma ks 355,565, Incoms far B0 pancant of
tha househobds 15 eamed from wages and salanes. Farty-
six percent of households receive iInvestment Income.
Thair mesdian nat worth s $181 850

Residential

Coryand Comfortable neighberhonds are located In
suburban aress, primarlly in the Midwast, Northeast,
and South. Many residants are still IMng in the homas In
which thay ratsed thair childran. Single-familly structures
maka up BB parcant af the household imantary. The
median homa value ks $154,850, Saty-two pancent of tha
housing unilts werz bullt befora 1970, Home awnership &
at B5 peroant.

Preferences

Caxy and Comnfortabla residants prafar to own cortiicates
af deposit and corsult a financial planner. They typically
hold 2 second morigage, @ new car loan, 2 homa aguity
b af credtt, and a universal 1o Insurance: palicy. Hama
improvement and remodeling projects are Important ko
thern. Although they will contract for soma work, they
attempt many prajects, espedaly painting and kwn cra.

Depending on the seacan, they play golf or oz skate far
eeroise. Thay attend ice hockay gamas, watch sclanca

fictian mowles on DVD, and take domastic vacations. They
et at family restaurants such as Friendly's, Bob Evars
Farms, and Bag Boy.

{zaing onling Isn't a priarity, so they own older homs
computers. Talavision is wary Important; many housaholds
awm four ar mare sats sa thay won't miss any af their
favarita shows. They watch sports, particularly foothal,

ard news pragrams. Raading the Sunday newspaper is
part af tha routing for many.
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Old & New

36 Old and Newcomers

Segment Mame e Ratirement Communities

LifeMode Summary Groug......... LS Senior Styles
Urbanization Summary Groug ... Metro Cities Il

LifeMode Summary Group ........L4 Solo Acts
Urbanization Summary Group ... Metro Cities Il

Demographic

Most of the households in Batiremnant Communitias
neighbarhoods are single seniors who live alone; a fourth
Is married couphes with na children Iving at homa. This
oidor markat has 3 median age of 52,4 years. One-third of
tha residents and 44 parcent of hausehalders are aged

&5 years or alder. Twenty-threa percent of the population
and 31 percant of householdars are aged 75 yaars or cidar.
Most of the residents ara whita.

Sociceconomic

Tha median haussheld Incoma for Retiremant
Communities s §45 174, slightly balow the US median,

but the median nat warth af 37944 1z much higher

than the US value. Nearly half of the housaholds zarn
Incoms from interast, dividends, and rantal properties;

& parcent receive Sackal Securtty benefits; and 25 parcant
receiva retiremnant incoma. Most of thase still warking

ane employed in white-coller conupations. Ratiemant
Communities residants are an educsted group: 14 parcent
of the residents aged 25 years and alder hold 2 graduate
degraa, 35 parcent have a bachelor's degrea, and mare
than &0 parcent have attended colege.

Residential

Retirement Communities naighborhoods are found mostly
In cities scattered across tha United States. Mast housing
was bullt aftar W52, Congregata housing with maals and
other sanicas Indluded in the rent | 2 feature of thesa
neighbarhoods. Fifty.saven percent of the hausehalds
Ivez In retitiunit bulkdings; howerear, 34 percent of the
hausing Is sngle-family structuras, and 8 parcant i
townbausas. The home ownarship rate s 54 percant; tha
madian homa value I 3183,320.

Preferences

'With mare time ta spend on keisure activities and hobbics,
residents play musical Instrumenits, paint or draw, work
crosswoeds, play bingo, or attand adult educatian dasses.
They akse visit museums, attend the theztar, ga dancing,
practice yoga, oo canoeing, and play galf. Thay will ravel
to gamble in Atlantic City ar o visit Dieney World. They
attand sports evants such = golf iournamants, tennis
matches, and basaball games. They spend tima with thair
grandchildren and spol tham with toys. Politically active,
thesa residents ara *jainars” and belong to ovic clubs
and charitabla organkratians. Thay own stacks and bank
anling. They prefar to own or kasa 2 domastic whida.

Thesa residents dascriba themsaives as moderate or
frequent viewars of daytime and primatime TV, Thay
watch naws programs and besaball gams, tennis
matches, and galf toumamants. Cable channed favorites
ara Brava, tuTV, ESPM naws, and Travel Channal Thay
listen o clessical and public radia. fvid readers, thay

reqularly read dally nawspapers.

Demographic

Residents of thesa transitanal neighborhoads are eithar
bagirning thalr carcers of rating. They ranga In age from
thair 20s ta 75 and alder. Their median age of 172 yoars
spitts this disparity. There are mora singles and shared
hausshalds than familles in these neighbarfoods. Most
of the residents aro white; howaver, the diversity dasely
resemiles that of the Unitad States.

Sociceconomic

Stxty-four percant are in the labor force; the
unernplayment rate Is 106 parcent. The median
househald incoms of 384,501 and the madian net woeth
of £23.4% ara below the US medans. Educational
attainment, callege, and gradusta school errcllment
are above average. The distribution of employeas by
cerupatian s similar b that af tha United States.

Residential

Spread throughout metrapalitan aness of the United
Statas, Old and Nawcomers neighbarhoods sustain 2
Iot of transition. Mora than half tha popuation aged five
years and aldar has moved In the last #va years. More
than &0 parcent rent; appradmataly half inmid- or
high-rise bulldings, with neerly 14 parcent in twa- 1o
four-unit bulldings. Six In tem housing units ware built
batween 185 and 1989, The avaraga gross rent In thesa
neighbarhoods s similar tothe US awmrege. The medan
hame valuo ks S4GT72.

Preferences

Their purchasas reflect the unencumberad Ifestyles of
singles and ramters. They spand kess at tha grocary stora
than langer hauseholds. A domastic subcompact ar com-
pact car senves themwall They arange their vacations io
keap In touch with out-of-town refatives and fiends.
Thery resd fiction and nonfiction, newspapers, and
magarines. Theywatch TV, listen to contemparary hits
radia, go to tha movas, and rant DVDs ta viaw at hame.
Their kilsura activities ara as varked as thakr ages. They
wroiza by walking, swimming, and gaing bowling. They
alsa oook at homa.
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FINANCIAL OVERVIEW AND ANALYSIS /i
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Spending patterns of PETS, BD Overall Impact

Due to proximity to the courses and the park, real
estate values in the area are approximately $3,500,000

Average Customer Spends $58.60

per Golf Outing outside the course, higher than similar areas in Kenosha without such
excluding lodging amenities.
. In an in person study (discussed later in this report),

over 400 people were surveyed on site regarding their
spending patterns. This data is both statistically
% Shop significant and provides insight into their current
= Food customer base. In this survey it was discovered that
the average user of the course spends over $58 per
outing outside of the course in the local community
(%66 if lodging is included).

® Gas
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. This generates over $5,600,000 in revenue for local

Tax Impact area businesses.

The Courses contribute . The course itself provides over $2,700,000 in revenue.
approximately $108,900 in tax
revenue to the cou nty . Not counting the additional revenue this generates as

the local businesses and governments spend these
dollars, nor the money the courses employees spend
locally, the courses contribute over $11,600,000 in
economic impact annually to the community.

$13,356 i Increased Area
. Property Tax
Values

i Sales Tax
Generated From
Patrons

i Sales Tax
Returned From
Operations

N/ o A



Revenue Data Per Round Key Observations

Per Round . Most of the revenue created comes from Greens Fees.

Revenue PETS 2010 Actual BD 2010 Actual . In addition to this, food and cart rental account for
almost 35% of the revenue per round.

Greens Fees $14.89 $19.16 . Merchandise is very negligible part of revenue for the
golf course.

Food $4.33 $4.25 . The numbers for the pie chart are taken from the total
numbers PETS + BD.

Merchandise $0.79 $0.91 . More profitable courses are comparable in greens fees
but have much higher cart revenue. Some courses

Cart Rev $5.78 $5.24 have cart revenue per round as high as $9.00 or more.

. Although the greens fees are higher at BD, the food

Total Revenue $25.80 $29.57 and cart revenue are lower than the less expensive

PETS.

Sources of Revenue

u Greens Fees / Round
L Food / Round
= Merchandise / Round

 Cart Rev/ Round

N/ o A
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Golf Shop Revenues per Round Greens Fees per Round @
Merchandise Revenue / Round Greens Fees Revenue / Round -ITUI
5.00 b $25.00 $21-29——— —
$ $19.16 $18.31 A Py
$4.00 $20.00 $14.89 T $16.48 PO O
$3.00 $2.43 $2.68 $15.00 c
2.00 .
$ $0.79 $0.91 $10.00 %
$1.00 : $5.00
$- —w i I m $- D
PETS BD NGFNatKenosha Moor Wanaki Naga PETS BD NGF Ave Kenosha Moor Wanaki Naga >
Ave City  Downs City  Downs —]
>

. Both courses appear to realize less than their
competitors in revenue from greens fees, with PETS
underperforming the NGF national average.

. Both courses significantly underperform the area and
national average (source National Golf Foundation,
NGF, Municipal course national average data).

. Some of this variation can be described by the top

. Golf shop revenue makes up only 3% of total revenue i _
end of course pricing found through calling as seen

per round currently but could become 6-7% if it

mirrored the national average. below.
Minimum Average Maximum BD PETS
\Weekday w/o cart $20.0 $26.7 $42.0 $26.0 $24.0
\Weekday w/cart $30.0 $42.0 $68.0 $42.0 $40.0
\Weekend w/o cart $23.0 $30.0 $42.0 $33.0 $32.0
Weekend w/ cart $37.0 $47.0 $68.0 $49.0 $48.0

N/ o A



Cart Fees per Round Food Sold per Round @
Cart Fees / Round Food Sold / Round -I'I'UI
$10.00 $9:00 $7.00 A
$900 $588 RE AA
$7.00 $6:10 $5.00 | $4.33 175 %461 ®)
$5.78 .. ., $5.68 C
iggg $5:24 $4.97 $4.00 >
: $4.00
$4.00 $3.00 $2.12 $2.18 O
$3.00 $2.00 O
$2.00 >
$1.00 $1.00 —
$0.00 $0.00 >
PETS BD NGFNatKenosha Moor Wanaki Naga PETS  BD NGF NatKenosha Moor Wanaki Naga
Ave City  Downs Ave City  Downs

. While both courses underperform compared to the national
average, they are generally in line with other courses in the region.

