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2006 Business Plan Summary
EXECUTIVE SUMMARY
The focus of this business plan is to present an effective alternative to current President’s Club golf access.  Primary goals considered in this business plan include:

· Allows current users similar access privileges while introducing a new golf business model, (this required much study to develop a golf industry, and regionally competitive, priced plan)

· Allows for an immediate phase out of annual donors whose primary focus was to access golf privileges, and who were not active in University philanthropy

· Creates a new golf course access strategy that addresses a changing industry and customer expectations

· Compliments existing golf registration programs such as the Alumni and Friends of Oakland golf access initiative

· Disassociates President’s Club membership as an aspect of golf customer base

With this proposed business plan the golf department can achieve success independently, as directed.  It provides an effective solution for managing toward a strategy that includes continuing the 2005 expanded customer base program for Alumni and Friends of Oakland (very successful in 2005), and focuses toward immediate elimination of golf course access through the President’s Club.   

The plan is structured with consideration toward maintaining a viable golf entity.  The proposed plan considered specifically: 

1. The current golf industry challenges known best golf business practices within the region.
 

2. Immediate elimination of golf access through President’s Club and Gift Society avenues.

3. Maintaining the Golf and Learning Center’s payment of an administrative fee to the University’s General Fund in support of services received.

4. An increased marketing effort ($30,000) to cultivate new golf memberships.

5. State economic conditions, industry trends and weather all have potential positive/negative impact on annual operations.

6. A couple year transition period may be needed to determine the impact of dissolution of the President’s Club as it relates to golf privileges and recruitment of new members.

7. During the transition period, it may be necessary to use fund balance to balance the budget.

8. Only minimal deferred maintenance needs are budgeted.

With these as strategic goals, the focus of the new business plan for golf operations will have three methods by which to access golf.  Implementation of this plan gives the community the following options for gaining access to the Katke-Cousins golf course and/or both the R & S Sharf and Katke-Cousins courses.

2006 Proposed Golf and Learning Center Membership Options

	Membership Type
	Annual Fee
	Privileges

	BRONZE

Alumni & Friends of Oakland
	$500
	Access to Katke–Cousins, normal daily greens, guest, range, and car fees apply

	SILVER 
	$1,500
	Access to Katke-Cousins and Sharf, normal daily greens, guest, range and car fees apply

	GOLD

All Inclusive golf option
	$3,950
	Access to Katke-Cousins and Sharf, unlimited golf.  Guest, range and car fees apply, (Spouse $500, each additional family member between ages 14 & 21 $500).


GOLFER REGISTRATION HISTORY

The chart below tracks Oakland University (OU) registered golfers over time (in the past, mainly President’s Club members), and indicates the necessity to expand customer base and eliminate the restrictive access model (as suggested within a recent review).  While the golf industry was experiencing “soft times” the OU property had growth from 1992 to 1999 due to expansion plans, and an excitement among the community for the new course project.   While the University knew it was developing a golf course at the end of an industry growth cycle, it felt comfortable with the development as it’s location in this region seemed to indicate a population with the ability to support the Golf and Learning Center.   During the project’s pre-construction phase, the pricing policy for greens fees was initially publicized to the OU constituency to be “a similar price structure” to that of the existing Katke-Cousins course.   When the new golf course became known as one of the premier courses in Michigan and ultimately recognized in Golf Digest as one of the top new courses, the pricing structure was reconfigured into a more “premium” fee type facility.  Some golfers decided to leave the President’s Club and thus the golf property.  This decline in the available customer base has continued over the past five years, leaving the Golf and Learning Center with new fiscal challenges, and the need for better business strategies, an opportunity to reexamine policy relative to golf course access.  What was once an overcrowded facility is now underutilized, creating opportunity for the new business plan which allows for change in golf course accessibility.
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GOLF AND LEARNING CENTER TRENDS

A recent review substantiated the following description of current business trends. The review uses historical data to graphically demonstrate this information as well. 

