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JULIUS MASON:  Happy new year everybody, I'm Julius Mason with the PGA of America and I'd like to thank you for joining us in January at the PGA Merchandise Show, specifically with the president, Jim Remy and Joe Steranka an, our CEO, who will share some information about what we see for the forecast for 2010, some really cool things that are happening with our association.  So with that, I'd like to go ahead and turn it over to the 36th president of the PGA of America from Ludlow, Vermont, Jim Remy. 


JIM REMY:  Well, good morning, everyone.  Thank you for being here.  I know everyone is very, very busy and we appreciate you taking the time to be here with us today. 


First of all, welcome to the 57th PGA Merchandise Show.  I know many of you have been here many, many times, and are quite aware of what a great gathering this is.  It's the largest gathering of it's kind for our industry and we are excited about it.  The 2009 PGA National awards will be awarded this evening in the auditorium right across from here and we are excited about that.  There will be a number of seminars that take place throughout the week at the PGA Equipment Forum, and I think you'll find that if you take part in some of those presentations that are being made, we just came off a WE ARE GOLF presentation earlier this morning, which I hope Joe will probably be talking about that a little bit later.  We are pretty excited about that initial that's going forward. 


Really, from the perspective that I have, in the last year I spoke to you here one year ago as we faced what looked like was going to be one of the toughest recessions in the history of our country, and at that time we certainly had concerns over how the golf industry would fare as we came through that recession. 


A year later, I'm fairly happy to report to you that although affected by the recession, golf remained relatively stable and resilient when faced with what the recession took place and how the recession took place in our country.  We are fortunate to only drop in our rounds played over the last year by about 1.1 percent.  And I know from my perspective being an operator in the State of Vermont in a semi‑private golf facility in Vermont, our rounds were down about four percent at my local club, but it was very easily tracked to about ‑‑ you have a short season and rain on Saturday, it affects your rounds. 


So in the northeast we had pretty rough weather in May and June and I know other parts of the country experienced it.  So when you take a look at where we were one year ago as to where we are today and you see what happened with rounds played, I think we are fairly happy with the way we came through that recession. 


You know, our belief is that people love golf and they always will, and they find a way to get out there and play.  So we are happy about those types of results. 


So as we go through the year, we know the retail sales were off slightly, for the year.  We are hoping that translates into better sales this year.  Golfers love technology and innovation and we believe those that didn't buy the new putter or driver last year will be anxious to buy it this year.  We are cautiously excited about going forward.  We know that we may not be certainly out of the recession yet, but again, golf came through that period in a fairly stable manner. 


We are proud of our PGA professionals, 28,000 men and woman who worked extra hard in the last year to make sure that we did everything we could to really grow the sport of golf and to keep up the interest, whether it be through Play Golf America or Get Golf Ready, our programs, or the thousands and thousands of junior programs that take place every single day throughout our country in golf courses in every community. 


We teach golf at a local level, on a national level we support it and we will continue to do it and are working hard to make sure that we do the best to secure the future of the sport.  And you'll hear me again last year, I began referring to golf as a sport, and I truly believe it is.  The greatest athletes in the world play golf at a highly competitive level, the best in the world are athletes, and so in order for us to, I believe, make sure that we create value to this generation when it comes to the time that it takes to play the sport. 


I believe that they need to know that there are benefits to it, and the benefits are clearly that it's a lot of fun to play golf, that it's a healthy endeavor and it's good for you to get outside and play golf and get out from behind your computer.  And golf is really supposed to be played on green grass, right, Brian?  You go outside and play golf, and you don't play it on a computer.  We want people outside playing golf, walking, riding, doesn't matter as long as they are playing golf.  And the lessons that people learn in the social part of the sport we know have huge benefits and I know that I would be preaching to the choir if I told all of you how great those lessons are.  Children who grow up to be playing golf grow up to be people.


Members and industry others will be taking part in over 90 education seminars here.  We are trying our best to educate our members so that we can best provide the best services for golf facilities all over the country as we continue to focus on education and employment with our members.  As we come through this recession, our PGA members, our education seminar, activity is up, and our unemployment, believe it or not, is actually down.  We had a 4.3 percent unemployment rate in January, which is actually one of lowest in a number of years for our members. 


