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SESSION OBJECTIVE

Strategy relies upon
INTELLIGENCE

Outline critical Strategic
Intelligence for Clubs to
enhance Strategy and
Increase likelihood of
Success.
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DEFINING BUSINESS INTELLIGENCE

'
Ll

BUSINESS INTELLIGENCE

Often Misunderstood | Definition is categorically imprecise.

Business Intelligence relies on the use of data to derive insights.
An effective data strategy relies on understanding what you are trying to accomplish
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DEFINING BUSINESS INTELLIGENCE S

What is the primary type of BUSINESS

INTELLIGENCE used at your club?

Financial and operating data is typically top of mind

93% of club managers reference financial and operating data
as their primary type of business intelligence used at their club.

93%




DEFINING BUSINESS INTELLIGENCE

We encourage you to thin



DEFINING BUSINESS INTELLIGENCE S

O

DATA TYPES DATA SOURCES APPLICATION ENABLED
Internal and external data Data from multiple sources Experience and Data acquisition and
combined for unique is synthesized for assumption is applied. analysis is enabled by
insight. analysis. technology.

Barriers for Clubs

TIME RESOURCES COST CULTURE

Time from senior Knowledgeable resources Time, resources and Data driven decision
I 3 executive team is required are required to execute technology all come with a making in clubs is not

to set plan. plan. cost. ingrained.
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DEFINING BUSINESS INTELLIGENCE

Business Intelligence and Analytics: A CONTINUUM

Analytics

v

Business Intelligence

v
a

Predictive Prescriptive

Diagnostic

Descriptive

»
»

Future

History

What do we do?

What happened? What could happen?

Business Intelligence is a relatively immature
practice in clubs

CHAPTER
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PLANNING TO USE DATA FOR STRATEGIC PURPOSES S

DIFFERENT TYPES OF Bl AND ANALYTICS

v

<
«

Strategic Strategic Strategic Board Members
Purposes Bl Analytics Executive Management
ORIFCTIVFS AlIDIFNCFEFS
Operational Operational Executive Management
Purposes Analytics Management & Staff

<—> <—>
Business

P Intelligence
ClosLEeT

Analytics




STRATEGIC INTELLIGENCE S

Research and Analysis is Required For Strategic Intelligence

PRIVATE CLUBS

Designed to provide club STRATEGIC INTELLIGENCE
leaders with critical
intelligence to effectively set .
and adjust strategy.
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STRATEGIC INTELLIGENCE PROCESS

What do you What do you
need to need to do to
Know? gather what

you need?

How do you
go about
presenting
what you
gathered?
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1. DEFINE KPMS



1. DEFINE KEY PERFORMANCE MEASURES S

Critical Categories of Intelligence

GOVERNANCE @ @
o OPERATIONS

MEMBERSHIP "’? °

Define
Important

Metrics in ® Ei CAPITAL
| ]

Each
Category MARKET o

° FINANCE
UTILIZATION o
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1. DEFINE KEY PERFORMANCE MEASURES

GOVERNANCE Track and monitor, consistency is crucial.

BOARD SELF-EVALUATIOI

Your feadback will help what we seae vell and (2]
make our Board meetings r

Performance and trust in board
¢ Self-assessment
¢ Member feedback

Compliance with rules and regulations
* Instances of member disciplinary action
* Member payment delinquencies and suspensions s st Dt Ll B

instances of Member Discplinary Action

Compliance with laws and regulations

* Instances of non-compliance (workplace safety, annual : P ap—
audit results, etc.) e — e el

* Emergingissues and trends that may impact your club : Memberst

SATISFACTION WITH THE BOARD

Management of Club finances

I - -

Enforcement of Club policies _15_-:.5
e P
1 2 3 1 5

RESPONSIVENEss to member requasts

Ic‘;-
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1. DEFINE KEY PERFORMANCE MEASURES

"v MEMBERSHIP  The MOST Important Business Intelligence Category.

