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I. Situation Analysis 
 
Golf Business Advisors Virginia LLC was contracted by Andy Rogers, Human Resources 
Director for the Town of South Hadley in March, 2025 relative to the Ledges Golf Club.  The 
overall purpose of the contract is for Golf Business Advisors to perform an independent 
operational review of select aspects of Ledges Golf Club which are included in this report.   
 
Jeff Fleishman, President of Golf Business Advisors, visited Ledges on April 14-16, 2025 and 
met with Andy Rogers, Mike Fontaine, Ledges General Manager and other staff members at the 
Ledges.  In addition, Fleishman met with Lisa Wong, Town Administrator and the Town’s 
Capital Planning Committee to discuss Ledges and future golf course capital needs. 
 
The Ledges is situated on a 244-acre parcel near South Hadley that was purchased in 1996.  
Howard Maurer was the golf course architect and the course opened for play in August, 2001.  
The driving range and new Clubhouse (cost of Clubhouse was $750,000) opened in the spring of 
2008.  The course features L-93 bent-grass tees, fairways and greens and with four sets of tees, 
plays from 5,001 up to 6,507 yards and winds through wetlands, forests and farmland—and with 
78 bunkers strategically placed throughout the course.  The initial cost of the golf course was 
$5.6 million and the Town issued bonds to pay for the course—and those 30-year bonds (current 
payments of @ $333,000 per year) will be paid off in 2029.   
 
The golf course does not offer restrooms out on the course but does have port-a-potty on one 
nine in season—this is certainly a need for improvement in the future. 
 
The Clubhouse (approximately 5,000 square feet) includes the small Pro Shop for golfer check in 
and merchandise sales, the Sunset Grille (and Bar) which includes 76 seats for lunch and early 
dinner plus an outdoor covered seating area with 30 seats.  The kitchen is small and there is very 
limited storage.  The small restrooms are also available for both golfers and diners and located 
within the Grille.  The restroom situation is not good (especially for larger groups) and if and 
when a clubhouse renovation is planned, improving the restroom set up will be important. 
 
There is a covered Pavillion located between the Clubhouse and first hole that can serve up to 
150 people—primarily for golf outings.  There is a large gravel parking area located 
approximately 200 yards from the front door of the clubhouse. 
 
The features for golfers include a large practice putting green located near the first tee and 
driving range (with some mats and also a grass tee) that is located approximately one mile away. 
 
On the entry road and across from the driving range is the South Hadley dog park that the Town 
opened in 2021 and it appears to be very busy. 
 
The Town of South Hadley self-managed the Ledges course and limited facilities for a few years 
before retaining International Golf Maintenance Inc of Lakeland, Florida to oversee the golf 
course maintenance beginning in 2005.  At that time Mike Fontaine became the Superintendent 
and is now the General Manager working for International Golf Maintenance, but with a close 
relationship to the Town of South Hadley. 
 
The Ledges is now fully managed (including operations, golf maintenance and food and 
beverage) by International Golf Maintenance Inc. via a five year contract dated September 11, 
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2018 and the one-year extension of the contract (through June 30, 2026) dated February 18, 
2025.  The contract extension is shown in the Appendix and three one year options are 
remaining.  This is certainly a different model than most golf management companies use and in 
my opinion, does not provide any reasons nor incentive for IGM to increase the golf, pro shop, 
range nor food and beverage revenues and in fact rewards them only for keeping expenses below 
the set amount of the contract.  I have outlined management options for the Town below and 
would suggest that this issue be addressed prior to the next contract or extension. 
 
Mike Fontaine has three key Department Heads:  The PGA Golf Professional is Ed Lockard 
(recently started), the Golf Course Superintendent is Amanda Fontaine, who has been in her 
position for four years and Drew Kortright is the Head Chef and Kitchen Manager. 
 
The golf maintenance area has an old building and a trailer with a gravel parking lot—all of 
which could use upgrades.   
 
The Ledges’ Mission Statement is:  We are committed to exceeding our customer’s 
expectations by providing optimal course conditions, exceptional service and outstanding 
amenities.  We will succeed, while respecting the environment and returning value to our 
community. 
 
The current clubhouse has a someone severe shortage of storage space and the staff is using a 
variety of methods and areas to have the needed supplies nearby.  If and when a clubhouse 
renovation is done, the storage needs should be an important part. 
  
In 2023, the Ledges hosted 27,907 rounds of golf and generated revenue of $1,595,000 ($57.15 
per golfer).  In 2024, the rounds decreased to 24,811 although the total revenue increased to 
$1,602,000 ($64.57 per golfer).  See the attached charts for the history of rounds of golf and golf 
revenue, plus a chart that details the mix of play in 2023.  Due to the water main break and 
computer issues, not all of the information is available and we have done our best to determine 
the numbers.  As indicated on the attached charts, business increased dramatically in the years 
following Covid, which was pretty much the case for all courses across the United States.  In 
addition, revenues and net income increased significantly after Covid which helped the Town 
stop the annual loses and also pay off the annual debt payments. 
 