Our members are staying close to home, they are trying to be more visible and more valuable and work harder in their facility, and we believe that our membership has come through this rescission in a relatively good fashion.  Although, that being said, we realize that there are going to be some closures of golf courses where our members have been affected, and we are doing everything through our Career Net programs and clinics to make sure that our members self as much help as they can get when that happens. 


Again in general we have to feel very good about our January unemployment numbers for the PGA of America, which are actually one of lowest rates in years.  We feel good about that.  I think that says something for the stability of the PGA professionals at small businesses in America, because really, golf has over 16,000 small businesses; and the importance of PGA professionals at golf facilities that employ PGA professionals, are of a high importance.


We came off an Annual Meeting in New Orleans, which going into the Annual Meeting we did not know what to expect.  We had a wonderful employer panel who took part in an employment program and came out of there, really rejuvenated and excited about, as we go forward and understanding that we needed to be prepared to reset the business of golf.  This was a time when we needed to hit the reset button and we needed to take a hard look at how we run our businesses, expenses we have, how hard we work, and really begin to look at it in a way that we had probably not looked at it. 


We knew it was going to be a little bit more difficult, and I think many of our facilities, nationwide, really adjusted and addressed that and as we hopefully recover from this recession, and as I say to our members, be part of the recovery, not the problem, as we begin to recover, I believe that golf will be in a better place, because we'll be better run and better prepared for the future. 


So we had a great Annual Meeting, we were very excited to turn back an injustice.  We had an really historic day when PGA bestowed membership upon three late African American golf pioneers ‑‑ John Shippen, Ted Spiller and Ted Rhodes, and presented Honorary Memberships to the late boxing legend Joe Lewis, who became an advocate for diversity in golf.  It was a very proud day for the PGA of America.  It was a long time in coming, and the board of directors and the officers really got it right when they made the decision in our board meeting this year to bring those African American pioneers into our association and we are very, very proud of that.  It was a very moving day for any of you that were there. 


Our patriot golf day initiative has continued to grow and Major Dan Rooney has done a great job, the number of scholarships they have been able to provide to the children of fallen and killed veterans of Iraq and Afghanistan, I think, Brian, was it up to 800?  About 800 scholarships have been provided through an annuity program and Patriot Golf Day and we had one of our outstanding patriot golf weekend over Labor Day, as golly facilities all over the country stepped up to the plate to raise money for such a neat cause. 


We are thrilled to have Corey Pavin as our captain of our Ryder Cup Team this year.  Corey has done, already, an outstanding job as our captain as we prepare for Wales, and I know that he will continue to do that as we work through it.  We hope that he will become the first captain since Tom Watson in 1993 to lead the U.S. Team to a win in Europe.  It's going to be an exciting Ryder Cup this year.  We visited there in October (at Celtic Manor Resort), the golf facility is fantastic.  It has tremendous viewing areas, similar to what we were able to have at Valhalla, and we would expect another just outstanding Ryder Cup this year. 


Corey, as you know, made his debut on the Champions Tour last week, and he plans on competing pretty regularly until later on in the year at which time he will be monitoring all of the U.S. players throughout that period both on the Tour; he plans on playing some Champions and some regular tour, and he will be preparing for his captaincy. 


On the new grooves rule issue, clearly we want you to understand that new rules regarding grooves will be adopted as a condition of competition for the 2010 Senior PGA Championship, the 2010 PGA Championship, the 2010 PGA Grand Slam of Golf, and be recommended for use at the 2010 Ryder Cup.  The condition of competition will not affect at any of our PGA Member Championships, PGA National championships, Senior PGA National Championships, Assistant Championship, Winter Tournament Series.


However those that qualify for the PGA Championship, 20 club professionals who qualify for the PGA Championship will fall into that condition of competition at the PGA Championship.  I have spoken to most of them and they have already made the switch to the new grooves, played with a few of them last week at the Winter Championship Series, and they seem to be moving along quite nicely and don't seem to be too concerned with it at this point.