Satisfaction
e Qverall satisfaction and NPS
e Member referral rate

Sales and Resignations
* Leads and conversion rates
* Net changes in memberships

LALL R AR \\\\\\E'n

600 O 0 060 D 000
; _

MEMBERSHIP
Demographics " B | E
* Total population of memberships e — v 4 Memteniios b Catanry
 Average age and tenure z -

ImpaCt AGE CATEGORY
* Net financial impact e
A 18.7% |
* Spending trends o, 0.256060650 120% 15.23% 17.4% 16.2% ;5 g,

Undorage Agel5-34 A035-43 AQe43-50 AgeS1-58 AQO59-66 AQueT-T4  AgeT5and
5 older
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1. DEFINE KEY PERFORMANCE MEASURES

MARKET

General Demographics and Psychographics

e Traits, preferences and trends

* Source-of-origin

* Projected changes

e Past, present and future market to membership overlay

Competition
Supply of clubs and market position
Key competitor strategy and brand
Membership categories, rules and regulations
Pricing and packaging
Marketing and communications

GLOBAL GOILF
Aovisans
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Understand Historic Patterns to Forecast the Future.

MARKET FACTS
2016 Population

10-Minute Drive Time 20-Minute Drive Time 30-Minute Drive Time

0 M0 Index 8 180 39 index

DEMOGRAPHICS r

Population by Occupation
10 Minuste Drive Time 20-Minute Drive Time 30 Minute Drive Time
5 e e ndes  Pop % 8 we 3 incex Gl

Natural Al Mg Sciemces
Heamn

@ o
sras
=2

70 To 74 eucanon, Law AnG ¥ocisl, Communmyrice 1 off Magazine Top 100 Courses bn the Workd - Green Fee Vs, Ranking Correlation

Pricing Analysis - Full Membership Joining Fees and Dues Map

@mvaun
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1. DEFINE KEY PERFORMANCE MEASURES

ﬁ UTILIZATION Important measures of your club’s relevance to it’s members.

Chart 2: Monthly Distribution of Actual Rounds Played - FY 2015 Actual
Utilization '

* Operating use statistics A N
e Measurement of utilization versus capacity

* Average spend per use measurements

Projected EVENT PARTICIPATION Distribution

Participation
Events and tournaments
Reservations and cancellations/no shows
Average spend per event and tournament
Net change in number of events

NET RATE PER ROUND (%} tion Per Month

e — e — o e e 1

Ic‘;-
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1. DEFINE KEY PERFORMANCE MEASURES

OPERATIONS Track dollar amounts, average growth rates and trends.

Profit and Loss
e Revenue and Expense by department

e Gross profit and gross margin
* EBITDA and EBITDA Margin

Human Resources
e Total Payroll and Benefit Expenses, % of Total Expenses
e Head Count and Full Time Equivalents, Average Expense Per

o]

traffrufock

P

Operational Feedback
* Member AND Employee satisfaction and engagement
* Ratings versus expectations

Redstone Lake Club

WOUILD ¥OU DINE AT THE CLUB IF OFFERED ON WEDNESDAY NIGH |

0,

0,000

il
[t
1%
18
1§4

Amenity Access m!muw
e Operating hours and offerings
* Ratings versus expectations

e Measurement of unfulfilled requests

REDSTONE GRILL RATINGS AT AR RS
Food quallty = 3rd 7 41
Food consistency 4.08 i) u__Above 6 40
Breakfast menu selection 3.80 0. = s s a0 || 4
Luncheon menu selection 3.96 ek s 40|

Healthy menu solection [N -7 SN N = zna a9

Ic‘;-
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1. DEFINE KEY PERFORMANCE MEASURES

B > caPITAL

Sources
Joining fees
Capital dues
Capital assessments
Annual funds available for capital

Uses
e Repairs and replacements of existing assets
* New capital improvements

Reserves
Capital reserve studies
Actual capital expenditures vs. reserve study
Capital expenditures as a % of Revenue
Capital expenditures vs. depreciation

GLOBAL GOILF
Aovisans
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Evaluate elements on an aggregate basis and per member.