. Greater detail is required to understand the profitability of either
venture, although data acquired from other professionals suggests
the carts should be profitable at this level, and the food services
division might not be profitable at this level.

N/ o A



Course Utilization Maintenance Expenses per Round

Rounds Played/Hole Maintenance Cost/Round -ITUI

2,500 2,289 $8.00 U
$5.99

2,000 $6.00 ;U

1209 3.77 @)

1,500 1,209 . $400 $ C

1,000 | =z

$2.00 -

500 - O

_ | $000 — T D

PETS BD PETS/BD Brown County ™

-

. BD is underutilized compared to PETS. . Maintenance expenses are higher than other courses. >

Unfortunately, only Brown county presented its
maintenance data in the local area. However
conversations with Waukesha/Moors indicate similar
levels.

. The Red Nine is the most underutilized of all, whether
putting the data in per hole or per 18 hole terms.

. Overall maintenance costs at PETS/BD have
skyrocketed over 80% since 2004, far outstripping any
measure of inflation or other cost category on the
books.

. Note: PETS and BD report maintenance combined.

. These numbers exclude personnel.

N/ o A



Operating Expenses/Round Excluding Depreciation Key Observations

. PETS has the lowest operating expense per round of
any of the courses analyzed.

BD $32.00 . While PETS’ operating expense levels are similar to
other courses in the same sizing category, their usage

PETS $22.67 rate is much higher driving down their operating
expense per round.

Area Average $38.34 . BD’s average expense is still low considering the
average.

. When looking at Green's Fees in relation to the
operating expense, the ratios are steady with the area
standard at about 1.6 dollars of expense for every
dollar of greens fee; The BD ratio is slightly above the
norm.

Area-Average

= Operating Expense per round l

BD
L Avg. Greens Fees

PETS
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Cost Structure of combined courses Key Observations

. Largest 2011 Budgeted Items . By keeping an eye on percentages, you can create

—  Temporary Salaries variance analysis. One could see variances in labor,
supplies, and utilities. One can also see if the variances
are caused by efficiency/inefficiency or for other
reasons.

—  Full Time Salaries

—  Other Operating Supplies
—  Concession Stock

—  Utilities
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Distribution of the 5 largest expenses

Distribution of Cost

5.7% B Salaries - Temp

B Salaries - Full Time

& Other Operating Supplies

B Concession Stock

H Utilities

N/ o A



E 5 @
Revenue 1,608,356 Revenue 1,062,807 jZ>
Depreciation 254,237 Depreciation 149,314 O
Difference 1,354,119 | Difference 913,493 é
Operating Expense 1,740,813 | Operating Expense 933,906 2
Difference (386,649) | Difference (20,413) g

o

TI

. BD underperformed in 2010. Not accounting for . PETS performed adequately in 2010. Not accounting O
depreciation, and depending on how fixed costs are for depreciation, and depending on how fixed costs are U
allocated, BD lost somewhere between $125,000 - allocated, PETS generated somewhere between Tl
$225,000 in 2010. $50,000 - $150,000 in 2010. J’;

. . . . —

. In the above data, costs were split proportionately . In the above data, costs were split proportionately 6
based on factors such as usage rates, internal course based on factors such as usage rates, internal course >
budget allocations, and share of holes. budget allocations, and share of holes. )

. Depreciation was estimated based on a 63/37 split. Depreciation was estimated based on a 63/37 split.

. The new accounting system should allow the course to
provide exact details of the split going forward and
rationale as to how it is chosen.

N/ o A



Optimal Number of Holes

25.7 full time employees at BD (including proportionate
administrative splitting).

Total Compensation is approximately $1,002,000
Compensation/hole = 1,002,000/45 = $22,666 per hole

Revenue less Depreciation Projected for 2011 at BD:
1,777,999 — 252,000 = 1,525,999

Labor percentage 2009 = Compensation/Op costs
1,002,000/1,995,000= 50.2%

If labor costs are kept proportionately consistent:
50.2%* $1,525,999 (Budget)
= $766,051 Compensation Budget

$766,051/$22,666 (compensation per hole)
= 33.8 holes

33.8 holes can be staffed using the current labor rates
per hole and current revenue.

45-33.8=11.2

If all items are proportionate, the course should
eliminate 11.2 holes.

However, the savings would not be proportionate in
reality as some personnel would be maintained
regardless of the shut down.

This duplication would require approximately 15 holes
to be closed to achieve optimal savings, depending on
staffing choices.

Given the cost to undo this decision, the partial savings
9 holes offers seems to be a more prudent decision.

As the 9 hole course is already underutilized, the actual
cost per play for players using the course is the highest
of all the offerings the county has.

By eliminating the 9 holes there could be a possibility of
reducing the labor cost to the level that could be
sustainable over time, increasing employee
satisfaction, reducing turnover, and increasing
scheduling stability.

Maintenance expenses would also decrease
immediately to more sustainable levels as
approximately 15-20% of the course grounds which
were previously high maintenance would require very
little maintenance.

N/ o A
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Net Present Value Analysis

Using course accounting information under the most
positive light (excluding any principle, interest, or
depreciation costs), three 10 year net present value
scenarios were run to determine its costs or savings in
terms of actual money today. A ROI, using the current
net assets of the course applied to the Red Nine is also
included for your convenience.

Assumptions: 3% after tax interest rate, 10 years of
operation.

Current course annual data:

Total Red Nine Revenue: $199,800
Maintenance costs on the Red Nine: $172,298
Contribution: $27,502

This is simply the amount the course contributes
towards other activities and does not charge for its
share of costs (see the bottom right corner for that
number). The course appears to have been a
disproportionately large contributor to overall net
losses.

These numbers do not account for principle and
interest as stated above, nor depreciation, nor fixed
cost overhead, nor maintenance on concessions, sales,
parking, etc.. This is not in conformance with GAAP,
IFRS nor the principles of GASB nor FASB. This
contribution is lower than the other 36 holes at BD,
even accounting for its size.

If the Red Nine course shut down, however, it would
not lose all of the customers as BD has a great deal of
extra capacity for play. Current internal estimates put
the customer loss at 30% from shutting it down.
Therefore, Revenue if it were shut down would be:

Total Red Nine Revenue: $199,800
Less Customers Lost: ($59,940)
Realizable Revenue: $139,860

So the net savings If the course was sold off or donated
to a conservancy outside of the park would be:

Realizable Revenue: $139,860
Less: Old Contribution: ($27,502)
New Contribution: $112,358 / year

BD + PETS Net assets are approximately $3.5 million
Therefore Red Nine’s share is approximately $500,000.

On the following page, three scenarios are analyzed
with the above assumptions in place. Itis also
assumed that the business operates each year as it is
currently without passing judgment on improvements
nor declines in business.

In the first scenario, expenses are allocated
proportionately to the average of course utilization and
number of holes (18.5%), yielding:

Total Red Nine Revenue:

Proportion of Expenses
(not including notes nor depreciation) $322,050

Total Red Nine Loss 2010: ($122,250)

$199,800
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Net Present Value Analysis

. Scenario One;: . Scenario Three:

— Keep the Red Nine open —  Shut the Red Nine down now, pay minimum
maintenance of $18,000 a year as raw land, and
pay $1.885 million in today’s money to resurface,

. Keeping the course open over 10 years, allocating . q h in 2021 Thi
18.5% of the cost structure to the course and buying an Imigate, and reopen the course in - 1S

irrigation system in 2012 for $600,000 has a net $1'E:]8F.’ miIIiop nug]b(?r s provideg _by the_ C(l)_urse
present value is ($1,747,594). as their cost in today’s terms, and is not in line

with generalized estimates provided by the
GCBAA, ASGCA, nor DGA. Unusual conditions

«  ROI=(1,747,594) /500,000 = (350%) and/or higher quality standards may exist which
may explain all or part of this deviation.

. Scenario Two:
—  Shut the Red Nine down and donate the assets . The Net Present Value of the loss is ($985,749).

to a conservancy outside of Kenosha county or
sell the assets to a private party
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- ROI = (985,749) / 500,000 = (197%)

. Shutting down the Red Nine and disposing of it still
leaves a Net Present Value of the savings of
$1,070,794.

. In all scenarios, no depreciation is accounted for, nor
ongoing external maintenance costs after 2015, nor
principle and interest on the notes. Including these
would adversely impact all scenarios. If the notes were

. ROI =1,070,794 / 500,000 =214% included the ROI in Scenarios 1, 2, and 3 would

respectively be (391%), 173%, (238%).

«  All scenarios use methods not in keeping with FASB «  Bottom Line:
nor GASB to emulate current data collection — Keeping the Red Nine open ROl = (350%)
techniques. —  Shutting the course down ROI =214%

—  Shutting down, and reopening ROl = (197%)

N/ o A



Breakeven Analysis

Using course accounting information (non-
FASB/GASB), Red Nine is the least profitable of all of
the county’s courses. It's contribution margin is the
least of BD’s three even when taking into account its
size relative to the other two courses.

Looking under the most positive light possible, where
maintenance costs do not change, but players flock to
the course, the level of play increase required to offset
savings from shutting down looks to be around 60% as
follows:

Net Savings from Shutdown each year $112,358
Total Revenue/Round at BD currently $29.57 (est)
Current rounds played: 9,250

Round increase required to offset savings (breakeven
point) at the Red Nine: 3,800

Business at the Red Nine must therefore increase
approximately 41% to breakeven versus shutting down.

This is a bad assumption however as maintenance
expenses would certainly increase. Therefore
business must increase approximately 50-65% for the
Red Nine to justify its existence financially as it stands
currently, assuming accurate data.