At this time I'm going to turn it over to Joe Steranka, who will talk about the economy and outlook for the industry as we go forward, some diversity initiatives and so on. 


I just wanted to say as I enter my second year as president of the PGA of America, it has been truly an honor to serve the Association and I'm so proud of the way that our members have rose to the occasion, I guess you would say, over the past year.  We have clearly gotten through a recession that was certainly difficult for many, many businesses in this country and golf has, again, come through it. 


And I said it earlier, I'll say it again, people love to play golf and they will find a way to do it.  I have been in the recreation business my whole life between skiing and golf, and we have been through these recessions before and people still skied and people still played golf, and when things turned around, they will buy that new driver and we can move forward. 


JOE STERANKA:  Thanks everyone, for joining us.  As CEO, I'm asked so many times about the economy in general and the State of the golf industry, and we have to sometimes temper our comments about the stability and the resilience and some of the success that golf has enjoyed the last two years. 


I was talking to John before we started; if you would have been the head of any other industry, and said, looking back over 2008 and 2009, would you take the number of customer visits being down one percent and revenue down eight percent?  And my guess is, a lot of the folks, especially in industries that rely on discretionary time and money would say, yeah, shoot, we'll take that. 


And that's what golf enjoyed.  And I'll say that the ‑‑ I said last year, flat was the new up, was one of the mantras beginning to come out, and so having a relatively flat participation rate was good, and it happened because PGA professionals did what they do best, and that's the reason our unemployment is low.  They are adding value.  People do want to come out and play this game that's healthy and fun to play, and the Get Golf Ready initiative from last year was a big contributor to that, had the whole industry support it.  We made it the lead program for Play Golf America, which is the real reason we exceeded our initial goal of 700 facilities and had 1,100 facilities.  This year we have a goal of 1,700.  We expect to surpass that goal, as well. 


You look at last year, it was the toughest time in the automotive industry, yet we announced an automotive partner with Mercedes‑Benz.  Last year was a tough time in the media business.  I don't need to tell all of you who are living that.  We signed the biggest media rights deal in the history of the PGA with TimeWarner last year.  We had a lot of good business success, a member recognition and the stability of employment was strong, comp was so far flat.  Teaching professionals, the early return is that the teaching professional count was down ten percent.  That was one of the things, along with equipment, that took a bigger hit in the golf economy. 


All of these small numbers, and you know, whether it's President Obama talking about the importance of small business in the State of the Union, or our President Remy talking about golf courses as small businesses.  Those small businesses were relatively healthy.  It doesn't mean we didn't have some closures that maybe indexed higher among new golf courses built since 2000 that were tied to real estate projects, but the business success rate for a golf course business is still 99 percent.  And that allows those 1 million people that have jobs directly connected to golf to put food on the table for their families. 


So it was a good year, we think this year is going to be a better year.  We had a big dip in March with the psyche of American business, and we worked through that.  We are not anticipating a second dip.  We are concerned about the financing of small business.  Many golf courses rely on a line of credit, whether it's to lease golf cart fleets or to fund capital improvements or buy merchandise for the golf shop, and that's tough for any business to get those lines of credit.  So there are some things we are going to have to keep our eye on from a business standpoint. 


Those small businesses total $28 billion.  The biggest part of the $76 billion a year golf industry and we are forecasting that those numbers are going to stay pretty steady, again, in 2010. 


Because of the growth programs, we are continuing to invest more in junior golf.  We are continuing to invest more in taking golf to more diverse audiences.  The program we have been doing with the AWGA is one example that delivering golf experiences that are focused on a specific group, in this case, businesswomen, work.  They have had over 80,000 businesswomen who have primarily come through the AWGA, and 85 percent of them are still playing golf today. 


So there is still a best practice way to present the game, introduce the game, and we have a fertile audience to go after and put the people who watch golf on television and who still want to play the game, Get Golf Ready is the easiest, most affordable, accessible new player development or reintroduction to the game that we have ever had. 