Member In Favar

281. Preferred Capital Projects and Ranking

10% ox m
2ae || 1OT0rmare
243 ol
245 0" aas
--— —r

Chart 15: Reasons for Keeping Lot | s

Chart 16: Local Wellness ¢

Table 10 - Preferred Capital Projects

Importance
(Low = Maost
Iportant)

Overall %
Interested

=S

Telerance [or Dues Increase Lo Fund Capital

10% 3 = Up ta 525
= Up ta 550

5% 2%
Up ta 375

os

245
3am

Diagram & (a): Add 3
for Capital Improvements - by All
Respendents

= Nothing ($0)

- U ta 5100

Diagram & (b): Additional Funding
for Capital Improvements - by
Primary Equity

= Nothing (50}

=-lUpto 525
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1. DEFINE KEY PERFORMANCE MEASURES

FINANCE Focus on options and outcomes.

Chart 23: Preferred Method of Financing (by Age)

Financing Options
* Sources

e Availability

* |mpact

Liquidity

e Current ratio

e Working capital

e Quick ratio

* Interest coverage ratio

Leverage
* Debt to equity
e Total debt per membership

Ic‘;-
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2. GATHER DATA



2. GATHER DATA

5

Internal Data Sources

® © @& &

Transaction

General Ledger )
d Register

Membership
Database

Customer
Relationship

Reservation
System

Survey

Responses

External Data Sources

a

Ca)

L

Population Data

=

GLOBAL GOILF

Real Estate Data

Social Media Data

[1e] @)

Web Traffic

News Outlets
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2. GATHER DATA S

Key Research and Analysis Activities for Strategic Intelligence

FEEDBACK MARKET SCAN VITAL SIGNS




2. GATHER DATA

Who currently uses a Bl solution to combine data sets from

=

GLOBAL GOILF

multiple sources to generate KPMs?

The good news: This is changing and poised to change rapidly
over the coming years.

GGA Projected Bl Solution Usage

40%
30%

20%
10%

0%

Current 3 Years 5 Years

Ny

(%

CLUB MANAGERS

Use a Bl solution at their club to combine
data sets from multiple operating systems
to generate key performance metrics.

Even fewer use a data warehouse for

business intelligence purposes that is

separate and distinct from their club
management system database.
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2. GATHER DATA

Use a Data Warehouse to Store Data and Generate Unique Insights

Total Cost to Belong Versus Full Membership Sales
@line  ©column

Average 2013 to 2018

\O\ y = BE+08e-1776x
R2=0.976

95% 100% 105% 110% 115% 120%

a
<
[
%]
2
=
[
]
o
£
[}
=
=
[

Total Cost to Belong as a % of Key Competitors

Close

= \ yreen
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2. GATHER DATA

Trend Analysis is Powerful

2013 2014 2015 2016 2017 2018 Budget % A YoY 5-Yr CAGR
Revenue $7,961,866 $8,107,560 $8,697,664 $9,175,812 $9,108,548 $9,678,188 -1% 3%
Cost of Sales $1,268,836 $1,292,321 $1,452,300 $1,636,440 $1,581,354 $1,590,907 -3% 6%
Gross Profit $6,693,029 $6,815,239 $7,245,365 $7,539,372 $7,527,193 $8,087,280 0% 3%
Operating Expenses $6,711,551 $6,843,911 $7,236,574 $7,529,885 $7,708,914 $8,087,280 2% 4%
Operating EBITDA (Right-axis) -$18,521 -$28,672 $8,791 $9,487 -$181,721 SO n.m. n.m.
Entrance Fees $2,702,429 $2,754,859 $2,426,754 $1,888,733 $1,988,254 $1,813,380 5% -7%
Other Income $51,906 $124,346 $149,671 $89,733 $126,033 $99,483 40% 25%
Depreciation / Amortization $1,143,803 $1,250,866 $1,267,340 $1,293,678 $1,339,855 $1,394,400 4% 4%
Other Expenses $21,208 $22,701 $34,854 $44,836 $55,918 $45,762 25% 27%
Net Income (Right-axis) $1,570,802 $1,576,966 $1,283,022 $649,439 $536,793 $472,701 -17% -24%
$15,000,000 $2,000,000
$1,500,000
$10,000,000 $1,000,000
— e EEEnE
$- $(500,000)