This does not include any current anticipated spending,
which would make the number higher .

These assumptions are based on current course data
and do NOT include depreciation nor principle nor
interest payments. Inclusion of any of these items
would increase the amount of play required.

When including having to pay on current and/or future
obligations and depreciation, the level of play is
required to increase over 110% versus donating the
course to a conservancy outside of Kenosha county
(i.e. Bong), or selling off the land.

Bottom Line: Itis unlikely that the Red Nine will be
profitable for quite some time. Business at the Red
Nine must increase approximately 60% for the Red 9 to
begin to justify its existence financially as it stands.
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Red Nine Considerations

The decision surrounding whether to keep Red Nine open or not has major consequences and therefore requires careful
consideration. The following “T-chart” lists some of the major reasons to keep the course open and to close it.

Reasons to keep Red Nine open Reasons to close Red Nine

As noted above, it is a part of the facilities that generate
tax revenues from gas, restaurants, shopping, and
lodging.

Red Nine provides salaries to their workers, which
spend money in the community.

Itis a part of the facilities that generate tax revenues for
the state.

Itis a part of the facilities that offer recreation and
exercise opportunities for country residents.

Itis a part of the facilities that offer entertainment
opportunities for business people.

The Red Nine, in particular, could be a source of
training for new players to enter the sport.

The Red Nine is particularly beautiful course that offers
an opportunity to connect with nature.

Data indicates that the county will save more than
$1,000,000 with the closing of Red Nine.

Business at the Red Nine would have to increase
approximately 60% to breakeven.

Data suggests that BD customers are seeking a
“professional” experience, which does not include a 9-
hole course.

There are more than 15 other local area golf courses
that offer opportunities to learn the sport of golf.

Investments in the future of this course could help grow
the overall number of golfers, but could also drive
private small business under who would be less able to
compete with a subsidized premier golfing experience,
resulting in other course closures and a decreased tax
base.

White 18 and Blue 18 are under utilized and could offer
the opportunity to play only 9 holes of golf.

Unlike PETS, the data suggests that real estate
property values are not impacted due to their proximity
to BD.

N/ o A
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Rounds Played — National Trends

. Golf rounds in the last ten years have stayed considerably stable in the U.S.

. Rounds have dropped 2.9 million (around 0.6%) from 489 million in 2008 to 486 million in 2009.

. From total annual rounds five years ago, it has decreased about 3% .

. People are managing their cost by playing less expensive courses and playing at off-peak times.

. 2010 Finalized numbers were slightly down nationally and in the Midwest (excluding December, January, February).
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. Wisconsin overall had rounds up slightly in 2010.

. 2011 Data has rounds played in Wisconsin down approximately 10% from 2010 data through the end of July.

Percent ‘Change 2009 vs. 2008

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009
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Golf Participation — National Trends
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Golfers age 6+ (mm)

Core (8+rounds)

Occasional (1-7 rounds)

86 87 88 89 90 91 92 93 94 95 96 97 98 99 00 01 02 03 04 05 06 07 08 09

The number of golfers has declined 5.1% from 2008 to
2009. That trend appears to continue locally.

Over the past five years, numbers have decreased
about 9% (around 2.7 million).

Golf is still the number one individual outdoor sport and
has around 27.1 million participants.

15.3 million of the participants play at least 8 or more
times in a year.

Since the number of golfers has declined over the
years and annual golf rounds have stayed around the
same, this suggests that the people who did play,
played more rounds of golf. That trend may be
beginning to diverge in 2011 as current data suggests
that both the number of golfers and number of rounds
is declining.

*Source — National Golf Foundation (NGF) Data

N/ o A
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Equipment Sales — National Trends

. Equipment sales peaked around 2005-2006, but have
declined since that time.

—&— Wholesale Units
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130
. —e&— Wholesale Dollars
. Club units have decreased by 21% and dollars 27%. 1201 16 116 445
g 110
. Golf Ball units decreased by 25% while dollars by 17%. -; -
3
. Since equipment sales have significantly decreased i
and the number of golfers has decreased over the past 2
few years while the annual golf rounds have remotely 70 1
stayed the same, this suggests that the people who are =

golfing have kept the same equipment and have not B 0, 2005 2006 2007 2008 2009
spent money on buying new clubs and golf balls.

. This is particularly distressing for the next few years of
the sport as active participants have declined to invest
in their own sport. This could lead to dramatic declines

in the quantity of golfers should the trend continue. , e e
1291 —a—  Wholesale Dollars
110 104

£ 10
E
8 o0
@
m.
70 |
m {
50

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

. *Source — National Golf Foundation (NGF) Data
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13 Key Competitors

. The 13 competitors listed to the left are considered
competition to both BD and PETS because they are
1. Johnson Park compeiion padactid :
2 Washington Park located within range of one another and they are
comparable on multiple levels such as pricing and leve
) parabl Itiple level h as pricing and level
3. Muskego Lakes of play.
4. Bristol Oaks «  Atelephone survey, designed by Carthage students,
was conducted over the course of the summer.
d d h fth
5. lves Grove Detailed information regarding concession pricing,
alcohol pricing, hours of operation, and busy times
6. Browns Lake were noted. The survey was conducted on a mix of
. week and weekend days.
/. Rivermoor
’ . The survey offers highly detailed information which
8' Shepherd S CI’OOk may be accessed by clicking Worksheet Options, Open
0. Everg reen in the box below:

10. Twin Lakes
11. Edgewood |
12.Maple Crest

13. Spring Valley
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Months of Operation

Beginning of March through November was a standard
for many of the courses that responded to our
informational survey.

Several of the courses remain open all year round
weather permitting.

Other courses judge their opening day by the
temperature or the quality of the greens.

—  One of the competitors stated that when the
temperature outdoors is 40 degrees they are
open for business while another said that once
the ground thaws out they open and they do not
close until the first thick snow falls.

Key Observations

PETS and BD fit right in with this range of working
months.

BD operates from approximately the end of
March through November.

PETS operates from April 1stto December 15,

\/

Velocity
Consulting
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Hours of Operation Key Observations

. Earliest competitor opening: 5:00 am . It is evident that the courses at hand fit in perfectly with
their competition. Both BD and PETS fall within the
range of hours of operation. This shows that they are
capturing all of the possible daylight hours making it

easy for golfers to play a round of golf when they have
. BD: 5:30 am — dusk time.

. Latest closing: 9:00 pm

. PETS: 6:00am - 9:00pm

. Refer to the attached spreadsheet for hours of
utilization for each of the courses.
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Fountain Drink Pricing Key Observations
LI . . . Both courses match each other at a price of $3.25.
e Minimum Price: $2.50

. Although the customer base at PETS is price sensitive,
there were few complaints regarding food prices,
indicating that there is room to leave prices unchanged.

. However, to create a better spread against brat pricing,
¢ Area Ave rag e . $3 . OO a $0.25 decrease to the area average might improve
results.
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. Bottom Line: Decrease Hot Dog prices by $0.25 at

° M a.Xl mum: $3 _ 25 PETS. Leave BD Hot Dog pricing alone.

Hot Dogs
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- - - . . Brats and sausages are among the most popular
® M | n | m U m P I’ICE . $3 . 25 choices at the courses, a perfect summer food.

However, the prices of these go to foods differ greatly.

. At $3.75, both courses appear to be appropriately

e Area Average: $379 E:]iﬁittl:.ce%?azo increase at BD is likely to go

. Bottom Line: Leave Brat pricing unchanged at PETS.
Increase prices by $0.20 at BD.

e Maximum: $4.50
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Hamburger Pricing Key Observations
- - - . . Hamburgers are another great golfing food in the area.
e Minimum Price: $4.00

A quick phone call to the concession stand indicates
PETS is able to receive $0.20 more than BD currently
($4.95).

« Area Average: $4.80

Bottom Line: Increase Hamburger prices to $4.95 at
BD. Leave pricing unchanged at PETS.

e Maximum: $5.50

Hamburgers
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Bottled Water Pricing Key Observations
- - - . . Bottled water pricing is very consistent in the area.
e Minimum Price: $1.75

Given the consistency in pricing and the need for water
on the course, the current pricing structure appears
correct.

e Area Average: $1.94

Bottom Line: Leave water prices unchanged.

e Maximum: $2.00

Bottled Water
2.1

1.8 e
1.7

1.6 I I I I ]

N/ o A



Fountain Drink Pricing Key Observations

. BD and PETS both are at the low end of fountain drink

e Minimum Price; $1.75 oricing.

. The decision to increase pricing here should be driven
by margins.

« Area Average: $2.00

. Historically fountain drinks are one of the largest
margin items at the concession stand.

. Bottom Line: Increase pricing at both courses above

° M aX| Mmum.: $2 . 75 that of water if the margins are lower than bottled

water. Otherwise keep prices below that of bottled
water.
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Key Observations
- - - . . Not all of the competitors sell alcohol beverages so it is
o M | n | m U m P I’I Ce . $2 . 75 certainly a competitive advantage for the courses that
do sell alcohol because they are able to offer more
products to their customers.

. . Both courses appear appropriately priced here.
 Area Average: $3.16
. There may be room for a $0.25 increase at BD.

. Bottom Line: Leave Domestic Beer pricing

e Maximum: $3.75 unchanged.

Domestic Beer

3
—
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- - - . . For this category of concessions all of the prices were
o Mlnlmum PI’ICE $325 very closely aligned.

For price differentiation, a $0.50 spread between
Domestic and Imports appears to be the correct

° Area AVe rage $3 . 65 strategy for the area.

Bottom Line: Leave Import Beer pricing unchanged at
$0.50 over Domestic pricing.

e Maximum: $3.75

Import Beer

3.8 - X
3.7 —

3:5 /
3.4
3.3 l . . . .
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Survey Used

. 402 surveys completed :

- JUly 29-Aug 1, 2011 1) Inwhat zip code do you reside?
— 201 from Petrifying Springs
_ 201 from Brighton Dale 2} Is this vour first time coming here? If not how many times a vear/season do vou come?