Here at the Show, since it's the business of golf worldwide, we have 74 countries represented at the show.  We also use it as a platform to promote leading initiatives, whether it is the WE ARE GOLF initiative that we announced, sustainability initiatives that we are supporting with the environmental institute for golf, diversity initiatives, things that are important to all of us in this room and the entire industry of golf. 


When we talk about the world, it's more than just those 74 countries that are here.  We are hosting the first world PGA Alliance Meeting, a new entity that Sandy Jones, who represents the PGA in the U.K., Max Garske, represents the PGA of Australia and I led on behalf of the ten most developed PGAs in the world to establish the best practices on the professional standards of the game, how we introduce young people to the game and how we teach the game, so that we can help China, India, South America and the emerging markets develop a golf infrastructure that is sustainable.  Those are the three leading organizations that have been around for ten decades or more, and we made some mistakes along the way, so we are trying to share that expertise with those others. 


Play Golf America is doing its annual report here.  We are pleased to say we had a record number of facilities that participated in Play Golf America this year.  Golf 20/20 has a meeting here at the show where we are going to update golf 20/20 on Get Golf Ready and WE ARE GOLF, a number of initiatives, and just to not breeze over, WE ARE GOLF, but it is a major new initiative that it's time has come to make sure that we have professional representation on a consistent basis on Washington, D.C.  Jim Singerling from the Managers, Mike Hughes from the Golf Course Owners, Mark Woodward from the Golf Course Superintendents joined me on the Equipment Forum stage an hour ago and we introduced WE ARE GOLF, which we have hired the Podesta Group, and it's designed to change the perception of golf among members of Congress, their staff and agency personnel. 


We still have an elitist image.  We are still viewed as a game that is played at private golf clubs.  We are still viewed as being an expensive sport to play.  Well, nine out of ten people who play the game do not belong to a private club.  The vast majority of golf is available at very affordable prices.  The median greens fee for 18 holes is 44 dollars and we took the highest price that's available, nine‑hole golf, you can go to PlayGolfAmerica.com and find a variety of very affordable golf.  


We no longer cannot be absent from that table.  We are the government, whether it's at the federal level or the state level, is developing and enacting legislation that impacts small business.  President Obama talked about $30 billion going towards small business.  Well, we think that golf is a candidate for some of that, again, because of the stability of the business operations, the diversity of the people it ploys, and the fact that most are played in public access facilities. 


Our properties business continues to do well.  We have a retail business in Southworth estate here in Florida, and so we feel what's going on and the pressure and time and money, getting people to come spend money to travel and to take holidays and play golf, and the good news is our customer visits are up, our revenue is about flat. 


Again, as we see, people are trading ‑‑ when you look at the PerformanceTrak numbers overall, we had 21 of our 41 sections with rounds played were up last year; the other 20 down.  It arranged from Kentucky was up five percent to Alabama was down nine percent.  You saw municipal golf and semi‑private daily fee golf be almost flat year over year, maybe down one percent on the municipal golf side.  But people are continuing to play the game and spend money on golf, which is keeping the vast majority of those 1 million people employed. 


This is a time every year where we kind of get a chance to hear from you and you shape, also, the agenda for golf with how you report on it and set the message for the year. 


So at this point we will open it up to questions and then we have a final announcement after some general questions.


Q.  Joe, you mentioned PerformanceTrak briefly, and I think one question everyone is asking, how will we know when the recession is over, especially from the perspective of the golf industry.  The PGA does have some tools to measure that, but how will we know and when will we be able to declare, A, that this thing is over and we've turned the corner? 


JOE STERANKA:  If I had that answer, I would probably be in dc or New York or at some other place helping some folks guide business on an even bigger scale than the golf industry. 


Historically golf is last in, first out of a recession.  But as we have seen, but I'm not sure we can base what happened on the past with the circumstances we are all dealing with today. 


As I said, we are expecting the same number of customer visits and the ability to raise some prices and some discretionary spending on merchandise, that there are some great new performance fabrics, there are some great new performance equipment that's being introduced at the show, some new styles on fashions on the soft good side. 


So we think people are going to spend more money this year.  But I think it will be self‑evident two to three years down the road when we are all ready to declare that we are out of a recession; and in part, because if you're a $76 million a year industry with all of the components of golf, not everybody is going to get healthy at one time. 