2013

[ Revenue

Idb

GLOBAL GOILF

2014

2015

Operating Expenses (incl. COS)

2016
e Operating EBITDA (Right-axis)

2017

2018 Budget

e Net Income (Right-axis)
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STRATEGIC INTELLIGENCE PROCESS
SN © N—

3. VISUALIZE



3. VISUALIZE KPMS s

Key Elements of a Comprehensive Strategic Intelligence Program

. @ S

ONLINE STRATEGIC ANALYTICS GGA
PORTAL CONSOLES CENTER ANALYST

$ \ 4 $ \ 4

SUPPORT DECISION MAKING & MEASURE PERFORMANCE

GLOBAL GOILF
sovisans




3. VISUALIZE KPMS PORTAL

P s

GLOBAL GOLF
Profile Intelligence Tools Resources GGA Insights Contact Logout

B AP DEMO

PORTAL

OVERVIEW

g Ci lential .\; | ..-.I I \ 1l to
Icq;- Redstone Lake Club membership, market and performance int

GLlOBAL GOIF




3. VISUALIZE KPMS

BUSINESS
STRUCTURE

MEMBERSHIP

STRUCTURE

LEADERSHIP
STRUCTURE

Idb
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Industry Sector

Profit Status

Tax Status

Voting
Non-Voting

Non-Voting

Directors
Officers

Executive

PRIVATE CLUB

NOT FOR PROFIT, TAX EXEMPT

501 (c) (7)

FULL 80% REFUNDABLE

SPORTS NON REFUNDABLE

SOCIAL NON REFUNDABLE

9 FULL MEMBERS

4 DIRECTORS

GM/COO

CLUB PROFILE

Ownership
Governance

Year-End

Capacity
Capacity
Capacity

Term Length
Term Length

Reports

MEMBER SHAREHOLDERS

BOARD | GM/COO

OCTOBER 315t

3 YEARS (up to 3 terms)

1 YEAR (per position)

TO THE BOARD




3. VISUALIZE KPMS PERFORMANCE CONSOLE

Monitor Performance Against Strategy

1. Improve Trust in the Board of Directors 2. Improve Member Satisfaction
B4

86
B2 84
g 80 282
z -
© 78
£ ] T £ 80
3 76 2
£ 74 ® 78
E 72 B s
70 74
68 72
2011 2012 2013 2014 2015 2016 2011 2012 2013 2014 2015 2016
Actual Actual Actual Actual Actual Budget Actual Actual Actual Actual Actual Budget
2015 Actual Target Trend 2015 Actual Target Trend

7.9 8.4 [ +] 8.3 8.82 (4]

3. Grow Full Membership 4. Maintain Membership Attrition Below 5%

2011 2012 2013 2014 2015 2016
560 8% Actual Actual Actual Actual Actual Budget
540
%
520
6%

Rating out of 10
g

Rating out of 10
B
®

93% ) - 11 100%

3%
440 2%
2011 2012 2013 2014 2015 2016 1%
Actual Actual Actual Actual Actual Budget
0%
é- UPPER
2015 Actual Target Trend 2015 Actual Target Trend E‘r'a?qg-Fg
ALY 3 519.75 ° 4% 4% o i




3. VISUALIZE KPMS

Build
Consoles for
Each

Category of
Intelligence
to Inform
Club Leaders

I GLlOBAL GOIF

GOVERNANCE @

MEMBERSHIP '*’?