The golfers at the Ledges include residents and non-residents (both daily fee and Annual pass 
holders), leagues (11 different leagues in 2025) and outings (36 hosted in 2024).  There were 80 
Annual Pass holders in 2024 (although 130 a few years ago). In general, the course opens for 
play each year on April 15 and closes for the season on November 15.   
 
In 2024, approximately 32% of all rounds were booked on-line—which is up from 24% in 2023.  
The Ledges has a contract with GolfNow (shown in Appendix) to utilize their online booking 
engine to generate rounds of golf…GolfNow also provides the POS system, manages the 
database of over 5,000 names and works with Mike on marketing strategies.  The GolfNow 
contract is not for cash, but rather a trade for one tee time that GolfNow sells daily—thus a value 
of approximately $240 per day ($60 X 4).  Thus, this marketing service is generating over 
$40,000 for GolfNow annually ($1680 per week X 24 weeks).   The value is certainly there for 
the Ledges, but it may be worth asking them about a flat fee arrangement for future years.    
 
The Town of South Hadley also recently retained golf course architect, Tim Gerrish, to complete 
a Master Plan for golf course improvements.  As part of this process, Gerrish worked with the 
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Town to develop and administer a survey to learn more about the thoughts of the golfers on the 
golf course.  The survey went out in March to over 5,000 people that were part of  the Club’s 
GolfNow database and 530 responses were received.  A few key points of the results include: 
 

• 89 % of responses were males 
• 65% were ages 35 to 69 and 27% were over 70 years old 
• Westover Golf Course mentioned where they prefer to play when not playing Ledges 
• The three key areas of improvements needed include drainage, bunkers and cart paths 
• Course facilities rated 84% (either 4 or 5)  
• Pro Shop selection rated 62% 
• Customer service rated 71% (either 4 or 5)  
• Pace of Play rated 76%  
• 43% of responders go the Sunset Grille (thus, 57% do not) 
• 83% do not consider Sunset Grille for special events  

 
The golf course itself is very attractive and many holes have excellent views of the nearby 
mountains and farmlands.  The course is in excellent condition and appears to be relatively 
friendly for golfers of all handicaps.  Many trees were recently taken out to assist in air 
movement and improved sunlight and paved cart paths were not  
 
initially constructed when the course opened, but are being installed a few holes at the time now.  
New Club Car golf carts (gas) were delivered for the beginning of the 2025 season, but there is 
no covered storage. 
 
In speaking with the Ledges staff, I learned of the ongoing issues of Town residents that want to 
use the course for activities other than golf—including walking, ball hawking and fishing—
during the golf season, I see this as a major issue--primarily for safety reasons. 
 
For the winter season, it may be good to offer cross country skiing and sledding.  In addition, we 
have seen some courses that offer a walking trail around the perimeter of the course and I spoke 
to Tim Gerrish about looking into that possibility for the future. 
 
The Sunset Grille is very nice (as is the outdoor patio) and my experience in the Grille was 
excellent…an inviting menu with reasonable prices and the food was very good. 
 
Although there are many courses (both private and public) within an hour or so of Ledges Golf 
Club, Chicopee Country Club (Town of Chicopee) and Westover Golf Course (Town of Granby) 
are two competitive municipal courses located within a few minutes of Ledges.  For 
memberships, Ledges competes with many courses but primarily The Orchards (located nearby), 
Wyckoff, Greenfield, Cold Springs and Amherst.  Ledges does compete for Outings with the 
courses shown above plus The Ranch, Springfield Country Club and Crump and Fox. 
The GolfNow ratings for the Ledges are 4.5 stars and a rating of 94.4, compared to Chicopee at 
4.5 stars and 97.1 % and Westover at 4.5 stars and 98.2%. 
 
In my review of the website and my visit to Ledges, there is very little information concerning 
instruction and Junior programs (although I was told that there is a junior camp for two weeks 
each summer).  Also, the Town’s website shows lots of opportunities for both adults and juniors 
in many sports, but no mention of golf.  Instruction and programs for juniors, beginners and 
females and adults is very successful for most municipal and daily fee courses.  In addition, new 
programs like the PGA Junior League have been greatly successful at attracting and retaining 
junior golfers. See article out of our recent Newsletter that addresses this in the Appendix.  
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Entrance to Ledges Clubhouse 
 

 
 

 
 
 

Practice Putting Green 
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15th Hole of golf course 
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Golf Maintenance Facility 

 
 

 
 

Starter’s Hut near #1 tee–prior to recent renovation 
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Overview of Management Options 
 

The Town of South Hadley originally chose to self-manage the Ledges Golf Club and then 
retained IGM to maintain the golf course maintenance for a set fee…and eventually expanded 
that management coverage to include golf operations and food and beverage.   
 