. Surveys Conducted: o o )
. . 3) Do vou plan on making this an ovemight trip? If so, how much do vou plan on spending
— July 29, Petrifying Springs 75 surveys forlodging?

— July 30, Brighton Dale 105 surveys
— July 31, Petrifying Springs 126 surveys

4) DI‘.: vou plan on doing anv shopping while in town? How much do vou think vou will

spend?

— Aug 1, Brighton Dale 96 surveys

4 Each course had a week day & a weekend survey day 5) Will vou be going out to eat at a restaurant while in town? How much do you think you
.. .. will spend?

. Weather conditions were similar for all survey days:

- Sunny’ very warm. 6) Did vou or will vou buy gas on this trip? How much are vou expecting to spend for gas?
. All surveys were administrated by Velocity Consulting .
. AbbreViationS: 7) What could we do to make vou come back with friends that haven’t been here?

— “PETS” = Petrifying Springs Golf Course

8) Why did vou choose to golf here as opposed to elsewhere today?

— “BD” = Brighton Dale Golf Course Not important Important

. Verbatim comments from the survey are located in the Qulity of cowse 1 2 34 3 8]
last section of this report. Pricing 1 2 3 4 5 6 7
Promotional offer 1 2 3 4 3 6 7

Reputation 1 2 3 4 3 6 7

Staff 1 2 3 4 3 6 7

Friends/Family 1 2 3 4 3 6 7

Close to previous 1 2 3 4 3 6 7

/next activity
Other
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9) What was vour favorite thing about golfing here today?

Tee time availability Treatment by the staff Quality of the course
Price Distance from Home Closeness to next activity
Other

10) If vou could make one change to improve vour experience at this course, what would it
be?

N/ S



Customer Profile

The Tale of Two Courses

. One would assume that two golf courses a mere 15 miles apart would serve the same customers. However, after a
thorough analysis, the customer profiles at each course are quite different. The table below clearly illustrate this.

. All of these customer traits are supported by census data, GIS data and a comprehensive marketing survey of 402
customers (201 customers at each course) conducted by Velocity Consulting.

. These traits are in no particular order and some of the descriptors are slightly exaggerated merely to illustrate the
differences.
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Petrifying Springs Customer Profile Brighton Dale Customer Profile
Lower Income Higher Income

Lives close to the course Lives far away

Loyal Fickle

Frugal Extravagant

Light User Heavy User

Older Younger

Amateur Professional
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Perifying Springs

Both courses preformed in a similar manner in
attracting new customers.

37, 18% . Interesting to note that both the rural course (Brighton

Dale) and the urban course (Petrifying Springs) drew
& New Customers approximately the same number of new customers.
& Existing . It is encouraging that both courses are attracting new
Customers customers.

Brighton Dale
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PETS — Location of Current Customers Key Observations

. BD has twice as many existing customers from IL
verses PETS.

12’ 7% 6, 4%

=WI
LIL
= Other

BD — Location of Current Customers

1,1%

Wi
LIL
i Other

O
-
Y,
Y,
m
Z
—
O
-
7
—]
@)
<
m
Y
%)
|
—
@)
Q
>
=
@)
p

N/ o A



PETS — Location of NEW Customers Key Observations

. Surprisingly, PETS has a higher percentage of new
customers from IL.

1,3%

. Possible explanation: could be people on a business
trip from IL to meet with Racine/Kenosha customers.
=W PETS would be more convenient for these people.

LIL
= Other

BD — Location of NEW Customers

3, 8%
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PETS — Top 10 Zip Codes vs All Others (All Customers) Key Observations

. Major difference in geographical distribution of the
customers between the two courses.

. PETS is highly concentrated, with 62% of their
customers coming from 10 zip codes.

uTop 10 Zip . BD is far more diverse as their top 10 zip codes only
Codes represent 36% of their customers.

. The following 2 pages graphically represent this data in
the form of a GIS map.

BD — Top 10 Zip Codes vs All Others (All Customers)
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Geographical Distribution - PETS

Geographical Distribution - PETS
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Key Observations

. PETS current customers are highly concentrated.

. Very few PETS customers come from BD’s home zip
code.

Key Observations

. New customers are still concentrated.

. PETS received no new customers from DB’s home zip
code.
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Geographical Distribution - BD

Geographical Distribution - BD
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Key Observations

Key Observations

. BD current customers are geographically highly . BD new customers are also geographically highly
diverse. diverse.

. A fair number of customers come from PETS'’s home . Interestingly, no new customers came from BD’s home
Zip code. Zip code.
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Top 10 Zip Codes — ALL Customers

Key Observations

. Very dissimilar list of top 10 zip codes for each course.

PETS BD
53140 22 53142 12
53144 22 53105 11
53142 15 53151 8
53406 14 53144 7
53143 12 53158 7
53403 11 53143 7
53402 8 53221 5
53405 8 53168 5
53158 7 53402 5
60087 5 53140 5

Key Observations Key Observations

Ave AGI 2004 (Individual) — Top Ten Zip Codes . Income was not recorded in the marketing survey.

$52,000
$51,000
$50,000 S
$49,000 —
$48,000 —
$47,000 S
$46,000 $45,460
$45,000
$44,000
$43,000 -
$42,000 -

$50,832 . However, income can be estimated by analyzing the
income from the top 10 zip codes for each course.

. The average AGI (Adjusted Gross Income-2004) is
significantly higher for BD customers.

PETS BD
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Yearly Rounds of Golf by Customer Type (Average) Key Observations

60 564 . BD appears to attract heavier users as their new ;U
52.3 53.8 customers golf 53.8 times per year verses 32.4 rounds @)
50 for new PETS customers. C
Z
40 . PETS’ new customers only golf 32.4 per year. This 8
represents a 39.7% difference between the two
30 ® Current courses. %)
ZNEW .
20 - . When considering ALL customers, the average BD CD
customer golfs 15% more in season than the average @)
10 - PETS customer. —
T
0 - . Clearly the BD customer is a heavier user of golf than E'é
PETS BD the PETS customer.
Yearly Rounds of Golf ALL Customers (Average) (=
58 2
55.9 @
56 —
<
54 — Tl
A
52 —— :j
50 486 — U
48 -
46 -
44 1 T

PETS BD
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Total Dollars Spent ALL Customers @
$14,200 $14.114 . The average golfer (at both PETS and BD) spends L
$66.99 per golf outing. (@)
$14,000 @)
$13,800 . In 2010, PETS & BD combined for 95,600 rounds of CZ)
olf.
$13,600 ? =
$13,400 Scenario #1 (Including Lodging) O
$13.200 - $13,145 — Total revenue impact on the surrounding Z
’ community was $6,404,244. T
$13,000 - — Assume 0.5% county sales tax. >
$12,800 - — In 2010, PETS & BD generated $32,021 in 2
county sales tax.
$12,600 -

PETS Scenario #2 (Excluding Lodging)
Average Customer Spending (both courses) —  Total revenue impact on the surrounding
community was $ 5,602,160
Average Customer Spends $66.99 —  Assume 0.5% county sales tax
per Golf Outing — In 2010, PETS & BD generated $28,010 in

county sales tax.

& Lodging
= Shop

& Food
uGas
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Average Dollars Spent by State Key Observations @
$250 00 . PETS average customers spend about 7.6% more than D
. $213 the average BD customer. $70.37 vs $65.40. @)
—
—
$20000 . The PETS new customers spend about 12.9% more >
than their current customers ($77.46 vs $68.59). A
$150.00 = WI 0p)
IL . Surprising, the BD new customer spends about 11.1% @)
$100 .00 - less than their current customers ($58.12 vs $65.40). U
m
m Other =
$5000 . As expected, the customers from IL spend more than —
the customers from W1 at both courses. This could be w
$0 00 because they plan on stopping at the outlet mall on the <
' way home.
PETS BD O
. Note: the “Other” values are high due to the longer C
CUErEge DBIENE SpEit 9 CUSUEMIED TEE distance travelled and the low number of “Other” (il)
$8000 $77.46 customers. g
$75.00 m
A
$70.00 s
-$65.40
= New
$65.00 |
& Current
$60.00 - = ALL
$55.00 -
$50.00 -

PETS BD
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PETS — Average Dollars Spent by Type (ALL Customers) Key Observations

. There is a different buying pattern between the two

courses.
$13.20, $14.37,

. BD customers spend more on shopping. This could be

. because more customers from IL may stop at the outlet
“Lodging malls.

Z Shop
® Food
® Gas

BD- Average Dollars Spent by Type (ALL Customers)
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4%
20% __
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PETS — Share of Wallet (Current Cust) Rounds per Year Key Observations

. PETS current customers are more loyal than BD

customers.
18.7,
36% «  PETS customers spend 36% of their time golfing at
X PETS PETS, while BD customers spend 23% of their time
golfing at BD.

= Other
Courses

33.6,
64%

BD- Share of Wallet (Current Cust) Rounds per Year

13.2,

“BD

= Other
Courses

7%
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PETS-Improve One Thing Key Observations

Price is the dominate theme (40%) with PETS sl
customers. <
T
: L A
. Clearly the PETS customer are price sensitive. @)
" <
& Amenities o
N . The second concern was course conditions. i
& Course Conditions — Most of the “course conditions” comments were O
Tee Times more suggestions (i.e. “move hole”, “change =
u Price par”...) m
—
L
Z
O\l

BD-Improve One Thing Key Observations

. Course Conditions is the dominate theme (52%) with
BD customers.

—  Most comments concerning course conditions
were legitimate (i.e. “Fix cart paths, “Cut

grass”...)
= Amenities
L Course Conditions . Interesting to note that price is 3. BD customers
Tee Times appear to be far less sensitive to price.
& Price
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“Why did you choose to golf here?” (1-7 Scale)

Key Observations

Quality . Interestingly, BD customers value promotions higher
than PETS customers. No real explanation for this.

