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To Lease or
Not to Lease
The pros and cons of outsorcing your food and beverage operation

In these tough economic times, outsourcing food and beverage services
has seen renewed interest. Potential
advantages include increased profits,
decreasing the stress that comes with
overseeing such an operation, and an
increased focus purely on golf.
However, the choice to outsource these
services also comes with some challenges and potential downfalls,
including communication and a perceived loss of control. In order to
make the decision to change your current mode of operation in the food
and beverage field, varied opinions
on these services is needed. What
choice will work best for you?
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EYES ON THE PRIZE

One advantage of outsourcing food and
beverage services is the ability to focus
more on the golf operations side of the
business, notes Trevor Clearwater,
founder of TLC Foodservices. “It is an
awfully challenging thing to run food
and beverage, and it is very easy to let it
get away, especially when you are focused
on other areas that are already difficult
enough,” said Clearwater. Consumers have
expectations when it comes to food and
beverage services, and those expectations
do not end when they visit a golf club.
“The last thing people see and experience at the golf course is the food and
beverage operation, and if it is done well
then they will keep coming back,” said
Bill Brown, owner of Mont-Cascades
Golf Club in Cantley, Quebec.
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However, golf operations are of the
utmost importance, and the challenge
arises when one of these operations hinders the other. “Trying to figure out food
and beverage takes 90% of the energy
needed to run a golf course,” Brown said.
At Mont-Cascades Golf Club, the solution to this uneven split of focus was outsourcing their food and beverage services.
Another important consideration
when outsourcing is the potential difference in the goals of the golf operation
and the food and beverage service, profits versus customer satisfaction. While
both should be important to each operation, the drive for profits can sometimes
overshadow customer needs with some
food and beverage operations unless the
contract makes it clear that customer
satisfaction is what keeps people coming

17

FOOD & BEVERAGE

back. “The outsourcing process needs to
ensure that whoever manages the food and
beverage operation understands that the
golf part of the business comes first, without golf there is no food and beverage,”
said Brown.

administration costs. It is worth noting
that the effect of outsourcing on these
administration costs depends solely on
the structure of the contract. Lilley’s
experience proves that some of their outsourcing contracts have meant additional
time requirements and costs.
However, taking on food and beverage
operations while also focusing on golf
operations has its own challenges. “There
is now an increase in executive time
required as well as added stress and
costs,” said Nisbet. “When it is kept in
house it is a lot of work,” added Lilley.
This added workload may be manageable
and profitable at some courses, while
others find it too difficult.
“A brief attempt to do it in-house
was all it took to recognize that trying to
do both [golf operations and food and
beverage services] seemed insane. It just
doesn’t seem to work out,” said Brown.
“It was way more effort and needed too
much executive horsepower for a very small
return.”Outsourcing can reduce the
workload of managers, but maintaining
control can add to a course’s potential
profit if done properly under experienced
staff.

“…the golf part of the
business comes first, without golf there is no food
and beverage.”

SHOW ME THE MONEY

The decision to outsource food and beverage services can be a profitable one,
depending on both the previous level of
service and the new food and beverage
partner. “If the contract or lease agreement is structured properly bringing in
an expert can be a win-win situation for
both the food and beverage company and
the golf club. What makes it a win-win
situation is that golf club operators can
still maintain a financial position that
they find reasonable with the benefit of
improved service,” said Clearwater.
With improved service comes customer
satisfaction, which can result in increased
green fee revenues and membership
levels. Though golf may be the main
consideration of customers, food service
can play an integral part in their overall
experience and their likeliness to return.
However, one consideration that comes
with the decision to outsource food and
beverage services is the loss of potential
profits. Without a middleman, all profits
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from a food and beverage operation go
directly to the course, as opposed to a
percentage of overall food sales.
Colin Nisbet, third generation
owner of Westview Golf Club in Aurora,
Ontario took back their food and beverage
operation after decades of outsourcing it.
Though it was a positive experience over
the years, they felt that with the right
manager there were opportunities for
additional profits. The long-term relationship had become a little too comfortable and they had lost some perspective
as to the potential profit opportunities.
Since taking back the operation, revenues
are up 300% from the previous relationship of straight lease fees and percentage
of sales, says Nisbet.
Gladie Lilley, manager of administration at Links of Niagara at Willodell in
Niagara Falls, Ontario adds that
although outsourcing may reduce staff
costs, it does not necessarily reduce