Municipalities have a number of options to consider when determining how best to 
manage their golf assets. Outlined below is an overview of the various options that are in 
use today by other municipalities and the pros and cons for each option are shown: 

• Self-Management 
• Lease 
• Management Contract 
• Partial Management contract (generally for golf maintenance or food and beverage) 

 
Although there is not one perfect model for every municipality, it is important for the 
Town of South Hadley to understand their options and how each may affect their 
situation. 

 
Self-Management 

• The Town has absolute control over the golf operations 
• Complete control of the course and clubhouse assets 
• Immediate response to customer needs 
• Direct contact with customers 
• Financial and personnel resources of the Town 
• Integration of other Town services with the golf course 
• Town pay scales and benefits would possibly be higher than other courses 
• Town political changes and issues may result in decisions which could be 

adverse to the course and facilities long term goals 
• Recruiting and supervising professional and entry level staff 
• The Town has 100% of the risk, and also 100% of the proceeds 

 
Management Contract 

• Provides facility with experienced golf course management responsible for daily 
operations 

• Town funds all capital improvements 
• Town pays an experienced golf management company a fee to manage the 

daily operations of the golf course 
• The Town retains 100% of the risk 
• Town reaps all of the profits after the management company is paid 
• Management company prepares budget for Town’s approval that is the guide to 

their management of the facility 
• Employees are generally management company’s employees 
• It is often hard for municipalities to handle merchandise ordering properly 
• Range of fees is usually @ 5% of gross ($75,000 to $120,000) + incentives 
• Town can control the pricing (such as discounts for residents) via the 

contract with management company 
• It is possible to do a management contract for the golf maintenance and/or 

food and beverage only—and self-manage the other aspects 
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• The Town of South Hadley has a hybrid agreement with IGM and pays 
IGM a set fee to manage the operations and set amount for operations and 
golf course maintenance 

 
 

Lease 
• Relieves Town of all operating concerns 
• Ensures a minimum rent payment to the Town 
• Lessee pays a fixed rent, pays all operating expenses, and provides capital for 

improvements (as outlined in lease) 
• Costs of capital improvements are usually shared with Town and lessee 
• Town turns over its business for a fee from the lease holder 
• Town transfers 100% of operating risk to lease holder 
• Town has no employees involved accept to monitor lease 
• Town has no control over the operation, unless outlined in the lease 
• Less upside revenue potential than management contract 
• It is possible to lease only the food and beverage operation 
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II. Pro Shop Review 
 

The Pro Shop at Ledges Golf Club is approximately 500 square feet and includes the check in 
area (including two terminals) and merchandise for sale.  It is located adjacent to the Sunset 
Grille and can be accessed through the Grille or via the outdoor patio.  In addition, the offices for 
the General Manager and PGA Pro are located off of the Pro Shop. 
 
The merchandise for sale includes logoed shirts for men and women, a few jackets and hoodies, 
golf balls, golf gloves, a limited number of golf shoes and golf hats plus golf accessory items.  
The majority of the shirts are FootJoy and the price tag on the shirts is $72, although one 
selection was on the sale rack for $49.  The Club has wisely chosen not to stock golf equipment. 
 
The attached chart of the history of merchandise revenue sales indicates that the club is currently 
doing approximately $60,000 in sales per year and with approximately 26,000 rounds of golf 
average over the past few years, this equates to an average spend of $2.30 per golfer. 
 
Chicopee is doing approximately $40,000 annually in merchandise sales and with approximately 
36,000 rounds of golf per year, that equates to $1.11 per golfer.  Westover is doing 
approximately $75,000 per year and with 40,000 rounds, that equates to $1.87 per golfer.  This 
simple comparison leads me to believe that the area’s municipal golfers are not big Pro Shop 
customers but probably buy their merchandise at Dick’s, Golf Galaxy, Dave Dirico Golf Shop.   
 
The Point-of-Sale system details each item sold and Titleist, Pinnacle and Callaway are the top 
selling golf balls and FootJoy shirts are the top selling shirts—the 2024 Point of sale report on 
items sold is attached.  It appears that the cost of sales on the merchandise sold was 82% in 2023 
and 64% in 2024.  The industry average of cost of sales for municipal and daily fee golf shops is 
approximately 70%. 
 
There is also a refrigerated cooler that stocks drinks as a convenience to the golfers and has been 
doing revenue of $7,000 to $10,000 per year. 
 
Based on my experience working with 25 or more municipal courses, the Ledges Pro Shop is 
among the smallest I have ever seen, thus limiting the merchandise that can be offered and 
displayed.  If and when the Clubhouse is expanded, the Pro Shop should be increased in size 
closer to 1,000 square feet—thus allowing more room for the check in of golfers and the display 
and sale of merchandise. 
 