Q.  Joe, could you give an example of something specific that WE ARE GOLF might achieve, that maybe even in the next year? 


JOE STERANKA:  We have identified with the help of The Podesta Group, 12 legislative topics.  We expect that there's going to be a small business bill, a jobs bill, a climate change bill.  So right there, and then the fourth priority for us would be a supplemental bill that includes funding for disaster relief legislation.  And there have been times in the past, like, for example, the disaster relief legislation where golf has been excluded from that legislation.  So those are the four priority areas of legislation that we are going to focus on. 


And then specifically, from a perception standpoint, we are measuring, we are doing surveys of the perception of golf among members of Congress and their staff and agency personnel and we will do surveys a year from now. 


We believe that the data that we have, that the World Golf Foundation funded, the federal economic impact data, 19 state economic impact studies, it does a pretty good job at making a case for why golf deserves at least the same advantage that other small business‑based industries self. 


Q.  Joe, you mentioned some of the states that were up‑and‑down in terms of numbers of rounds being played; where does Michigan stand on that list?  And also, what remedies do you propose have, think about, when it comes to helping a state such as Michigan, which we all know is way at the bottom; it's pretty depressing up there.  So I'm curious what a state like Michigan with all of its problems ‑‑


JOE STERANKA:  I have a foreman and strike report, is it in the media kit?  It's got our section by section report.  We report it by sections, but Michigan is a stand‑alone section and state.  I met with Governor Granholm at the PGA Championship during Oakland Hills and we were still relatively early into this recession at that point. 


What you're saying is that people are still travelling.  They are not flying as much.  They are driving.  And so the Michigan market that can draw from the Midwest, and we see it when we play our championships in the Midwest, when we were at Hazeltine, we had people from Wisconsin and the Dakotas that come in and people from Illinois and vice versa.  And when we play at Whistling Straits this year, we will have a high concentration of people that come from that area. 


Marketing has changed.  With he don't think that you can market golf anywhere just by national marketing campaigns.  You have to be a lot more nimble, whether it's going through niches or going through the AWGA or Play Golf America or the Latino community that's aimed at some specific cities in the southwest and southern California that are really supporting.  And so in Michigan's case, it's fishing where the fish are, so to speak, the prospects and databases of golfers in the Midwest region.  But invite us up if the state would like to meet with us and spend a day. 


Q.  Question regarding the WE ARE GOLF thing.  Is there any coordination or affiliation with the PGA TOUR?  Because obviously when a lot of this broke last year, the hit was being taken as much for tournaments as well as just golf in general.  And also, I guess who is going to respond to this and how quickly when this thing happens again, when it certainly will? 


JOE STERANKA:  The origins of WE ARE GOLF started a few years back when there was a representative, Frank Wilford, from Virginia, who sponsored legislation, for disaster relief that excluded golf, along with some earth industries.  And I talked to the CEOs of the Superintendents, managers and owners at that point and then the USGA came in and supported it and the TOUR and the LPGA.  But they came in later because the primary focus was on golf course operations and on people that work on golf courses.  The primary focus then again was jobs and we responded, penned a letter with the help of the Owners, Managers and Superintendents to USA Today that responded on behalf of golf.  And it led into an RFP process, we sent out the RFPs.  The main firms received six proposals and chose the three best, and had a planning meeting in early January where Ty Votaw from the PGA TOUR attended, along with Steve Mona from the World Golf Foundation.  So we very much want to do this hand in hand with other organizations. 


What's critical in representing your industry in Washington, D.C. is that you're consistent in your message, and we may speak more about jobs than the PGA TOUR speaks about charity, but charity is still one of the core messages of WE ARE GOLF. 


The Podesta Group is going to be managed by a working board of directors, the CEOs of the four organizations, and we have also left open a couple of other board seats for other leaders in the golf industry to join that.  So again, we will be ‑‑ the Podesta Group is paid along with the staffs, who work in government relations for the four founding organizations to work proactively on some legislation and then to do general education and policy development for legislation and to obtain some specific media and public relations publicity that is more geared towards Washington, D.C.  So the role call is politicos, those type of outlets that we know can help influence, or perhaps just better educate key political figures. 


