GET BETTER

AT READING GREENS

KNOW THE

NEW RULES

CANADA’S

NEWEST LPGA STARS

GOLF’S NEXT WAVE
MAKES ITS MARK

The 2012

EQUIPMENT
GUIDE

on
course

18 MINI MEETINGS

WHERE

DEALSARE
MADE

WHETHER WOOING A PROSPECTIVE CLIENT, NEGOTIATING
A DEAL OR CLOSING THAT BIG SALE DURING OR AFTER
A GAME OF GOLF, HERE ARE 18 STEPS (plus a follow-up at the
clubhouse) TO PUT YOUR BEST FOOT FORWARD ON THE FAIRWAY.
1. PROSPECTING
.
Learn as much as
you can about your
potential client or
business partner
before the first tee.
According to Joan
Cavanagh – a certified
Business Golf Coach
and founder and CEO
of New York Citybased The Boardroom
Golf Institute, which
teaches executives
how to use golf to
develop successful
business relationships
– it’s like any sales call.
“You need to know
as much as possible
about the person
or people you’re
planning to entertain
on the course,” she
says. “Know why you
invited your client
to play: to build a
relationship, seek
business advice, or
work a potential deal.”
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2. QUALIFY THE
PROSPECT. Know
your value to them
and their value to you.
Confirm that your
prospect is both able
and potentially willing
to buy your product
or service.
3. MATCH
PREPARATION.
Not
sure where to play?
On a ‘first date’, select
a course that you
have played before
and are comfortable
with. Cavanagh points
out: “You are setting
the stage to impress
the client and display
self confidence and
the know-how to get
a job done well.”
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4. STRATEGIC
MARKETING
PROCESS. Golfing
is one layer in this
process. How does
the game fit into your
master marketing
plan? Nail down the
message to send
your client. Research
your client, know
their business, their
competition, when
they buy or don’t buy.

THE ART OF SEALING A DEAL
ON THE GOLF COURSE
BY JACK KOHANE

B

ecause it works wonders for business networking,
it’s often called the second boardroom. It’s the
perfect place to bag opportunities to bond and build team
spirit. “You can learn more about a person in four hours on the
golf course than in umpteen hours of boardroom meetings,”
affirms Scott Simmons, Executive Director and CEO of Golf
Canada. “It’s a great relationship builder – it’s about making
person-to-person connections.” Vice President of Kaneff Golf,
Boris Uvakov, agrees. “Sports reveal character, so executives
can utilize their time on the golf course as part of an interview
process with a prospective client,” says Uvakov, who is also
the executive golf pro at Lionhead Golf and Country Club
in Brampton, ON. “Golf reveals how we handle the good
bounces, bad breaks and difficult situations that expose our
true character,” he continues. “How you conduct yourself
can be a deal maker or breaker.”
5. THE BIG DAY.
Golf can be very
competitive, so
maintain your
composure.
Observes Sandy
Huang, president
of Pinpoint Tactics
Business Consulting in
Vancouver, BC., “How
situations, how
you communicate,
how you deal with
successes and
failures reflect who
you are. And you are
representing your
company’s integrity.”

6. BRUSH UP ON
BUSINESS GOLF
ETIQUETTE.
Avoid
any embarrassment
by booking tee times
well in advance. Be
punctual. Confirm
specific dress
regulations of the
course, and determine
beforehand who pays
for the green fees.

7. POSITIVE FIRST
IMPRESSIONS
ARE KEY. A firm
handshake and
professionalism will
make your mark.
“Look beyond the
shoes, ties and
person,” insists
communicator.
Conversation is a
two-way street, it’s
give and take, so
be a good listener
too.” And analyze
your clients: are their
clubs new, old, clean
or dirty? Do they
show pride in their
appearance (clothing
reveals much about
a person’s spending
habits)? Do they
talk a big game, or
give excuses before
they know how their
abilities compare?
These will show you
who the person is.
You may find that, as
the round continues,
the person you are
playing with is or
is not the type of
person you want to
do business with.
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As the round continues, you may
find that the person you are playing
with is, or is not, the type of person
you want to do business with.
8. BUSINESS OR
GAME? You (the
host) should avoid
talking about business
immediately after
introductions. Discuss
business when the
client shows interest
or after an initial
comfort level has
been established.
9. GAME RULES.
Invite your guest(s)
to tee up first.
10. PAY ATTENTION.
Watch how your
client handles any
situation that arises,
and temper your
behaviour to match.

11. DON’T GIVE
UNWANTED
PLAYING ADVICE.
Applaud the good
shots. It shows you’re
really interested in
their performance.
12. EASE THE
PRESSURE. To ease
the pressure of
‘selling,’ Huang says
keep the discussion
amiable. “Be pleasant
and attentive, and
invite your guest to
ask questions about
you.”

13. STAY POSITIVE.
“A great attitude is
your biggest asset,”
remarks Colin Sprake,
a marketing expert
and founder of Surrey,
B.C.-based Make
Your Mark Training
& Consulting, Inc. He
sees sales people as
either “Connectors”
who go with a “What
can I do for you…”
attitude; or “Collectors”
who amass business
cards, dump them
into a database and
spam their clients
with information.
“Business people prefer
to partner with those
who have an upbeat,
upfront, can-do
mind-set,” he says.
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14. THE DOWN
AND DIRTY. When
it’s opportune, ask
strategic questions
about your client’s
overall goals, business
priorities, challenges,
competitive landscape,
and internal business
environment.
15. TRUST IS KEY.
“People like doing
business with people
they like,” nods Danny
Fritz, Vice President
of IMG Canada, a
global sports, fashion
and media business
giant. “People are less
likely to turn down a
business proposition
from someone they
know and trust.”

16. PRACTICE
MAKES FOR
BETTER RESULTS.
When clients see
your commitment
to continual
improvement, they
will see the value you
bring to the table and
to the tee. “In business
we have a game plan,
we set goals, test
strategies, and predict
outcomes,” notes
the opportunity to
practice all of this.”
17. NEVER THROW
THE GAME. Never
deliberately lose a
game of golf. While
you want to compete,
you also want to be
gracious. In a get-toknow-you session, it’s
not necessary to hold
to the strictest rules of
the game. You want
to win, but not at the
cost of losing a deal.

18. SELL YOURSELF.
Take the opportunity
to sell ‘yourself’ as
a person. Focus on
your sustainable,
competitive strengths.
Explain what you
can achieve for your
clients, how you can
transform $1 invested
in you into a $10 return.
19. FOLLOW UP AT
THE CLUBHOUSE.
At the end of the
day, this is a business
meeting. If business
isn’t broached on the
green, follow up soon
thereafter. Introduce
the deal. Practice
polite persistence.
Establish buy-ins.
Seal the deal.
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