As for the merchandise for sale, FootJoy is a quality shirt although the retail price may be a bit 
high for the municipal golf course customers.  Perhaps looking into the national brands of 
Addidas, Nike and Callaway and investigate if there are options that can be logoed and sold in 
the $55 to $60 range.  It may be that T-shirts and sweatshirts with the Ledges logo that can be 
sold much lower in price and would be attractive to the Ledges customers. 
 
The other potential problem may be that the golfers do not like the logo—and I will say that in 
my opinion, it is pretty large on the merchandise (a bit like Nascar).  It may be worth looking 
into a simpler logo that is more graphic in nature and highlights the golf with mountains in 
background but with graphic lines…so smaller and simpler is my overall suggestion.  Another 
option is to just use the word Ledges with a couple of graphic lines for mountains and golf. 
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Pro Shop Sales 
 

Monday, January 1, 2024 - Tuesday, December 31, 2024 
 

Merchandise 4,058 $57,495.42 
Accessories 622 $2,945.23 

Ben's Bug Wipes Individual 1 $0.94 
Ben's Deet Bug Spray 4 $15.04 
Club Repair Grip And Install 5 $47.05 
Fj - Womens nPro Dry Socks Pair 2 $18.00 
FJ Belt 9 $420.00 
Footjoy Fashion Crew Sock 1 $12.00 
Haas Jordan Umbrellas 1 $29.00 
Hot Hands 4 $15.04 
Iced Tea 2 $4.00 
Jbt Ball Mark Metal 6 $16.92 
Jbt Divot Tool Regular 20 $225.51 
Jbt Hat Clip 27 $228.69 
Jbt Poker Chip 4 $16.00 
Jbt Switchblade Tool 46 $649.52 
Ledges Ball Mark Coin 9 $8.46 
Ledges Logo Golf Towel 6 $146.53 
Ledges Logo Tumbler 1 $29.99 
Nike Youth Polo Shirt 1 $39.00 
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Pro Shop Sales 
 

 
Monday, January 1, 2024 - Tuesday, December 31, 2024 

 
Titleist Boardwalk Pom Winter Hat 4 $140.00 
Titleist Boardwalk Rope Hat 6 $240.00 
Titleist Charleston Winter Hat          3   $100.00 
Titleist Diego Hat 1 $40.00 
Titleist Oceanside Hat 9 $360.00 
Titleist Tour Rope Hat 9 $325.00 

Ladies Apparel 23 $1,521.25 
1/4 Zip Seams Long Sleeve Top 5 $407.40 
Antigua Womens Jacket  $60.00 
Antigua Womens Pullover 1 $52.50 
Antigua Womens Solids & Sleeveless 5 $229.00 
Color Block Golf Skort with Side Pintucks 4 $320.00 
Color Block V-Placket Golf Polo 2 $102.40 
FootJoy Women's Logo Shirt 2 $114.55 
Geometric Floral Blocked Golf Skort 1 $70.40 
Greg Norman Womens 1/4 Zip Shirt 1 $55.00 
Racer Back Flounce Dress 1 $110.00 

Mens Apparel        163   $10,213.79 
Antigua Hoodie  $60.00 
Antigua Mens Solid Shirt 3 $135.00 
Antigua Mens Fancy Shirt 4 $220.00 
Antigua Mens Jacket 3 $157.50 
Antigua Mens Pullover 3 $157.50 
FJ Men's Sock 15 $165.00 
FJ non logo Promo Shirts 10 $629.00 
Fj Patriotic Socks 4 $48.00 
Fj Pin logo Stripe Men Shirt 75 $5,621.04 
Fj Sock 2 Pac 3 $45.00 
FootJoy Hoodies 14 $1,236.00 
FootJoy Logo Pullover 1 $79.20 
FootJoy Logo Windshirts 3 $266.00 
FootJoy Men's Logo Shirt 17 $1,131.55 
Footjoy Non Logo Shirt Special 4 $227.00 
socks 3 $36.00 
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Ledges logo on Pro Shop merchandise 
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III. Driving Range Review 
 

The Driving Range at Ledges Golf Club is located on the left side of the entry road (Mulligan 
Drive) to the golf clubhouse.  It is approximately one mile from the clubhouse and golf carts are 
restricted from driving from the clubhouse to the driving range because part of the road is a 
public road.  The driving range was not constructed when the course opened, but opened in 2008. 
 
It is among the most unusual and awkward situations I have ever encountered for a driving range 
at a golf course.  The golfers must drive to clubhouse, go in and pay for the range balls and then 
drive back down to the driving range area in their car.  Then, once they complete their driving 
range practice, they drive back to the clubhouse parking lot to park and get ready to play their 
round of golf. 
 