Distance

Friends Pricing

promotion—— PETS
BD

Reputation
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PETS — “Why Choose?” New vs Current Customers Key Observations

. New customers chose “Promotions” more than current
customers. This would be expected from new
customers.

Next "

Activitity;’i\/,..-f

! ! —

| ”W%mmotWCurrent
.
Reputation

Quality

Current
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PETS — “Favorite Thing” Current Customers Key Observations

Next Act . Current customers seem satisfied with the quality of

Close 5% both courses.
11%

Price

8% . Very similar results from both courses.

BD- “Favorite Thing” Current Customers

Next Act pyailability
0% 15%

Price
10% —
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PETS- “Favorite Thing” NEW Customers Key Observations

Next Act . New customers seem satisfied with the quality of both
0% courses.
. “Staff” is lower since these are new customers.
Staff
6% . Note that PETS customers are more impressed with

the quality of the experience.

BD - “Favorite Thing” NEW Customers

Next Act
1%
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Executive Summary — Petrifying Springs Course

Key issues facing PETS include the low revenue from
concessions and the golf store, the cost of maintaining
such a high quality course, and the older, more price
sensitive customer base.

These issues will be addressed in a comprehensive
marketing plan. The objective of this marketing plan is
to raise revenue per round, lower the cost of
maintaining the golf course, and attract younger, higher
income customers.

Suggested tactics to accomplish these objects include
outsourcing the golf shop and concessions to popular,
established stores and restaurants, adjusting the
quality of the course to meet the needs of the customer
base, and hosting tournaments and loyalty programs
which encourage students and parents to frequent the
course.

Big Ideas:

Outsource the Golf Shop and concessions
Raise seasonal pass prices

Adjust the quality of the course to match customer
expectations

Target market to higher income zip codes

Create a “Rewards” Program to encourage more play
from non-seasonal pass holders

Target younger golfers with special events (i.e “Good
Grades” awards)

Strategy Articulation Map

This marketing plan utilizes a Strategy Articulation
Map methodology.

The Strategy Articulation Map (following page) is
designed to assure that there is strategic alignment
within the plan. Most importantly, every Key Issues is
addressed with at least one Objective and each
Objective with at least one Tactic.

The Key Issues were identified via a ¥2 day workshop
held with representatives from PETS golf course.

In addition, other Key Issues were identified via a
marketing survey conducted at both courses (July 29-
Augl) and other data sources.
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Strategy Articulation Map — Petrifying Springs Golf Course

(%3]

3 ’Golf Shop 'Low greens 'Revenue per‘ 'Price- ’Maintenance‘ 'Course quality is‘ 'Older

%8 revenues are low BF fees per round is low sensitive expenses t00 high customer
> round customers are too high base

%

) R | ' Increase ‘ ' Increase ‘ !Attract less price ‘ ' Lower ‘ !Adjustquality to ‘ 'Attract younger
Shop revenue greens fees revenue per sensitive maintenance match customer golfers

revenue round customers Costs threshold '

——— f ? o
| Outsource the | Outsource the ' Raise prices ' Lower ’ Goodo?rade ' Partnership with ’
Golf Shop concessions ][namtenance rewards local high
ees schools

Objectives

Tactics

f {
| Lower course [ | Annual high
conditions school event

{ | Introduce golf
passport

/
| Target higher

)
Add draft beer | Acquire a liquor

license tournament

'Partnership with '

{
| Raise prices of '
colleges

seasonal passes

income zones

N/ o A

)
—
X
>
—
I
@)
<
>
py
=
Q
C
S
>
-
@)
Z
<
>
T
s
M
_|
n




Key Issues — Petrifying Springs Golf Course Key Issues — Petrifying Springs Golf Course

Golf Shop Revenues Are Low Low Greens Fee Revenue per Round 2\
. The data below clearly shows that PETS golf shop . The data below clearly shows that PETS is _rg
revenues are far below most other local golf courses. underperforming all other courses this competitive set:
)]
Merch$/Round Greens Fees$/Round )
$6.00 $ . C
$5.00 :I)TOﬁ $30.00 $24.78 $25.35 m
$4'00 $25.00 $19.16 $18.31 $21.29 y — W
$2'00 K] $15.00
s100 | 3079 $0-91 «q 24 $0.80 $10.00 U
s LN - N .00 I'_I'II
PETS ~ BD N%L\'at Keg?tf,ha Dl\g\c/)v?lrs Wanaki  Naga PETS  BD NGFAveKenosha Moor Wanaki Naga p)
City  Downs
. PETS underperforms the NGF national average by . The following two factors could be driving the greens
-207%. BD merchandise per round is $0.91 fees/round down:
. Many attempts have been made to remedy this — Itappears that PETS pricing model of aggressive
situation with very limited success. season pass pricing is driving the greens fee
«  Golf shop revenue makes up only 3% of total revenue revenue per round down to very low levels.
per round. — PETS is located in a high density urban area

where the location encourages repeated/loyal
play. The marketing survey found that PETS

% Greens Fees / Round customers are more concentrated and more

& Food / Round loyal than BD customers:

@ Merchandise / Round PETS BD

m Cart Rev / Round % of rounds spent at this course 36% 23%
% of rounds spent at other courses 64% 77%
Customers from top 10 zip codes 62% 36%

. Bottom-line: Increasing golf shop revenues would help
overall profitability for the course. Unfortunately, past
efforts and performances have failed.

. Bottom-line: PETS customers have the opportunity to
play golf at a course that is close and offers very
attractive pricing. This leads to very low greens fees
per round. Increasing the number by just $2 would

have a significant impact on profitability. \leelociry
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Key Issues — Petrifying Springs Golf Course

Current Customer base Is Very Price Sensitive

PETS current customers are very sensitive to price as
the data below indicates. Fully 40% of customers
mentioned concern about pricing in the marketing
survey.

Improve One Thing - PETS

Amenities

Price -

40% 14%
Course
Conditions
] 30%
Tee Times
16%

40% of PETS customers sited “Price” when answering
the open-ended question “If you could make one
change to improve your experience at this course, what
would it be?” This was their number one concern.

— Note: Only 16% of BD customers raised the
issue of price and was their #3 concern.

The level of price sensitivity is further clarified when
factoring in the already low prices at PETS.

Bottom line — 40% of PETS customers complain about
price even when the PETS course offers some of the
lowest prices in the area. Clearly PETS is currently
attracting highly price sensitive customers and these
types of customers have a negative impact on
profitability for the course. Attracting less price sensitive
customers would have a positive impact on profitability.

Key Issues — Petrifying Springs Golf Course

Maintenance expenses are too high

Maintenance expenses are higher than other courses.
Unfortunately, only 1 other area course maintenance
data could be found (Brown County). However, the
maintenance costs for PETS/BD are extremely high
compared to Brown County.

Maintenance Cost/Round
$8.00
$6.00 -
$4.00
$2.00
$0.00 -

$5.99

$3.77

PETS/BD Brown County

Note: PETS and BD report maintenance combined.

PETS/BD maintenance costs are 58.9% higher per
round than Brown County.

Overall maintenance costs at PETS/BD have
skyrocketed over 80% since 2004, far outstripping any
measure of inflation or other cost category on the
books.

Bottom line: Based on limited data, PETS (and BD)
must reduce their maintenance costs to stay
competitive.
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Key Issues — Petrifying Springs Golf Course

Course Quality is too High

60%
50%
40%
30%
20%
10%

0%

Quality of the course does not appear to be an issue
with the PETS customers. Although 30% of the
customers mentioned “course conditions” as a way to
improve their experience, most (66%) of the comments
were actually suggestions (i.e. “change par”, “move

hole”...) and NOT related to actual course conditions.

Only 11% of the comments were specific to course

conditions (i.e. “fix greens”, “cut grass”...).

— 52% of BD customers sited legitimate concerns
about the course conditions (i.e. “poor cart path,
“cut grass”...).

The graph below illustrates this point:

% of Legitimate “Course Condition” Comments

PETS BD
Bottom-line: PETS customers are local. They care

more about the convenience of the course and the
price than the quality of the course.

— Because the course is short and urban it won't
appeal to higher-end golfers, so why pursue
them with the highest quality course conditions.

— Agreat asset PETS has is it's location.
Customers will still come with lower quality.

—  Why continue to invest in something (high
course quality) when customers are not willing to
pay for it?

Key Issues — Petrifying Springs Golf Course

Older/Lower Income Customer Base

$55,000
$50,000

$40,000 -

Although the marketing survey did not record age data, it
was very apparent that the average age of the PETS
golfer was considerably older than BD. (Note: asking for
too much personal data can suppress response rates) .

Studies have shown that as consumers age they:
—  Live on fixed incomes.
—  Are more sharply focused on value.
— Have increased sensitivity to affordability.

All of these factors, in general, tend to drive older
customers to be more price sensitive.

The chart below shows the average AGI (Adjusted
Gross Income-2004) for the residents of the top 10 zip
codes for both PETS and BD:

Ave AGI 2004 (Individual) — Top Ten Zip Codes

$50,832

$45,460

PETS BD

Clearly PETS customer base comes from lower income
areas than BD. This supports the “high price sensitivity”
issue at PETS.

Bottom-line: PETS location is attractive to older urban
golfers and older golfers tend to be more price sensitive.
— However, older golfers (retirees) create a demand
for early daytime play on weekdays.
— Spending in this group has potential to be high,
but they are frugal and don’t want to pay high
prices.
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Key Issues — Petrifying Springs Golf Course Key Issues — Petrifying Springs Golf Course @
Revenue per round is low Geographically Concentrated Customer Base 2\
. Revenue per round is considerably lower than other . PETS customers are much more concentrated than _rg
golf courses. BD. 62% of PETS customers come from 10 zip codes.
. PETS underperforms the NGF national average by % of Customers from Top Ten Zip Codes 0p)
24.3%. 80% 6% (é)
Total Revenues/Round ig:f’ | | 36% L
° 0p)
$40-00 0% T T
PETS BD U
$35.00 $32.06 m
$29 57 $30.37 . . .
$30.00 The following map clearly shows the geographically —
$25.80 $20.02 concentrated customer base for PETS: 0p)
$25.00 {1 | — —
I| Petrifying Springs
$20.00 Returning Patrons
PETS BD NGF Ave Kenosha Moor Wanaki Naga
City  Downs

. Based on 2010 data, if PETS revenue per round were
at the NGF national average, an additional $257,912
would have been realized.