The golf courses at OU are experiencing a decline in the number of golf rounds played, and in revenue generated from these rounds.  Golf registrations from President’s Club members have also declined over the past several years.  Rounds are down on the Katke-Cousins course from 33,608 in 1998 to 17,366 in 2004.  Rounds of golf on the new Sharf course were 2,276 for a partial season in 2000, and have increased to 10,089 in 2004.  The golf industry has experienced up to a 6% decline in rounds of golf played annually for each of the past several years, a cumulative total of almost 30%.   Within this golf region and marketplace, OU’s golf business has slightly out-performed the downward trends for golf rounds and golf revenue with its previously approved business plans, but new strategies must be developed to assure future success. 

Since 1998, the Golf and Learning Center has experienced a loss of registration revenue of more than $280,000 due to the decline in President’s Club members from 720 in 1998 to 551 in 2004.  As noted previously, the significant decline in rounds since 1998 has meant a decline in greens fee revenue to the Golf and Learning Center of more than $600,000.  President’s Club golf registrations have shown a steady decline in recent years.
The Golf and Learning Center has the capacity of comfortably handling 30,000 rounds of golf on the Katke-Cousins course, and 15,000 rounds on the Sharf course.  To produce this type of round count and associated revenue, new avenues for increased “customer base” must be explored and pricing options need to be examined.  The following pages contain industry and departmental data and written material outlining methods for reaching a new customer base and focusing toward new fiscal goals.
ALUMNI AND FRIENDS OF OAKLAND ACCESS HISTORY
In prior years, OU has restricted alumni access to the golf courses.  The restriction was intended to influence alumni into joining the President’s Club to gain golf access.  This strategy was put in place when the golf course was very crowded with golfers from the President’s Club.  An effort was being made to provide as comfortable a golf experience as possible to President’s Club members, and since the course was so crowded, all other community members, including alumni, were restricted or denied golf access.

With golf rounds and President’s Club registrations declining, a new strategy was formulated, “Alumni and Friends of Oakland”, for the Golf and Learning Center to regain its fiscal stability.  

Two factors impacted the Alumni and Friends of Oakland membership business strategy.  

· To whom should the golf course be available for introductory exposure?

· At what price point should access be granted to the Katke-Cousins course only?

Presented initially in 2002, the Alumni and Friends of Oakland program is now (for the 2005 golf season) being offered as an entry level golf access program.   The alumni and friends of Oakland pay a $500 annual registration fee for the opportunity to golf.  This new golf course access program “broadens” the base of potential customers and allows access to the Katke-Cousins course only, providing for increased golf rounds and revenue.  This program has proven to be very beneficial to the golf department and also assists OU in alumni relations.  

ANNUAL GOLF ACCESS

In recent years community support and excitement towards the President’s Club and its golf access structure has diminished.  In an effort to breathe new life and business focus into the golf department, and while allowing for positive change in recruitment efforts by the Oakland University Foundation and its President’s Club, a new golf access business plan has been discussed and is now presented for consideration.  Recently within the golf industry golfers seek, and have expressed interest in, a singular and “total price” for a seasonal golf experience.  With this in mind, the following “all-inclusive” GOLD golf package is being recommended, along with two traditional fee options, the SILVER and BRONZE golf access packages.  It is imperative that new strategic policies be given serious consideration and be developed for implementation within the 2006 budget documents and business plan.

The GOLD access allows for a seasonal all-inclusive registration fee, payable to the golf department.  This program will be priced so as to compare favorably to the current donor program’s “effective cost” to the individual.  Community golfers wishing to pay an all-inclusive seasonal fee for golf at both University courses would be offered an option to pay $3,950 for unlimited golf at both courses.  It is projected that the program would initially generate 40 new golfers. The only fees GOLD members would pay at time of play are a golf car rental fee of $20 per individual, range fees, and guest fees when applicable.  The preferred Sharf guest fee rate (including golf car) would be $90 weekday and $95 weekend.  With this arrangement, guest play is expected to produce incremental revenue.