The driving range itself has two teeing areas.  One area has eight hitting stations on artificial turf 
mats (generally worn out) with dividers between each station.  The other teeing area is grass and 
apparently is seldom used due to the constant wear and tear on the grass.  From both tees, the 
golfers are hitting into a hillside and it is unlikely that they will see their shots land if over 175 
yards.  There are no lights for night use and doubtful for the future as homes are situated on the 
right side of the range.  There is also no paved parking lot and no parking set up in the grass and 
gravel to indicate where the golfers should park their cars. 
 
The range is open daily from 6:30 am until 6:30 pm except closed on Monday at 3:00 pm to 
clean pick the range so it can be mowed the following morning—and then it will reopen mid day 
on Tuesday.  Range balls are $8 for a small bag (35-40 balls) and $12 for a large bag (45 to 50 
balls).   
 
The establishment of a more robust instruction program and Junior program should help   
increase the range usage, as those players will want to come practice.  Also, it may be that a 
range promotion to offer free bag of balls with paid green fees on the slowest day (maybe 
Monday) will help promote the usage.   
 
In 2024, the driving range sold 1,117 small bags and 723 large bags for total revenue of $17,590.  
Historic information that we saw indicated that the range revenue averaged $15,000 in the years 
of 2015, 2016 and 2017.  With 2024 annual rounds of 24,811 and range revenue of $17,590, this 
equated to .71 in driving range revenue per golfer.   
 
For comparisons, Chicopee does approximately $45,000 in range revenue annually and hosts 
approximately 36,000 rounds per year for an average of $1.25 in driving range revenue per 
golfer.  Westover does approximately $30,000 per year in range revenue and hosts 40,000 rounds 
per year for an average of $.75 in driving range revenue per golfer. 
 
This indicates to me that the inconvenience of the range to the clubhouse at Ledges is the real 
issue to the lower usage and revenue. 
 
Although there is no easy solution to the range access from the clubhouse, it is my opinion that 
the range can be greatly improved by a combination of the following initiatives—which should 
lead to increased usage and revenue: 
 

• Change out artificial tees to Turf Hound (www.turfhound.com ) 
• Raise the levels of the tees to improve visibility (I did discuss with Tim Gerrish) 

http://www.turfhound.com/
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• Change to a range ball dispenser at the range that takes tokens and credit cards—see attached photo of 
Range Servant (www.rangeservant.us )—which we have had excellent experience with 

• Improve hut for Range Ball Dispenser (that can be locked each night) 
• Improve parking lot so golfers are guided where to park 
• Purchase a portable Launch Monitor that you can rent out for maybe $10 per hour (see attached)  

www.bushnellgolf.com  
• Investigate robotic range ball picker to possibly save some labor dollars—see below 

 
 

Tee area and mats at existing range 
 

 
Range ball hut at existing range 

http://www.rangeservant.us/
http://www.bushnellgolf.com/
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Turf Hound artificial mats 



20 

 
 

Range Servant range ball dispenser that accepts credit card and tokens 
 
 

 
 

Bushnell Launch Monitor 
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Wayrobo robotic range picker 
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IV. Golf Fees Review 
 
Ledges Golf Club has 22 fees for daily fee play, based on 9 or 18 holes, cart or walking, resident 
or non-resident, weekend or weekday, league, senior, student, military, junior and twilight…as 
do the competitive courses.  The Ledges daily fee overview of fees is attached.   In order to 
compare to the top competitors, we used the following: 

• Resident—Weekday, Riding 18 holes 
• Non-Resident—Weekday, Riding 18 holes 
• Weekend—Riding 18 holes 

 
                                                                             Ledges           Westover          Chicopee 
Resident—Weekday, Riding 18 holes                  $55                    $57                    $53 
Non-Resident—Weekday, Riding 18 holes          $60                    $57                    $61 
Weekend—Riding 18 holes                                  $70                    $60                    $65 
 
 
It appears that the fees at Ledges and the two top competitors are very close to each other.  In our 
experience, the course with the best conditions (and sometimes the fastest greens) get more 
rounds of golf and thus,  more revenue—and usually based on the golfer’s proximity to the 
course. 
 
As for 9-hole fees, when the course is busy, the course is losing money by booking the 9-hole 
golfers.  It may be wise for Ledges to only offer 9-hole golf at slower times (maybe after 11 am 
weekdays and after 2 pm weekends, although Mike will certainly know better). 
 
For memberships, Ledges offers 14 categories plus options for 3 cart memberships (see 
attached).  There were 160 total memberships in 2022 and that has dropped to 85 in 2024…in 
addition, in 2024 there were 27 memberships that took advantage of the cart option. 
 