. Bottom-line: PETS is clearly underperforming all other
area golf courses on revenue per round. This must be
addressed for the future success of the course.

e

-a

0 25 s oumes
Peintying Sorngs & Brieton O A
—W4

. Bottom line: Marketing resources can be expanded
into higher income zip codes, to capture less price

sensitive customers.
v Velocity
\ ‘ Consulting




PETS-Objectives and Tactics Overview

Objective:
. To increase the revenues of the on-site golf shop.
Rationale:

. According to industry data, PETS merchandise
revenues for the golf shop is well below the average.

. Addressing this issue will help profitability for the golf
course.

Tactics Overview:
. Outsource the golf shop to a local/retailer (i.e. Golf

Galaxy...).

. If outsourcing is not possible, a complete store reset
should be contracted by a retail expert.

. If outsourcing is not possible, develop the golf store as

a separate profit/loss entity where the “store manager”
compensation will be heavily weighted on the profits of
the store.

Objective:
. Attract less price sensitive customers to PETS.
Rationale:

. The data indicates PETS’ current customer are very
price sensitive. These types of customers have a
detrimental effect on profits since price is THE
motivating factor with these customers.

. For long term profitability, PETS needs to develop
strategies to attract less price sensitive customers.

Tactics Overview:

. Raise the price of the season pass holders.
. Market PETS in higher income zip codes.

. Market PETS to a younger customer base.

PETS-Objectives and Tactics Overview
Objective:

. To increase revenue per round.
Rationale:

. According to industry data, PETS makes up to $17 less
than other golf courses per round.

Tactics Overview:

. Raise prices.

. Create a “golf passport”.

. Market to higher income zones

. Outsource the concessions to a popular restaurant (i.e.

Applebee’s...).
. Acquire a liquor license and sell cocktails and mixed
drinks.

. Sell high margin draft beer.
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PETS-Objectives and Tactics Overview

Objective:
. To lower maintenance costs.
Rationale:

. Maintenance is a large expense for PETS and is
considerably higher than other area golf courses.

Tactics Overview:

. Separate reporting of maintenance for both PETS and
BD.

. Use group buying strategies to lower supply costs
associated with maintenance.

Objective:
. To adjust the course’s quality to the customer’s
threshold.

Rationale:

. PETS customers are local. They care as much about
the convenience of the course as they do the quality,

. Because the course is short and urban it won't appeal
to higher level golfers, so why pursue them.

. A great asset PETS has is it's location. Customers will
still come with lower quality.

Tactics Overview:
. Lower course quality.

PETS-Objectives and Tactics Overview

Objective:

Attract younger golfers.

Rationale:

Creating partnerships with schools and colleges will
ensure usage due to team practices and weekend
tournaments.

Younger golfers bring their parents and purchasing
power with them.

Younger golfers will focus on weekends, solving the
lack of play on Saturday dilemma.

Creating rewards for students who get good grades has
the potential to generate great publicity and community
goodwill for PETS.

Tactics Overview:

Host a Jr. Jr. annual tournament.

Host an annual high school tournament event.
Create a good grades rewards program.
Create a partnership with local colleges.
Create a partnership with local high schools.
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PETS — Tactics Details

Qutsource the golf shop

This tactic requires PETS to pursue local golf retailers
to operate the golf shop.

The financial arrangement could be structured as
purely a rental arrangement or a combination of rent
and commission.

Possible retailers could include: Dick’s Sporting Goods,
Golf Galaxy, and Sports Authority.

Add Draft Beer

Installation of draft beer would fulfill the suggestion of
several PETS customers & increase margins over
bottle beer.

Draft beer could encourage customers to spend more
time at the course. This results in community and
makes the golf outing a place to relax after the rounds.

Qutsource the Concessions

This tactic requires PETS to pursue a popular
restaurant chain to operate the concessions. This could
be a “mini” version of the chain, similar to those found
in shopping malls & airports.

The financial arrangement could be structured as

purely a rental arrangement or a combination of rent
and commission.

Possible restaurants could include: Applebee's, Chile's,
or TGI Fridays.

Acquire aliguor License

This tactic helps PETS become a social setting and
increases both revenues and margins.

PETS — Tactics Details

Raise Prices

Prices should be raised for the season passes.
Other price increases should also be considered.
People will still pay for the convenience of PETS.

Marketing campaigns in higher zip codes will help to
offset the lose of highly price sensitive customers.

Introduce Golf Passport

The creation of a golf passport encourages golfers to
visit the sister-course, Brighton Dale.

Advertised with the pass could be special events,
coupons, and a loyalty program for non-seasonal pass
holders.

Target Higher Income Zip Codes

This tactic focuses marketing endeavors on high
income zip codes.

This raises awareness of PETS to people who have the
purchasing power the concessions and store need.

Special events, golf lessons, and tournaments should
be advertised to these zip codes.
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PETS — Tactics Details PETS — Tactics Details

Lower Quality of the course

. This tactic requires PETS to gauge the level of their
customers and lower the course quality to meet that
need.

. Because the course is short and urban it won't appeal
to higher level golfers, so why pursue them?

. The grounds crew should be consulted for input into the
specific tactics.

Lower maintenance fees

. This tactic requires PETS to focus on how the course
can work with suppliers to bundle deals and save
where possible.

. Maintenance fees are too high for the desired quality of
the course.

. The grounds crew and purchasing department should
be consulted for input into the specific tactics.

Host a Jr. Jr. Tournament

. This tactic requires the creation of an event where
children golf in a tournament.

. This event should be kids and family-friendly and will
attract higher income golfers.

Host an Annual Regional High School Tournament

. This event will play host to all high school aged golfers
in the area and will be different from the regular high
school golf season.

. Possible sponsorship could come from S.C. Johnson or
other local businesses.

Create a Good Grades Rewards Program
. This program will be similar to a loyalty reward
program.

. Student who bring in good report cards or transcripts
will receive free golf with the purchase of an adult
round. (Similar to Pizza Hut's Reading program).

. Stipulations could be created to fill PETS low times
such as “free tee times from 11-3” or “free golf on
Saturdays”.

Create a partnership with local high schools

. This tactic requires PETS to get on the schedule for
high school golf tournaments.

. PETS should get on at least one high school league
schedule for tournaments.

. PETS should be the practice course for at least one
high school in the area.

Create a Partnership with Local colleges

. This tactic requires PETS to get on the schedule for
college golf tournaments.

. PETS should be on the tournament schedule for every
college with a golf team in Kenosha or Racine.

. PETS should be the practice course for at least one
college in the area.

Separate Maintenance Reporting

. Accounting procedures/policies must be put into place
to track maintenance and supplies to better understand
and control costs.

Group Buying for Maintenance Supplies

. Coordinate group buys of supplies/services with other
city/county entities OR buy direct.
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Executive Summary — Brighton Dale

Key issues facing BD include the low revenue from
concessions and the golf store, the cost of maintaining
such a high quality course, low customer loyalty and
low utilization of the golf course.

These issues will be addressed in a comprehensive
marketing plan. The objective of this marketing plan is
to raise revenue per round, lower the cost of
maintaining the golf course, and develop more loyal
customers.

Suggested tactics to accomplish these objectives
include outsourcing the golf shop and concessions to
popular, established stores and restaurants, create the
BD/Grainger Golf League and hosting the annual BD
All-Star golf tournament.

Big Ideas:

Outsource the Golf Shop and concessions
The Grainger/BD Golf League

BD Wall of Fame

BD All-Star Tournament

Strategy Articulation Map

This marketing plan utilizes a Strategy Articulation
Map methodology.

The Strategy Articulation Map (following page) is
designed to assure that there is strategic alignment
within the plan. Most importantly, every Key Issues is
addressed with at least one Objective and each
Objective with at least one Tactic.

The Key Issues were identified via a ¥2 day meeting
held with representatives from both golf courses.

In addition, other Key Issues were identified via a
marketing survey conducted at both courses (July 29-
Augl) and other data sources.
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Strategy Articulation Map — Brighton Dale Golf Course
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Key Issues — Brighton Dale Golf Course

Golf Shop Revenues Are Low

. The data below clearly shows that BD golf shop
revenues are far below most other local golf courses.

Merch$/Round

$6.00 $5.:05
$5.00 -
$4.00
$3.00 $2.43 $2.68
$2.00 ' iE
51,00 $0.79 $0.91 $0.34 $0-80

PR A = N

PETS BD NGFNatKenosha Moor Wanaki Naga
Ave City  Downs

. BD underperforms the NGF national average by
-167%.

. Many attempts have been made to remedy this
situation with very limited success.

. Golf shop revenue makes up only 3% of total revenue
per round.

0,
3% = Greens Fees

14% = Food
= Merch

um Cart

. Bottom-line: Increasing golf shop revenues would help
overall profitability for the course. Unfortunately, past
efforts and performances have failed.

Key Issues — Brighton Dale Golf Course

Customer Lovalty is Low

Brighton Dale customers are not typically returners.
Brighton Dale only captures 23% of the share of wallet
of current customers.

Brighton Dale- Share of wallet among current
customers:

= BD
= Other Courses

By comparison, PETS customers spend 36% of their
time golfing at PETS.

Bottom line: Increasing customer loyalty, capturing a
larger share of wallet, would result in a significant
economic impact, as the golfers that frequent BD are
typically heavy users.

No sense of belonging

Brighton Dale golfers do not have a sense of
connection with the course. The lack of liquor license
encourages golfers to seek out other locations for after-
round drinking, rather than building a connection with
the golfers at the course and the course itself.