The $1,500 SILVER access fee plan will be offered as a traditional daily fee plan for access to both University courses and provides for a cost effective entry point for new community golfers and compares favorably to the “effective cost” currently incurred by a vast majority of President’s Club golf course registrants.  The plan is available to Oakland University alumni and friends of Oakland for seasonal unlimited access to both courses.  Daily greens, guest, range and golf car fees apply.

The $500 BRONZE access fee plan will be offered as a continuation of the very successful “Alumni and Friends of Oakland” program initiated in 2005.  This plan allows introductory level access to the Katke-Cousins course only, and has three-day advance booking for tee time reservations, thus encouraging golf rounds to be played during underutilized times of the day.  The plan is available to Oakland University alumni and friends of Oakland for seasonal unlimited access to Katke-Cousins.  Daily greens, guest, range and golf car fees apply.

Student, Faculty and Staff access is relatively unchanged.

Timely presentation of the new Golf and Learning Center’s business plan, and its focus toward the GOLD, SILVER, and BRONZE golf access programs to the University internal and external community is essential.  This will allow for new marketing efforts to be effectively planned for release, and assist to assure sound management efforts at restoring the golf department fiscal stability.  If course utilization studies indicate additional space is available, other avenues for Oakland University associates will be considered, such as Credit Union members, subdivision association members, etc.  This revised business plan will also allow the revamped President’s Club and Gift Society to be managed by the Foundation with a sole focus of recruiting individuals interested in philanthropy.
Net revenues would be committed as follows:


50% golf course capital improvements


50% reserves

COMMUNICATION AND MARKETING PLAN

PROJECT

Oakland University’s Golf and Learning Center has restructured its access programs to better accommodate internal and external community needs. This restructuring will assist OU in continuing to deliver premier golf and social experiences to its key constituencies while expanding its offerings in the community. 

During the restructuring process, OU has taken great care to review the impact upon President’s Club donors, whose generous contributions support the mission of OU. In the past, donors in this gift society received the opportunity to register for access to both golf courses as part of their participation in the President’s Club. 

With that in mind, three new golf course access options will balance providing continued value to OU’s treasured President’s Club existing members while also expanding options for others to access the golf courses at varying levels. 

By implementing these best practices with a focus on a value-driven outcome, OU’s Golf and Learning Center is taking advantage of the opportunity to fine tune a long-standing successful business and community treasure by positively impacting OU’s existing community of donors and new community golfers. 

Starting in 2006, golfers interested in accessing OU’s Golf and Learning Center will have three options: 

1. GOLD Program – An all-inclusive seasonal (pre-paid) green fee golf access program designed for use of the Katke-Cousins and the R&S Sharf courses. The annual cost in 2006 will be $3,950. There is a $500 additional annual fee for each family member (spouse and children between 14 and 21 years of age) who wishes to access the courses. Additional fees in this program are limited to a golf cart fee of $20 per person, range fees and any applicable guest fees.

2. SILVER Program – A pay-as-you-play program which offers access to both the Katke-Cousins and the R & S Sharf courses for a $1,500 annual fee per family (includes spouse and children under 21), plus daily greens fees, range fees, golf cart fees and guest fees.

3. BRONZE Program – Offers two options to access only the Katke-Cousins Golf Course. This program requires a three-day advance tee time booking and has a pay-as-you play or pre-paid choice:

a. Pay-as-you play $500 annual fee per family (includes spouse and children under 21), plus daily greens fees, range fees, golf cart and guest fees.

b. Pre-pay a $2,135 seasonal fee, with additional costs of golf cart fees, range fees and guest fees.

BASIC PLAN

This communication plan assumes University Relations will make the initial contact with existing President’s Club members to explain the change in fundraising strategy and how pledges in progress will be treated. So, this communication plan will focus on the next steps of marketing the new membership access options to existing President’s Club members as well as an expanded audience. 