MARKET @
UTILIZATION

$
Critical Intelligence Consoles

OPERATIONS

E.a CAPITAL

FINANCE

A=, UPPER
% MIDWEST
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3. VISUALIZE KPMS MEMBERSHIP

Club experience

Golf experience

MEMBER ‘lll"‘-.‘ F&B expenence
SATISFACTION Benchmark Social experience

Targ et: II"". Tennis experienc e Recommend the Club?
\
\‘". Cost to be a member \Benchmark

\Target:
m Positive Negative Neutral \/ \

/

2017
FULL MEMBERSHIP EQUIVALENTS

Full Memberships
MEMBERSHIP Other Golf Membershios RELATIVE TO BENCHMARKS
NUMBERS P

Social Memberships 970 977 984 957
Total Memberships

‘812

AGE CATEGORY
Avg. age: 56.6 . 708
603
MEMBERSHIP

DEMOGRAPHICS 13.0% 187% 151% 17.4% 16.2%

12.8% 2013 2014 2015 2016 2017

o 0:2%11616%

Underage Age25-34 Age35-42 Aged3.50 Age51-58 Age59-66 Ageé7-74 Age75and
25 older

— Actual Lower Quartile
° Median ®  Upper Quartile

UPPER
MIDWEST

LUE MANAGEMENT
SSOCIATION OF AMERICA
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3. VISUALIZE KPMS

Leverage the Data Warehouse for Stakeholder Specific Consoles

Dashboard Trend Charts

Food & Beverage |z| Annual

2 Food and Beverage Sales
L2 0 Other Food and Beverage Revenue
2 Total FandB Revenue

Food and Beverage COS

kR

COther Food and Beverage Cost of Sales

R~

Food and Beverage Cost of Sales

Payroll and Related Costs

P

Other Expenses Food and Beverage

Food and Beverage - Net Profit

FandB Cost of Goods Sold as a % of Sales
FandB Cost of Goods Sold as a % of Revenue
FandB Payroll as a % of Revenue

Other FandB Expenses as a % of Revenue

Net Profit %

RERARRR

FandB Revenue as a % of Total Operating Revenue

R
D Q000006 © 606 & ©06 ©

i

=

GLlOBAL GOIF

aovisors

$1,548,451
$119,673

$1,668,124

$667,563
$21,077

$688,640

$999,829
$123,131

-$143.476

4311 %
4128 %
59.94 %
738 %
-8.60 %
2888 %

$1,479,767
$122,612

$1,602,380

$642,194
$19,702

$661,896

$1,012,689
$137,527

-$209,733

43.40 %
4131 %
63.20 %
8.58 %
-13.09 %
2738 %

$1,644,881
$136,337

$1,781,217

$683,500
$21,084

$704,584

$1,057,281
$148,435

-$129,083

41.55 %
39.56 %
59.36 %
833 %
725 %
28.69 %

$1613,481
$137,247

$1,750,727

$681,736
$13871

$695,607

$1,079,594
$146,347

-$170,821

4225 %
3973 %
6167 %
836 %
9.76 %
2859 %

$1,737,601
$161,130

$1,898,731

§738,418
$12,385

$750,803

$1,144,546
$155,593

-$152,211

42.50 %
39.54 %
60.28 %
819 %
-8.02 %
2875 %

FINANCE COMMITTEE PERFORMANCE DASHBOARDS

Help
$124,121 769 %
$23,883 17.40 %
$148,004 845 %
$56,682 831 %
-51,485 -1071 %
$55,196 793 %
$64,952 602 %
$9,246 632 %
$18,610 10.89 %
025 % 059 %
019 % 0438 %
-1.39 % 225%
017 % 203 %
174 % 17.83 %
016 % 0.56 %

re) 1288 0 -

UPPER
MIDWEST
CHAPTER

CLUE MANAGEMENT
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3. VISUALIZE KPMS s

Build Question Specific Consoles

BACKGROUND

e Historical dues increases have been
2.5% annually.

e Revenue has been stagnate and
operating expenses increasing
significantly.

I GLOBAL GOILF
aovisans



3. VISUALIZE KPMS S

HELPFUL DATA

POSITIONING MAP
Where is our club currently positioned amongst

our competitive set?