Winter

C O M M U N I C AT I O N I S K E Y

If a course chooses to outsource their
food and beverage services, several things
should be kept in mind. Communication
between golf operations and food and
beverage services is incredibly important
in maintaining a functional and beneficial
relationship. “Food and beverage should
be an active partner so that the goals of
the club are in line with the goals of the
food service,” said Clearwater. “You do not
want them to be autonomous, you want
them to work together and communicate
with each other. It is not really about control, it is about communication.”
The original agreement is crucial in
maintaining this relationship, and should
communicate the goals and expectations
of the course clearly. Regular communication is another step to producing a
successful relationship on both sides of
the agreement, notes Ryan Garrett, general
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The issue of a loss of control can also
be a good thing when managers who
oversee both the golf operations and food
and beverage services have little experience in the food and beverage field.
“Outsourcing has been good because I
am not a food and beverage person and I
do not have that experience or exposure,”
said Takeda. Outsourcing can broaden
the field of potential employees in managerial positions, as finding managers with
experience in golf operations and food
and beverage services can be a difficult task.
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manager at The Links at Crowbush Cove
in Morell, P.E.I. “We are constantly communicating with our partner,” said Garrett.
“I think we both realize that the ultimate goal
is to make sure the client is happy.”
Feedback is another important step
in this communication, says Blaine
Takeda, manager at Land-o-Lakes Golf
& Country Club in Coaldale, Alta. It is
important to make food and beverage
operators aware of customer complaints,
said Takeda. “Sometimes I agree and
sometimes I do not but the customer is
always supposed to be right.”
Like any business relationship, keeping
food and beverage operators up to date
with the wants and needs of the course
and its customers is essential in maintaining a profitable, lasting relationship.
H A N D I N G OV E R T H E R E I G N S

One potential issue of outsourcing food
and beverage services is the perceived loss
of control it may bring to managers and
owners. To hand over the reigns of food
quality and service can be a difficult task,
but communication and thorough
research and referencing of companies
can dim this issue of control. “One of the
difficulties with outsourcing is that it is
someone besides us that has control and

“Outsourcing has been
good because I am not a
food and beverage person
and I do not have that
experience or exposure.”
we don’t actually control the service that
they provide, we offer training to them
but we’re not their bosses,” said Garrett.
As with any outsourcing venture,
there is always the danger of developing a
relationship with a bad concessionaire,
but with careful research and thorough
contracts, a lemon of a partner can be
avoided. “The quality of the relationship
is critical and you should keep looking
until you find someone you get along
with and you know you can work with,”
said Brown. The level of control can be
managed through the type of contract. A
straight lease will have the least control, a
joint venture has moderate control, and a
management agreement will maintain
significant control. If a golf course is
looking to minimize the loss they currently struggle with then establishing a
straight lease will transfer more risk to
the contractor but will also decrease the
maximum potential profit.

The choice to outsource food and beverage
services has many facets that must be
examined carefully to make an informed
decision. Focus, profit, communication,
and control are four areas that may
change with outsourcing, and the extent
to which these changes occur depend on
the golf course, their relationship with
their food and beverage operator, and the
past experiences of staff.
Outsourcing has had mixed results
for golf course operators, so take the time
to do the necessary research if you are
considering outsourcing your food and
beverage operation. This should include
speaking with operators who have experienced the transition to educate yourself
on both the pros and the cons before
making the final decision. Outsourcing
can result in good relationships and
increased profits, and prevent an overload of work for people with little experience in the field, but keep in mind to
have a solid contract in place to protect
your facility.
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In response to a tough economy, consumers are forgoing their free-spending ways and gravitating toward products,
services and experiences that are more simplistic and value-oriented. To ensure prosperity in this changing economy,
you must embrace the new consumer mentality and transform your business strategies to reflect those changes.

Now, more than ever, you need the insights and education
you’ll gain at the 2010 NGCOA Annual Conference:
How to Compete in a Chaotic Economy
A look into issues shaking the economy and ideas on what’s necessary to compete
in this chaotic business environment. Led by one of the country’s top economist and
former director of economic policy at the White House, Todd Buchholz.

Multiple Personalities in the World of Golf:
Strange Creatures and True Characters
Todd Buchholz
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Exciting new psychological insights into the effect your personality has on your decision-making
choices from psychologist, Dr. Brian Little. Brilliant and hilarious, Little is described by Harvard students as a cross between
Robin Williams and Einstein.

Start Where You Are
Life lessons on getting from where you are to where you want to be. Presented by Chris Gardner whose amazing life
story was published as an autobiography and movie, The Pursuit of Happyness.

New Consumer Mindset: Understand what your customers want in a post-recession market and obtain
tools necessary to meet new consumer demands.
Useful Technology Weapons:

Take home the top technology tips to help you increase rounds and

revenue, and operate more efficiently.

Asset Management: Equip yourself with the resources to improve your financial results and receive a helpful
Brian Little

toolkit to get you started.

Marketing That Works: Review case studies highlighting practical marketing plans that work.
Town Hall Meeting: Learn from what other industries are doing – what works and doesn’t work - to attract
your customers.
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Kelsey Parsons is a third-year
student at Carleton University
and is majoring in journalism and
anthropology. She is originally
from Oakville, Ontario and has
always loved to write. She has
written about a variety of topics
and hopes to keep writing in the
future. You can reach her at
parsons0389@hotmail.com.

For a complete list of sessions, visit www.ngcoa.org/conference.

Plus! Numerous networking events to exchange stories and ideas with owners and operators.
And! The latest products, services, and solutions at the 6th Annual Golf Industry Show.
Chris Gardner

Register today and save $50.*
Learn more and register at www.ngcoa.org/conference
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* Off the full Conference on-site registration rate.
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