Q.  I just wanted to know if you can talk a few specifics about the world PGA alliance and seeing emerging markets as key growth areas and how you will try to help those countries grow the overall game? 


JOE STERANKA:  Golf is very mature in the United States, the U.K. and Australia.  Our growth, we are not going to have a whole lot more growth in our industry.  There are forecasts that the U.S. population is going to grow by a third to 400 million by the year 2015 we will be focused on at least maintaining the same participation rate in golf.  But there is going to be extraordinary growth globally.  It is one of the big benefits of being added to the Olympic Games by the IOC.  Because for the first time you are going to have state governments investing public dollars in golf. 


And just like in the United States that started out with private clubs and resort facilities, you know, public golf came much later when the government made some loans available in the 40s and 50s that spurred a whole growth of daily fee golf.  That has not happened yet in so many international territories.


To fill up those golf courses, you need people who can teach the game, and that's at the core of what PGA professionals do.  Jim may manage a multi‑million dollar golf resort up in Vermont, but I've worked with him and seen him give lessons to CEOs and presidents of sponsors or other folks that we come in contact with; he knows the fundamentals of the game. 


So if we are the most developed PGAs, we almost see an obligation to share that expertise and help the game accelerate.  And there's maybe a small, selfish motivation, too.  We can't assume that the brand that the PGA professional in China, India and South America and an emerging market is going to be the same as what it means in the developed markets.  So if we can help influence that and make sure that the PGA professional has similar stature that's relevant to their culture, we think that makes sense. 


As I mentioned, I have a final announcement, and I'd like to ask Jim Little, who is the chief brand and communications officer for the Royal Bank of Canada to come up. 


It's been a time when everyone has been looking on return on investment and anything you spend money on, and that's why we are so proud of today's announcement.  Royal Bank of Canada, effective today, we signed the agreements just this morning is the newest Official Patron of the PGA of America.  It's the highest level of partnership and designation that we have.  RBC joins Mercedes‑Benz USA and American Express, so three pretty good global brands that fit the PGA brand quite well.  RBC will be the Official Patron of not only the PGA, but the PGA Championship, the Senior PGA, the 2010 and 2012 Ryder Cups, the PGA Grand Slam of Golf.  Just as the PGA is made up of 41 sections and thousands of local communities, they are going to be a big supporter and co‑presenting sponsor of our Play Golf America Days; they are out in the grass roots level.  They will sponsor the fan experience on site at the PGA Championship.  In short, activate against every asset that the PGA of America has. 


Jim, welcome to the PGA, and we know that your investment in golf goes beyond our borders. 


JIM LITTLE:  Thank you.  It's great to be here.  Listening to the last hour, we certainly share your passion of the future of golf and are convinced that the best sports for the sport and marketing of and the sponsorship of the sport are in front of us.  Most of you may not know, RBC is the sixth largest bank in North America with a market cap of more an $73 million.  We offer banking, wealth management, capital markets and insurance toward 18 million clients in 55 countries.  We have 80,000 employees worldwide, about 20,000 operating here in the U.S. and we trade under the brands of RBC Bank, RBC Wealth Management and RBC Capital Markets.  This year the RBC Foundation will distribute over $56 million to worthy causes in communities where we operated, including contributions from the $50 million Blue Water Project that will enable programs for water conservation and access to clean drinking water over the next ten years.  


From our strong domestic base as the biggest Canadian bank, we are fortunate in midst of recession to grow our business and to hire senior talent and to win over new clients and grow our brand internationally based on a proven business culture we have relied upon for over 140 years. 


In short we view the recession as a leadership moment to step up, and today's announcement is further evidence of RBC's willingness to step in and step up.  It is also further evidence of our significant commitment to golf, which includes title sponsorship of the RBC Canadian Open, the third oldest national golf championship in the world.  Golf is the ideal marketing platform to reinforce relationships with current clients and reach new ones.  Becoming the Official Patron of the PGA of America, we foresee properties like the PGA Championship and Ryder Cup, it allows RBC to reach them in the U.S. and U.K. in a very different manner.  This relationship opens doors to significant brand exposure with highly attractive audiences and new business development with the thousands of members of the PGA of America. 