Annual Dues
[¥8) = u
(=) o (=]
[e] (=] (=]
[e] [w] [w]

2000 4000 6000 8000 10000 12000 14000 16000

Entrance Fee

#==, UPPER

& Y MIDWEST
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3. VISUALIZE KPMS S

CASE STUDY: Setting the Magic Number for Annual Dues

HELPFUL DATA Annual Dues - 5-Year CAGR

RECENT TRENDS
How do our recent dues increases (5-year
average) compare to our competitive set?

1

Club A ClubB ClubC ClubD ClubE

I trend  e=—(vg,

==, UPPER
;-‘@-, MIDWEST
—~ N - =) ;| CHAPTER
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3. VISUALIZE KPMS S

HELPFUL DATA Affordability Ratio

AFFORDABILITY
What does our affordability ratio (HH Income /

Total Cost to Belong) look like compared to that
of your competitive set (5-year average)?

ClubB Club C ClubD

trend  em—gyg, -

GLOBAL GOILF
Aovisans
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3. VISUALIZE KPMS S

HELPFUL DATA

CURRENT ATTITUDES
How do our members rate their current
satisfaction with dues levels?

How many ‘at risk” members do you have?

ctuals

Overall Satisfaction 7.97 851 8.62 X Pane . . Above
Likelihood of Recommending Club  71% 83% 82% % S : Y/ 92% Above

4 MIDWEST
;| CHAPTER
GLOBAL GOILF 4 CLUE MANAGEMENT



3. VISUALIZE KPMS

HELPFUL DATA

OPERATING SURPLUS/DEFICIT
What has our Operating Surplus/Deficit looked

like recently? Have we adequately funded
capital maintenance?

COST INFLATION
What does inflation look like locally, regionally
and nationally?

Ic‘;-

GLOBAL GOILF
Aovisans

Trend Charts

Income Statement B |

9
Total Revenue

Total Cost of Sales

[~

R

Gross Profit

Total Payroll and Related

R

Total Other Operating Exp|

R

EBITDA

Total Other Income

kR

Total Other Expenses

Net Income (Loss)

Total Rounds Actual
Total Number of Memberships - Actual
Full Membership Equivalent

Average Dues Revenue per Membership

RRRRRN

B

Operating Income (EBITDA)/Revenue %

R
DO GOGOee © 6O © 66 © O

v

Redsione Lake 31 Demo Club I
W Netincoma Loss)

Average Dues Revenue per Membership as a % of Full Dues

8 af Tatal Evnoncar (clobuidat

$1,223.326 $1,781,470
$989,453 $963,281

$229,537 $835994

35,405
1,226
789
$2.447

64.33 %



3. VISUALIZE KPMS S

SUMMARY OF KEY DATA ARE DUES APPROPRIATE?
Competitive Analysis and YoY Annual Dues Trend Annual Increase
Affordability Ratio | Member Penetration Rates |
High Income HH Population Projections
Member Satisfaction with current ‘Value for Dues’
Operating Performance and Cost Inflation

KEY TAKEAWAY

* Atruly informed decision requires a combination of
competitive data, market data, operational data and
membership feedback data.

e The data must be consistently tracked, trended and
presented over time.

s, UPPER
& Y MIDWEST
i . £ il CHAPTER
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RECOMMENDED APPROACH

Set S| Goals

01

P rn

/ INFORM KEY DECISION MAKERS

Accurate. Timely. Actionable. Intelligence.

r o
[ IMPROVE.PRODUCTIVITY

Effectiveness. Board Meetings. Management Meetings.

/ EFFICIENTLY ALIGN STRATEGY

Evaluate. Develop. Adjust.



RECOMMENDED APPROACH S

Lead With Strategy
01
STRATEGIC PLAN ‘

Start with your club’s strategic plan
and overarching goals.

02
Develop a list of key questions which ‘ DEVELOP QUESTlONS

you need answers to

03

Let these questions form the basis of
your Bl requirements

Bl REQUIREMENTS .

04 SOURCE
Put your mind to it and leverage third INFORMATION

party support to track information

Idb
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RECOMMENDED APPROACH S

Drive Insight Through Analysis and Visualization

05
ANALYZE DATA ‘ Analyze all data sourced to identify

trends and diagnose outcomes.