When the total revenue for memberships is divided by the number of member rounds of golf, it 
can be determined how much each member round of golf is paying. The total membership dues 
(not counting carts) in 2024 was approximately $140,000 and with 4,730 member rounds, that 
equals $29.60 per round of member golf.  This appears to be fairly priced as you want to offer 
the members (generally your best customers) a much better price than the retail golfers pay.  
 
Both Chicopee and Westover offer a variety of memberships and this comparison indicates that 
the Ledges has the highest membership fees. 
 
                                                                             Ledges           Westover          Chicopee 
Resident—single (7 day)                                     $2,000           $1,700                $1,550 
Non-Resident—single (7 day)                             $2,000           $1,800                $1,900 
 
Apparently, the Ledges has are only a couple of members tournaments each year.  Many 
municipal and daily fee courses have an established Golf Association (that Members and 
regulars can join—for maybe $50 per year) and the Golf Association has some officers that work 
with the PGA Pro to establish and conduct a series of tournaments (including Member-Member, 
Member Guest, Club Championship etc).  This Golf Association and the officers have nothing to 
do with the business of the course—only the tournaments…this may be a way to add new Ledges 
members, as tournaments are important to many golfers.   
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Triggs Golf course, the City of Providence, RI municipal course (a former client) has this set up 
and a very successful tournament schedule and happy members that enjoy the numerous 
tournaments…..see https://www.triggsmensgolf.com/tournament-schedule. 
 
Based on the information obtained and our review of the Ledges and the competitive courses, I 
think that the fees for daily fee play and memberships are approximately where they should be.  
However, the weekend fee at the Ledges is slightly higher than the competitors and if there is 
rounds availability on most weekends, then I would suggest lowering the fee slightly.  In 
addition, Ledges charges junior golfers one dollar for each year of their age—my opinion would 
be to charge $5 per round for all junior golfers 18 and under as long as they are playing with a 
paying adult—hopefully to get them hooked on golf and they will become the future full paying 
customers and members. 
 

 
 
 
 
 
 

https://www.triggsmensgolf.com/tournament-schedule
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V. Food and Beverage Review 
 

Food and Beverage at the Ledges includes the following: 
• Sunset Grill with approximately 70 seats 
• Bar with 6 bar seats 
• Outdoor patio with approximately 30 seats 
• Pavillion for special events that can handle up to 150 people 
• Refrigerator for drinks to go located in Pro Shop 

 
The Sunset Grille is open daily from 11 am until 7 pm and serves both golfers and non-golfers.  
Drew Kortright is the Head Chef and Kitchen Manager and Diana Molina is the Bar Manager. 
The Grille includes approximately 70 seats inside plus serves another 30 seats on the patio.  The 
majority of the customers are golfers although there is some business from the area for dining 
only.  The Grille also has TVs and feels like a Sports Bar. 
 
The total food and beverage revenue for the Ledges was $387,000 in 2023 and is forecasted to be 
$347,000 in 2024.  Although not all of the diners are golfers, if you divide the revenue by the 
rounds of golf, it indicates that the Ledges is generating $13.87 per golfer ($387,000 divided by 
27,907 rounds).  The chart on the following page will provide a history of the revenues.  A quick 
review of the expenses for Ledges food and beverage did not indicate anything out of the 
ordinary.  The cost of sales is in the 37% range (34% in 2023) which is fairly standard for golf 
facilities food and beverage. 
 
The menu for the Sunset Grille (attached) is a typical golf grille menu with sandwiches, burgers, 
flatbreads, salads plus interesting starters.  The menu prices are reasonable and probably 
comparable to Sports Bars in the area.  They also offer a self- service hot dogs station that is very 
popular.  My experience was pleasant and the food and the service were both excellent.  
 
In conversations with Drew Kortright, he indicated that the top sellers were Hot Dogs, Burgers 
and Turkey Club wraps.  When I asked him why there was not more non golf business from the 
area, he seemed to think it was the lack of a sign at the entrance and the lack of marketing. 
 
There is also a Special Events menu (attached) that offers breakfast, lunch and dinner.  
Apparently, most of the special events business is for golf outings with limited outside usage 
from non-golf groups.  Based on the size of the group, they will either use the Grille for smaller 
groups or the Pavillion for larger groups (which requires an additional $350 fee). 
 