RESEARCH 

The OU Golf and Learning Center is re-inventing its business due to the economy within the region. In addition, this business restructuring will put the OU Golf and Learning Center in a better position to continue to deal with the overall golf industry’s “correction period” which has been going on since 1999. 

Tracking trend and regional data clearly indicate that golf courses and country clubs throughout the U.S. and within our region have been re-evaluating their position, market and strategies to continue to operate viable businesses. A decline in golf rounds tracks with the state of the overall economy and has been a trend industry wide since 1999.

As the economy improves, it is expected that university wide the number of overall rounds will increase. As OU takes control of its future golf business, while current trends indicate local courses are going bankrupt and/or failing in their business plans, and/or their land is sold for other uses (often housing development), the number of golf courses catering to these golfers has decreased.  There exists an opportunity for OU to leverage new golf access programs with now available golf consumers.  

OBJECTIVE

· Generate interest and golf membership in the three access levels among current registered golfers, along with internal and external community members to increase the number of rounds played on OU’s golf courses, and ultimately cultivate new friends of OU whose interests may extend beyond use of OU’s golf facilities.

· Where possible retain existing President’s Club member interest in supporting OU through philanthropy. 

KEY AUDIENCES

OU Community - Primary

· President’s Club members, current and past

· Alumni 

· Faculty and staff

External Community – Primary 

· Residents in the surrounding communities

· Businesses in the surrounding communities

OU Community – Secondary 

· Current OU students and their parents

EXECUTION 

January 2006

· Develop and complete an initial mailing of a season membership brochure to generate interest/inquiries and participation for the 2006 season. 

· All past President’s Club members

· All 2005 registrants

· All addresses sent to President’s Club over the past five years

· All alumni and friends of OU 2003, 2004 and 2005

· All inquiries received in past few years, but not registered

· Consider short article/blurb in the Winter issue of Oakland Parent, if appropriate and space permits. 

March/April 2006

· Host a membership meeting at Shotwell to discuss course opportunities, golf course gift possibilities, and enhancement projects.

· Mail letter/invitation to current members

· Provide materials (membership brochure) for attendees to take with them to share with friends/associates who may be interested in one of the new membership options. 

· Place a story in The News @ OU (and include in appropriate broadcast e-mails) to generate interest as the golf season begins. 

· Secure space and develop a full-page ad in the Spring issue of OU Magazine highlighting OU’s Golf and Learning Center new membership options to OU alumni magazine recipients, include link to Golf and Learning Web site and contact information so interested parties can get more information. 

· Consider placement of a story or news brief in the Spring issue of OU Magazine highlighting the new membership options, and refer to ad for detailed information. 

· If appropriate, and based on response from initial mailing of membership brochure, consider secondary mailing to targeted list of external community members, purchased based on a set list of demographic and income criteria. 

· If appropriate, and based on response from initial mailing of membership brochure, consider placing ads in select publications, which target desired demographics in select communities. 

· Consider short article/placement in the Spring issue of Oakland Parent, if appropriate and space permits. 

Timing TBD (likely Spring 2006)

· Advise targeted media to introduce expanded access and membership options to golf community. 

MEASUREMENT

Success measures of the communication plan need to be developed to reflect the overall success measures of the business plan, and could include: 

· Percent of existing President’s Club members who continue to give and golf

· Number of new members

· Usage

2006 BUSINESS PLAN SUMMARY
Due to the significant changes in the State economy, golf industry and President’s Club activity, a new, innovative business strategy is necessary to ensure the success for the Oakland University golf course operation.  The 2006 Business Plan offers three golf course access opportunities (GOLD, SILVER, BRONZE), eliminating the reliance on President’s Club memberships.  The new access opportunities are projected to provide a more stable fiscal strategy while continuing to service our customers.  The Plan is built upon a projected balanced budget and maintains the golf course contribution to the General Fund through the administrative fee.
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