06

Present analysis and key findings in a
clear and concise manner.

VISUALIZE ANALYSIS

INSIGHT

i A 5| CHAPTER
I GLOBAL GOIF P s wanacemEnT
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Strategic Intelligence

é QUESTIONS

GLOBAL GOLF
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GGA Analytics GGA

Other Ways We Help

GGA Analytics for Private Clubs.

Predictive and Prescriptive
Modeling and Analytics
Support.

Analytics

Operational
Busine:

usiness
é‘ Intelligence
I Busing

GLOBAL GOILF

uuuuuuuu




GGA Analytics GGA

The Power of Modelling

REDSTONE CLUB MODEL —

Build, maintain, update
and utilize a dynamic,

MEMBERSHIP ASSUMPTIONS

forward looking model. et A e

Projections

2023

5 ! $ 3 $ $ $ $ $ $
Non-Equity Golf Membership Annual Dues {includes Sales Tax) 5 18540 5 18955 5 19,381 § 19818 3 20,266 5 20724 5 21,193 5 21672 5 22,162 % 22,674
Eguity Socinl Membership Annunl Dues 5 & H RDDD § LELLI B410 8 5620 § BRa0 § 8060 § 8380 § 8530 3§ 8,760

5 9,504 5 9,738 5 9584 5 10,229 $5 10,485 5 10,751 5 11,017 5 11,294 35 11,582

Non-Equity Social Membership Annual Gues 5 9,270

Consider a” key forces = 1al Dues Ingrease fram Prior Year 25 255 258 2.5% 2.5% 25% 25% 2.5% 2.5% 2.5%

Joining Fees

. . Equity Golf Membership s 85000 3 85000 5 BS000 3 BS000 5 85000 § 65000 5 BS000 5 85000 5 85000 5 85000
Im pactl ng sSuccess both Non-Equity Social Membership 5 ) § 30000 S 30000 $ 30,000 § 30000 5 30000 § 30000 § 30,000 § 30000 § 30,000
! N ¢ of Dues Paying Memberships
H Active Dues Paying Equity Golf Memberships [Year-end) 216 232 237 241 245 250 254 259 265 266
internal and external. e Do Fereriow ooy G samiretes rewran . - - - - - =
Resigned Dues Paying Non-Equity Golf Memberships (Year-end) 34 9 9 9 9 8 B B B B
Total Dues Paying Goll Memberships (Year-end) 278 268 272 275 279 281 284 288 EL G 293
Active Dues Paying Equity Social Memberships (Year-end) 10 9 a8 7 & 5 a4 3 2 1

a2 52 sa 59 &0 81 &2 63 82 &5

Use these variables to L R e SIS - - - " - o o o - o
define KPIS that go 6,000,000

beyond dollars and cents |- —
to truly measure ° BudpE _I"'r'?TI'"—"PmL._ i 4 i i 3 m_l:n: Proj. Proj. Proj. ['rr>‘|. | Proj. | Proj. Proj. Proj Proj Proj. I’I:ih.-_m"l::\j

2,000,000 o1y J018 2019 2020

performance. \—

6,000,000

2024 2025 2026 2027 2028 2029 2020 2021 2032 2033 2034 2035 2036

— Mt Income Before Depreciation s Net Cash Flow After Capital Repairs and Replacements s Net Cach Flow After Capital Expenditures ++sssss0s Linear (Net Cash Flow After Capital Expenditures)

=
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New Supporting Tools

Board Software Platform
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®  STRATEGIC INTELLIGENCE

The Premier Research and Insights Suite for Private Clubs

https://www.globalgolfadvisors.com/strategic-intelligence/

E; Derek Johnston
905-475-4002
€ Loﬂ?ﬁhﬁo L7 djohnston@aqlobalqgolfadvisors.com



mailto:djohnston@globalgolfadvisors.com
https://www.globalgolfadvisors.com/strategic-intelligence/
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