Apparently, desserts are not offered on a regular basis and since this is a big part of dining out, 
perhaps working an arrangement with a local bakery could become an asset for the diners at the 
Sunset Grille and also a quick pick up for the golfers (with a basket of muffins and cookies on 
the bar).  This is the bakery that I drove by going to my hotel and it might be worth talking with 
them:  https://www.barstowslongviewfarm.com/  A number of clubs here in Virginia offer 
Nightingale ice cream sandwiches (in a few flavors) and this might be popular also… 
 
As part of the recent survey, the responses indicated that 43% of responders go the Sunset Grille 
(thus, 57% do not) and 83% do not consider Sunset Grille for special events. With spectacular 
views and excellent food, it seems that the positive responses should be much better—thus, 
perhaps increased marketing for both a’ la carte dining and special events would be helpful.  
 

https://www.barstowslongviewfarm.com/
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Outdoor Patio adjacent to Sunset Grille 
 

 
 

Outdoor Pavillion near #1 Tee 
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Nightingale ice cream sandwiches   www.nightingaleicecream.com 
 
 
 
 
 
 
 
 
 
 

http://www.nightingaleicecream.com/
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VI. Recommendations 

 
Based on our review of the operations at the Ledges, we have outlined below a number of 
recommendations that if implemented, should help lead the Ledges to the next level of 
improvements in products, service and profitability.  The golf course Master Plan that Tim 
Gerrish is developing is an important part of this and hopefully can work in concert with these 
improvements. 
 
General 

• Golf course should set opening and closing dates of April 1 and November 30 and then 
adjust based on the weather (currently approximately April 15 and November 15) 

• The contract with IGM does not provide any incentives for IGM to increase revenues 
(which go directly to the Town) and this should be explored with next contract extension 

• GolfNow contract is all trade, but with cost of @ $40,000 per year, try to negotiate a flat 
fee or percentage of the trade fees that they sell that is less expensive for 2026 

• During golf season, post sign that golf course is for paid golfers only and prohibit any 
other activities between golf hours (@ 7:00 am until 8:00 pm)…here is sample: 
  
The Ledges golf course is for paid golfers only and non- golfers are not allowed on the 
course property between 7 am and 8 pm daily.   
 

• Instruction programs (especially for Juniors) need to be set up and promoted in 
Clubhouse and on Ledges website 

• Junior programs should also be coordinated with Town’s recreation department 
• A Sales and Marketing Plan needs to be expanded and with a complete list of strategies 

and responsibilities in order to target daily fee golfers, golf outings, memberships, a la 
carte diners, special events etc.  This would include social media, direct sales, 
promotions, advertising and direct mail/email. 

• Establish Golf Association to promote Memberships with tournament play and allowing 
some input into tournament schedule—which needs to be expanded 

• There are many areas that need capital improvements as funds become available 
including: 

o Golf course restrooms in middle of each nine holes 
o Larger restrooms in Clubhouse 
o Cart Storage area 
o More storage for golf and food and beverage in Clubhouse 
o Larger Pro Shop 
o Parking lot paved 
o Maintenance facility renovated 
o Cart Paths paving completed 
o Driving range tees, parking and selling range balls 

 
Pro Shop 

• Explore selling brand names shirts with lower retail price—maybe Addidas, Nike or 
Callaway 

• Investigate a new Ledges logo that is not so large and perhaps uses graphics 
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Driving Range 
• Change out artificial tees to Turf Hound  
• Raise the levels of the tees to improve visibility (part of Master Plan with Tim Gerrish) 
• Change to a range ball dispenser at the range that takes tokens and credit cards 
• Improve hut for Range Ball Dispenser (that can be locked each night) 
• Improve parking lot so golfers are guided where to park 
• Purchase a portable Launch Monitor that you can rent out for maybe $10 per hour  
• Investigate robotic range ball picker to possibly save some labor dollars—see attached 

 
Golf Fees 

• In general, the daily fee rates are fair but should be raised as the capital improvements get 
completed 

• The weekend daily fee rates is somewhat higher than competitors perhaps this could be 
lowered slightly in 2026 unless the tee sheet is filled each weekend day 

• Consider a flat fee of $5 for Junior golfers 18 and under if playing with a paying adult 
• Membership fees are somewhat higher than competitors and probably why membership 

numbers have dropped—it may be wise to hold these fees the same for another year or 
two until capital improvements get completed 

• The 9 hole fee restrictions need to be reviewed and possibly adjusted 
• Establish Ledges Golf Association which will assist in expanded tournament offerings 

and hopefully grow the membership base 
 
Food and Beverage 

• Explore possible signage for Sunset Grille near entrance to Club 
• Consider using local baker for desserts  
• Consider Nightingale ice cream sandwiches for desserts 
• Consider cooking burgers and hot dogs on outside grille near outdoor patio on busy days 
• Develop marketing strategies to attract diners from the community who are not golfers 
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VII. Appendix 
 
 
A. General Limiting Conditions 
 
Golf Business Advisors has made every reasonable effort to provide that the data contained in 
this study reflects the most accurate and timely information possible.  This study is based on 
estimates, assumptions and other information developed by Golf Business Advisors from its 
research efforts and general knowledge of the golf industry.  No responsibility is assumed for 
inaccuracies in reporting by the client or any other data source used in preparing the study.   
 