Although this is hard to quantify, this was mentioned by
the staff (during the SAM Workshops) and is related to
the low customer loyalty numbers.

Bottom line: Creating a sense of community will
increase loyalty and should increase revenues per
round as customers relax in the clubhouse after golf.
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Key Issues — Brighton Dale Golf Course Key Issues — Brighton Dale Golf Course

Geographically diverse customer base Maintenance expenses are too high
. The data below clearly shows that the vast majority of . Maintenance expenses are higher than other courses.
Brighton Dale golfers do not come from the top ten Unfortunately, only 1 other area course maintenance
represented zip codes. data could be found (Brown County). However, the
— By comparison, 62% of PETS customers come maintenance costs for PETS/BD are extremely high
from 10 Z|p codes. ComparEd to Brown County.

. Brighton Dale- Top 10 ZIP Codes vs. All Others Maintenance Cost/Round
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$8.00 p
i 5.99
ETop 10 Zip $6.00 - |
Codes $3.77
$4.00 - .
. . $2.00 -
. The following map clearly shows the geographically
diverse customer base for BD: $0.00 - .

s = PETS/BD Brown County
Brighton Dale
Returning Patrons

. Note: PETS and BD report maintenance combined.

. PETS/BD maintenance costs are 58.9% higher per
round than Brown County.

. Bottom line: Based on limited data, BD (and PETS)
must reduce their maintenance costs to stay
competitive.
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. Bottom line: BD customers are geographically diverse
which will have an impact on marketing the course. \V‘Velocifv

Consulting




Key Issues — Brighton Dale Golf Course

Revenue per round is low

. Revenue per round is considerably lower than other
golf courses.

. BD underperforms the NGF national average by 8.5%.

Total Revenues/Round

Key Issues — Brighton Dale Golf Course

Under-utilization of courses

$45.00 $41.9 $4__3 67
$40.00 ) | -
$3500 d\ﬂf\-nr-
$29.57 °|°L o $30.37

$30.00 $25.80 , 26 ﬁ
$25.00 ] m
$20.00

PETS BD NGF Ave Kenosha Moor Wanaki Naga

City  Downs

. Based on 2010 data, if PETS revenue per round were
at the NGF national average, an additional $135,456
would have been realized.

. Bottom-line: BD is underperforming many other area
golf courses on revenue per round. This must be
addressed for the future success of the course.

Low awareness of the course

. The course is not salient in potential customers’ minds.
This leads to a significantly reduced threshold for
revenue and compounds the issue of low customer
loyalty by combining it with a lack of new customers
coming in.

. This Key Issue was mentioned by the staff during the
SAM Workshop. Antidotal evidence seems to support
this.

. Bottom line: Before committing to a plan of action to
address this, a further brand awareness survey/study
should be undertaken.

Brighton Dale’s 45 holes are typically not operating at
capacity. This results in lower revenues across the
board.

The chart below normalizes the different numbers of
holes for each course. The values below are derived by
dividing the total rounds played for each course by the
total number of holes at each course.

Rounds Played/Hole

2,500.00 2,289.00

2,000.00
1,500.00
1,000.00

500.00

PETS BD
BD’s utilization rate is -89% less than PETS.

If BD’s utilization rate was the same as PETS, BD
rounds would increase from 54,400 to 102,816. Clearly
this would have a tremendous impact on profitability.

Bottom line: BD, with it's current configuration of 45
holes, is vastly under utilized compared to PETS.

N/ o A




Brighton Dale -Objectives and Tactics Overview

Objective:
. To increase the revenues of the on-site golf shop.
Rationale:

. According to industry data, BD revenues for the golf
shop is -167% below the average.

. Addressing this issue will help profitability for the golf
course.

Tactics Overview:
. Outsource the golf shop to a local/retailer (i.e. Golf

Galaxy...)

. If outsourcing is not possible, a complete store reset
should be contracted by a retail expert.

. If outsourcing is not possible, advertise the price

matching guarantee more heavily, in order to make
customers aware of the value of the on-site store over
“big box” stores.

Objective:

. Attract more loyal customers and make current
customers more loyal.

Rationale:

. Data shows that the current Brighton Dale customers
are not loyal, and 23% of their share of wallet goes to
Brighton Dale.

. If Brighton Dale wants to remain a viable business, the
course must attract a consistent and reliable customer
base.

Tactics Overview:

. Introduce an “All-Star” tournament for gold club

members to encourage heavy use of the facilities.
. Offer a spot on the “Wall of Fame” for regular golfers.

Brighton Dale -Objectives and Tactics Overview

Objective:

. Commission a brand awareness study.

Rationale:

. The issue of low awareness of BD was mentioned
during the SAM Workshop.

Tactics Overview:

. Before committing to a plan of action to address this, a

further brand awareness survey/study should be
undertaken.

Objective:
. Create a sense of community for current and
prospective customers.

Rationale:
. Data shows that customer loyalty is low for current BD
golfers.

. Creating a sense of community will encourage golfers
to stay after rounds and build a connection to the
course and the other golfers there.

Tactics Overview:

. BD should acquire a liquor license to keep customers
around following rounds.

. The “All-Star” Tournament will allow gold members to
meet and mingle with other gold member customers
(those who golf at BD X number of times).

. Building a patio space will give golfers somewhere to
drink and mingle after rounds.

. Grainger League will keep customers returning and
build a relationship through regular visits.

. “Wall of fame” will help build a community among more
regular golfers.
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Brighton Dale -Objectives and Tactics Overview

Objective:
. Focus the geographical locus of customers.
Rationale:

. 64% of customers at BD are not from the top 10 ZIP
codes.

. Geographically diverse customers make it difficult for
BD to target marketing at any specific location.

. Specifically target high income golfers.
Tactics Overview:

. Increase advertising in Chain ‘O Lakes State Park and
along Interstate 94 to capture a larger portion of the
Northern lllinois market.

. Increase advertising in local hotels and at the Prime
Outlets in Pleasant Prairie to attract more customers
from the southern Wisconsin and Kenosha County
markets.

Objective:
. Reduce maintenance costs/address cart paths.
Rationale:

. Data indicates maintenance costs are too high and
negatively impacts the financial performance of BD.

Tactics Overview:
. Repave cart paths.

. Reduce the number of bunkers to lower the costs of
maintenance on the bunkers.

. Outsource fertilizer costs to either reduce cost by
purchasing at volume discounts or using cheaper
alternatives.

Brighton Dale -Objectives and Tactics Overview
Objective:

. Raise revenues from concessions.

Rationale:

. Concessions are not producing enough.
Tactics Overview:

. A liguor license will increase not only the likelihood of
customers staying late, but also increase concession
revenues by encouraging golfers to also eat while they
stay around.

. Building a patio will make up for the lack of an
adequate restaurant space.

Objective:
. Increase frequency of course usage.
Rationale:

. BD is currently underutilized which means costs are not
being offset by revenues.

Tactics Overview:

. The creation of the Grainger league will get more
customers on the course consistently and make sure
the field is full.

. Pushing permanent tee times will also ensure that the
field is full or paid for even if players do not show.

. The driving range needs to be advertised heavily to let
people know that BD is one of the local courses that
has an available driving range on-site.

. Developing a customer loyalty program could increase
usage of BD.
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Brighton Dale — Tactics Details

Outsource the golf shop
. This tactic requires BD to pursue local golf retailers to
operate the golf shop.

. The financial arrangement could be structured as
purely a rental arrangement or a combination of rent
and commission.

. Possible retailers could include: Golf Galaxy, Golfsmith,
etc.

Reset the Golf Shop
. Hire a professional retail expert to reset the store.

. The shop must be reset in such a way as to attract
customers and keep them in the store.

. Though costly, the increased revenue from the update
should more than cover the cost.

Grainger League

. This tactic calls for Brighton Dale to cooperate with
Grainger, Inc.

. The league will be sponsored by Grainger for free.

. In return, Grainger salespersons will be asked to

promote the league while making sales calls to local
area businesses.

. This has the potential of reaching a huge number of
businesses since Grainger has an extensive sales
network focused solely on businesses.

Brighton Dale — Tactics Details

“Wall of Fame” for Requlars

Loyal golfers can have their names/photos listed on the
wall of fame under several levels (e.g. semi-pro, pro,
superstar, legend) based on the number of rounds
played in a year, or career.

The “Wall of Fame” will be a place and subject for
golfers to bond over, as well as a point to differentiate
BD from a highly saturated market.

Each level would include awards that could include
such things as:

— Newest (or special) golf carts

—  BD Golf Shirt embroidered with customers name
— Unique BD Golf Hat

— Invited to the “invitation only” All-Star tournament
—  Preferred tee times

— Valet parking

— Special Pre-Season Party

— AZCruise

All-Star Tournament for Wall of Fame Members

“All-Stars” will include local celebrities and other
movers and shakers of the community.
The tournament would only be open to Wall of Fame

members and create an air of uniqueness for regular
BD golfers.
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Brighton Dale — Tactics Details

Advertise the driving range

. Not all courses in the surrounding area have adequate
or, in some cases, any practice facilities.

. The driving range is a very important feature that is
currently not being sold as well as it should be.

Acquire aliguor License

. This tactic helps BD become a social setting and
increases both revenues and margins.

Raise Prices

. Prices should be raised for the season passes.

. Other prices increases should also be considered.
. Customers are less price sensitive than PETS.

. Marketing campaigns in higher zip codes will help to
offset the loss of highly price sensitive customers
(which should be low).

Build or setup a patio space
. Creating an inviting patio would encourage customers
to stay and spend more.

. This patio, in conjunction with the addition of a liquor
license, should generate revenues (with high margins)
and build a sense of community.

Brighton Dale— Tactics Details

Advertise Price Matching

The golf shop currently offers hidden value to the
customers.

Customers must be made aware of the price matching
guarantee and offer before they can take advantage of
it.

This should be accomplished through a combination of
in-store sighage and promotion by employees in the
store.