We also love this new partnership because RBC's employees, advisors, bankers and traders working in big cities and small communities along with 28,000 members.  We are proud to be their partner beyond golf and create better branding across the U.S.  That's how we work step‑by‑step in a meaningful way where employees and clients live and work. 


Jim and Joe, I really want to thank you and your team for all of the great commitment over the last few months.  Their dedication made this possible for all parties.


And since I'm here, I'm going to take another minute to formally launch another concept that will be a big part of our golf marketing program, which is the expansion of Team RBC.  Building on our partnership with PGA TOUR professional Anthony Kim and our longstanding relationships with Mike Weir and Stephen Ames, Team RBC welcomes three more new members.  Playing on the PGA TOUR and Champions Tour, Fred Couples will join us.  Playing on the PGA TOUR and European Tour, Luke Donald will join us.  And playing the LPGA Tour, Morgan Pressel will join us to be a part of Team RBC. 


Each player will carry RBC branding on their tour bag as they compete on golf's global stage.  All players are exceptional athletes and will be solid ambassadors for the RBC brand on and off the course.  With representatives from the PGA, European PGA, Champions Tour and LPGA Tour, RBC will be able to deliver excellence exposure for our fans on television and to fans live on the course.  Thank you for including us in this announcement. 


Q.  Just wondered from an Association point of view, especially in this recession, how hard it's been, how much does a program like the one you have with RBC, does it become even more significant? 


JOE STERANKA:  I think to have a financial service sponsor of the magnitude, the depth and the breadth of the investment that they are making in sports in general, and specifically golf, at this time, is a positive statement about the sports market, it's a positive statement about golf, and certainly a positive statement about the PGA. 


I said to CNBC who were bemoaning the corporate hospitality during Hazeltine, we had almost record crowds over the shoulder of the shot, you know, that sports marketing still works.  We have got good demographics.  We are a popular, healthy game.  We saw two Patrons activating very heavily there.  We are going to see a third Patron activating very heavily at Whistling Straits this year. 


The timing of this, we think, is healthy.  Again, it's healthy for the sports marketing industry and golf in general and specifically the PGA. 


Q.  Is there a grass roots benefit from your association members, as well, to a program like this?  Can you go into that a little bit? 


JOE STERANKA:  What we strive for in partnerships, whether it's with Mercedes that we not only provide sponsorship dollars for our biggest events, but they run a variety of customer‑activation programs at the grass roots level bringing in prospects.  American Express does the Cardmember Bring a Friend Program.  RBC is going to be doing wealth management banking services that thousands of PGA professionals are then co‑sponsoring as I mentioned the Play Golf America Days. 


We have an obligation that we are serving 28,000 men and women professionals, and we ask our Patrons to engage in every level of the organization and RBC has, in fact, said they like that mainstream connection, that local connection that the PGA provides. 


JIM LITTLE:  Our brand is being built locally from the bottom up.  So the aspects of getting the big marketing brand exposure is through TV and through the big properties is great, but we are as attracted to that local player who are people working in communities, and that's where we are going to build a lot of active programming. 


Q.  For JIM little, you are the first banking sponsor to really enter golf since Lehman Brothers filed bankruptcy, can you just talk about where golf is and why you guys felt safe now expanding your investment?


JIM LITTLE:  Well, we don't know this exact date was going to happen when we launched RBC Canadian Open but we certainly knew we were headed for a step‑by‑step expansion of our program, and we are aligned perfectly with growing our business inside Canada and outside Canada.  Since that time we got lucky and we really have not suffered.  Fortunately at the depth of the recession ‑‑ and the best compliment that Kevin, who is a senior guy on Jim and Joe's team said ‑‑ so I took that with comfort.  You know, we all look for value and we always look for the ability to do things in our market and we just love this relationship.  This is a perfect fit. 


JULIUS MASON:  Questions once?  Questions twice?  Thank you very much, ladies and gentlemen. 
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