B. Information Sources 
 
C.       Agreement with GolfNow 
 
D.        Ledges Marketing Plan 
 
E.        Operating Agreement and Extension of Ledges Golf Club with IGM 
 
F.        Article on Junior and Adult Golf initiatives from GBA 2025 Newsletter 
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B.  Information Sources 
 
Websites 

• Ledges Golf Club 
• Town of South Hadley 
• Westover Golf Course 
• Chicopee Golf Course 
• The Orchards Golf Club 
• Wyckoff Golf Club 
• GolfPass 

 
Discussions 

• Andy Rogers, Human Services Director 
• Lisa Wong, Town Administrator 
• William Sutton, Town Accountant 
• Town Capital Planning Committee  
• Michael Fontaine, Ledges General Manager 
• Steve Gano, VP for International Golf Maintenance Inc 
• Ed Lockard, PGA Pro at Ledges 
• Amanda Fontaine, Golf Course Superintendent at Ledges 
• Drew Kortright, Kitchen Manager at Ledges 
• Mike O’Neil, PGA Pro/GM at Chicopee Golf Club 
• Bill Kubinski, PGA Pro/GM at Westover Golf Course 
• Tim Gerrish, Golf Course Architect 

 
Reports 

• Miscellaneous Ledges reports supplied by Michael Fontaine 
• July 11, 2018 Report to Selectboard  
• IGM Golf Operations Report-- Fall 2024 
• National Golf Foundation Report-- 2011 
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C.  Agreement with GolfNow 
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D.  Ledges Marketing Plan 
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E.  Operating Agreement and Extension of Ledges Golf Club with IGM 
  
Full agreement dated 2019 is 18 pages so we have included only latest Extension below: 

 
 
 
 



47 

 
 
 
 
 
 
 



48 

F . Article on Junior and Adult Golf Initiatives from GBA 2025 Newsletter 
 
 

 

 

 
 

 
 

Tiger Woods made one of the greatest comebacks of all time to win the 1999 
Masters and an entire generation of younger golfers and non-golfers got a taste of 
“Tiger-mania”. The Augusta National Golf Club introduced the Augusta National 
Women’s Amateur the week prior to the 2019 Masters and hosted the best 
amateur female golfers in the world— which has been a huge success and an 
amazing statement for women’s golf. In 2023, Rose Zhang won the NCAA 
Women’s National Championship and then two weeks later played in and won the 
first LPGA tournament she played in as a Pro— and at age 20— just amazing! 

 
The game continues to expand around the world and there are now golf facilities 
in 85% of the countries in the world. Golf was played in the Olympics in 2016 for 
the first time in over 100 years. Fans now have 24-hour access to the Golf Channel, 
PGA Tour radio, and instruction on the web which are also fueling the worldwide 
interest in the game. The PGA and LPGA Tours now conduct their regular 
schedules with tournaments in Australia, Korea, China, Japan, France, Scotland, 
England, Canada and Mexico. 

 
My observations over the past 10+ years are that the kids today are so wrapped up in 
youth soccer, field hockey, lacrosse, baseball, basketball, volleyball, etc. that they 
are not playing the country club sports of golf and tennis like in prior years. Is it all in 
the quest for that college scholarship and is it the kids or the parents doing the 
pushing? With all of the little league, school and travel teams in all of these sports, 
golf is having a tough time finding its way. However, the recent introductions of the 
following youth golf programs are all working to get young kids interested in 
golf— and I can see firsthand that it is working! 

 
There’s First Tee; PGA Junior Golf Leagues; Drive, Chip and Putt; LPGA/USGA Girls Golf; 
Operation 36; Kids on Course; VSGA Junior Golf Circuit and many other programs in every 
state. The kids are indeed flocking to these innovative programs that teach both 
golf skills and life lessons— and all have some focus on competition which is 
apparently what the kids are really looking for. Some of these programs are also 

THE GROWTH OF THE GAME INITIATIVES 
Key Ingredients in Golf’s Future Success 
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finding their way into the school systems which is where I think they can make 
the most difference— by introducing all of the kids to the great game of golf. In 
addition, The PGA of America’s and USGA’s initiatives of Get Golf Ready, Play Golf 
America, Tee It Forward and Play 9 are also introducing adults to golf and making it 
more fun for those that are playing. 

 
The introduction of Top Golf facilities at over 70 locations in 31 states and five 
foreign countries are also invigorating and putting a new spin on the game. The Top 
Golf and copy-cat facilities (like Drive Shack) are sort of a combination of a driving 
range and entertainment offering instant feedback on shots to target greens and 
with a bar/grille in a festive environment. My visits (including a holiday party with 
the Chambers team) were great fun with a combination of men, women and kids— 
some of whom were golfers and many of whom were beginners, but all having a 
blast. 

 
To the golf industry, we commend you on the Growth of Game initiatives— well 
played and keep it going! 
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