Promote permanent tee times

Brighton Dale needs to fill the courses, and the best
way to do this is to ensure that the tee times are filled
as early as possible.

By offering discounted rates per round for booking
permanent tee times far in advance (i.e. February-
March), the course can plan more accurately for future
budgets during the season.

It should also be a priority to inform current golfers
about the opportunity to invest in a permanent tee time.

Eventually, Wall of Fame members will have priority
over all other customers.
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Verbatims Overview

. The following 7 pages capture the “word-for-word” comments from the customers who answered the open-ended question
“If you could make one change to improve your experience at this course, what would it be?”

. Because this is an open-ended question, grouping is required to analyze the data. To that end, the following 4 groups
were created, :

—  Price

—  Course Conditions
— Tee Times/Timing
—  Amenities

. These 4 groups represents 76.9% of all the comments.

. 35% of the “All Other” group is focused around comments concerning the golfer play. For example “Played better” “Better
putting”...
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PETS - Amenities

Air conditioning

Hot beer chicks

Restrooms on course need to be open until dark
Coolers

Two beverage carts

Put GPS on golf carts

Drinks on course

Set up grill outside to make those awesome burgers
that you use to!

Add an extra beverage cart-especially when it's this hot
outside

No beverage cart until we were on #5 or #6- on a hot
day like today- did NOT like that. (We honored the
policy of not bringing our own)

Reopen outdoor grill
Driving range

More beer

More toilets

More beer cart people
Chipping green

PETS-Tee Times

No five somes

Need more rangers

Pace of play

Spread out tee times to allow less backups
Space tee times so there is less waiting per hole
Better rangering/tee times

Putting groups together better

Watching number of people in each set such as four
people limits

Less crowded

Quicker play

Quicker play

Less people on the course

Tee time availability

Quicker tee time

Keep people moving on the course

change pace

Less waiting

Don't take out any more trees.

Less crowded

Key Observations Key Observations

Major theme: more options for beer/beverages on the
course

Beer is mentioned more than water. Opposite of BD.

Consistent theme of slow play. This should be
addressed.

Opposite of BD.

N/ o A
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PETS-Course Conditions PETS-Course Conditions

Change hole #17 from par 4 to a par 5
Keep greens fast!!

Move tee boxes for women on 8th and 18th hole
Shorten hole 8 and 18 for girls!

Cut grass on hole 16

Cut the rough

Shorter ruffiil!

Hole #18 is a par 57?7

Put a bell on hole 8

Shorten hole 18

hours of maintenance

Greens were a little beat up on a few holes
nothing, put bell on 8th hole

Less sand traps

Put statues of wolves on the course to get rid of the
ducks

Better care for greens

Cut the rough down

Make #16 & #17 par 5!

Put a bell on 11th and 17th hole
Faster play

Bigger greens

Bigger greens

. Cut grass on hole 16

. Don't water the greens when it has been raining
. Quicker play

. Level the course

. Play 18

. Cut the rough and cut tree on the 14th on fairway on

right
. Grass is too long on 16th hole

. Greens were ruff and could be improved (this is usually

not the case)
. Cut the rough
. Overall course maintenance
. Greens repair

. Cut rough shorter, too much delay of play trying to find

balls
. Better sand traps
. Shorten holes 8 and 17

Key Issues

. Many of the comments concerning course conditions

are suggestions (i.e. “move hole”, change par”...).
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PETS.Price @
. Lower beer prices . Lower Greens fee E
. Cheaper rates . Price U
. Cheaper prices . Cheaper food A
. Bigger cup sizes . Price (<)
. Lower the price . Make it cheaper I
. Able to bring own beer . The price
. Lower the price . More senior promotions CZ)
. Free balls . Better senior pricing m
. Better grounds crew, pricing, maintenance . Price —
. Lower greens fees and go back to lower rate for . Lower prices and don't fill water jugs in the morning T

residents «  Lower the price >
. Cheaper greens fee . Price 0
* Less price . Cheaper replay rate |
* Rates «  Freegolf
. Make more promotional offers at better prices . Lower prices U
«  Freefood «  County resident pricing E
. Lower rates for seniors . Free golf %
. Lower senior rates . Lower prices
. Lower beer prices
. Lower rates for seniors
. Rates lower for seniors . The biggest issue with PETS customers is price.
. Price
«  Have a little off on price for seniors 65+ everyday of the «  Clearly indicates PETS customers are much more price

week sensitive than BD.
. Rates
. Price
. Lower the price
. Pricing

. Pricing lower

. Lower prices
v Velocity
. Better promotions \ ‘ Consulting




Amenities — BD Amenities — BD

. More drinking water on the course . Food service was confusing

. More drinking water . Steam heating the buns- too dry and tough
. Beer cart availability

. More water coolers on course

. More cart girls

*  Clubhouse/Sports bar «  Afew more out houses would be nice

. Easier check in at counter . More water on course

. More water

. A sports bar ( 1 would stay longer)

. Expand practice area/range

. More water on the course and didn't see the
refreshment cart until the #17 hole

. More water!!
. Have cups with ice!
. Have tap beer
. On a hot day like today increase the frequency of the ’
beverage cart making rounds!

. Consistent theme: More beverage options on the
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. More frequent visits from beverage girls

course.

. Have better food (buns were stale)

. GPS in carts . Water on the course is mentioned more than beer.
Opposite of PETS.

. More beer cart girls

. Make a better driving range
. Beer shack open

. More shade

N/ o A



BD - Course Conditions

Improve the grass on greens and fairways

Fix cart paths

Don't water so much

The course is usually in nice shape, not today- the
rough was too long.

Remove poison ivy and fix cart paths

Cut and roll the greens

Cut the Greens

Shorter rough

Cart paths

Loosen up the sand in traps

Faster greens

No geese

Cut down tree on #14 and have more beverage carts
Cart paths are rough

Wider fairways

Fairways are a little long

Golf cart path

Repair the cart paths

Less trees

Smooth out cart paths

Pretty course (but greens are always slow)
Improve sand traps

Cut greens-fall should roll

Redo the tee boxes

Redo the tee boxes (level)

Faster play, quicker greens

Change tee boxes

Move the blue tee boxes out of the grass area so |
have room to stand when | tee off.

Improve the speed and firmness of the greens
Get rid of trees on #5 (inside corners)

Cut fairways

Fix the carts!

Cut the rough to reasonable length

Improve sand in traps

BD - Course Conditions

Improve cart paths

Better yardage markers

Better greens would be nice

Cart paths were horrible

Fix cart paths- way too many pot holes!

Faster greens

Need rangers

Better markings on distance in fairways

Better (no holes) cart paths

Improve the sand traps and level tee boxes on #10 &
#4

Faster greens

Level women's tees

Cut greens and fairways

Fix cart paths

Fill in the holes on the cart paths

My kidney's still hurt from the gravel cart paths. Please
pave or add stone! My wife and | won't be back!
Widen fairways and drain ponds

Cart paths need major repair and fix the carts
Cut the fairways and greens. Stop watering!
Mow the fairways tighter

Improve cart paths

Key Observations

When asked the question “If you could make one
change to improve your experience at this course, what
would it be?” There were 56 comments about course
conditions.

Major theme: Poor cart paths (29% of all responses)
—  This must be addressed.
Major theme: Landscaping (cut grass/trees) 21%.

N/ o A
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Key Observations

. Lower the price . Relatively few comments concerning price.
. Lower the price . Opposite of BD.
. Lower rates . BD customers appear to be far less sensitive to price
«  Lower food prices and the availability of driving range than PETS customers.
passes

. Food prices are too high and some sort of stand-alone
range ball package

. Cost

. Money for 2nd 9

. Lower rates

. Discounts for Milwaukee golfers that make the trip
. Cheaper golf

. Make greens fees competitive with surrounding
courses

. Lower rates

. Lower the price

. More coupons

. The price of golf

. Lower prices for seniors
. Lower price of gas carts
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BD — Tee Times/Timing Key Observations

. Better pass . Very few issues. Opposite of PETS.
. Speed up course and cut grass

. Speed of play

. Faster time of play

. More specials and better time management on course

. Spreading out groups more

. Pace of play

. Speed up game
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Velocity Recommendations

Velocity has listed several courses of action and alternatives throughout this document and truly believes each would be
valuable to the courses in increasing the chance of success for their desired goals. Below are some of high impact items as we
see them that would greatly enhance operations (listed in no particular order). However, Velocity realizes that there are several
factors working against success such as the economy, the continual decline in rounds at the two courses as well as decent
declines nationally, etc. Velocity believes in slow and steady growth that comes from the testing and maturing of ideas, rather
than implementing massive changes. With this in mind, we believe the following big ideas could help improve operations:

PETS

. Outsource the Golf Shop and concessions

. Raise seasonal pass prices

. Adjust the quality of the course to match customer expectations

. Target market to higher income zip codes

. Create a “Rewards” Program to encourage more play from non-seasonal pass holders
. Target younger golfers with special events

. Outsource the Golf Shop and concessions
. The Grainger/BD Golf League

. BD Wall of Fame

. BD All-Star Tournament

. Improve the cart paths

. Shut Down the Red Nine
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Transparency and Accuracy

. Transparency and accuracy

— The course adopted a new accounting and tracking system in the past year which should allow for improved data
reliability and transparency.

— As this is a governmental enterprise, the principles of GASB and FASB suggest transparency.
—  This will allow community members to make informed decisions for which they have paid.
— Itwould best serve the community to emulate the Waukesha model at a minimum. Slightly better would:
» Give yearly information by course and then combined
» Detail the information on:
— Greens Fees
— Cart Revenue
— Food Revenue
— Merchandise Revenue
— Donations/Other
— Salaries — Administrative
— Salaries — Maintenance
— Salaries - Other
— Benefits
— Maintenance Expenses
— Operating Expenses (all other)
— Other Expenses
— Rounds played
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» For purposes of comparability, financial information should be kept internally in terms of per round data.
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