<© COLFERS GUIDE

2008 F aCt Shee t AMERICA’S MOST READ GOLF PUBLICATION

B THE MAGAZINE - CELEBRATING 25 YEARS

Golfers Guide was founded in 1982 on Hilton Head Island, South Carolina, and has grown dramatically in size and
stature during the past 25 years. Today, the Golfers Guide network is North Americas leading regional golf publication,
currently serving nearly 15 million readers worldwide through extensive distribution in all the major golf destinations.
The Golfers Guide network has expanded to 21 markets nationwide, including four in Canada covering the top golf
destinations and key population centers in the northeast and midwest

With its focus on golf destinations for the avid golfer, Golfer's Guide offers its readers comprehensive information,
articles and feature stories on the area’s finest golf courses, as well as real estate, accommodations, dining, entertainment,
shopping and other activities. Each issue of Golfers Guide is presented in a vibrant format with eye-catching layouts and
outstanding photography.

B THE WEB AND E-COMMERCE

As a complement to its extensive print distribution, the Golfer’s Guide network features three acclaimed Internet sites
www.golfersguide.com, www.golfersguidetravel.com and www. greatgolfcommunities.com. Among the most popular
‘Web site for avid golfers, golfersguide.com allows end consumers to review golf courses and accommodations, access
regional golf information, participate with a tee time auction program and book golf travel online. In 2005, Golfers Guide
launched golfersguidetravel.com, a site dedicated to the traveling golfer, allowing them to research golf courses, lodging
properties and entertainment in every golf destination. Golters Guide Travel.com then offers the traveling golfer the most
convenient way to book their next golf vacation. That same year, greatgolicommunities.com was launched. The site is
dedicated to golf course living, highlighting the top golf communities in the fastest growing markets across the country.

B THE PUBLISHER

Frey Media carries the tradition of excellence in publishing and printing that began with the Frey family more than 100
years ago in Zurich, Switzerland. The company’s mission is simple: Connecting the Client with the End Consumer. Marc

Frey, the chairman and chief executive officer of Frey Media, has more than 25 years of experience in international pub-
lishing. He, his wife and two sons reside permanently on Hilton Head Island. Under his aegis, the magazine grew from

four publications to a network of 21 publications, making it America’s Most Read Golf Publication.

B THE MARKET/CIRCULATION

Each Golfer's Guide magazine is published between once and six times per year depending on the market, and are distrib-
uted free of charge at strategic high-traffic locations, including major hotels and villa rental offices, golf courses, real estate
offices, airports, car rental agencies and welcome centers. Nationally, the magazines are mailed to subscribers and travel
agencies, as well as convention groups and individuals upon request and are distributed through consumer golf shows
throughout the United States and Canada. The combined annual circulation for the Golfers Guide network exceeds 4.5
million. By reaching more than 15 million readers, the Golfers Guide network is able to strategically target a specific
market — the avid golfer.

B THE ADVERTISERS

Year after year, the Golfers Guide network produces results for over 1,300 advertisers, including American Golf, numerous
TPC courses, Troon Golf, ClubCorp, Heritage Golf and Sea Pines Resort.

Each regional advertiser receives additional editorial mention in a course directory, telephone listing and a map list-
ing, as well as a presence on www.golfersguide.com. In addition, advertisers receive invaluable business leads through
our standard business reply cards. Advertisers also may purchase advertorials/feature stories or participate in the Business
Reply Card program.
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2008 Readers Survey
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AMERICA'S MOST READ GOLF PUBLICATION

The Golfer’s Guide reader is...
an affluent, educated and well-traveled consumer
who is an avid golfer with substantial disposable income.

GOLFERS GUDE Reader Survey Results

Respondents = 88% Male vs 12% Female * Average Age = 51- 60 » Average number of rounds per year = 64

Survey Cards Audited by Media Brains, March 2007

Average Income

Less than $30,000......

$50,000 - $100,000

Greater than $100,000 ............... 28%
No response ..........cccceeeeierinnnn. 8%

Average Net Worth

Less than $100,000.........ccc........ 22%
$100,000 - $300,000.......ccoceveeenn. 33%
$500,000 - $1 Million.................. 22%
Greater than $1 Million .............. 23%
No Response ........c.ccceeiiiiiinn, 13%

Real Estate Owners
Primary Home Owner................. 90%
2nd Home Owner

Time Share Owner
Plan to Purchase Soon ................ 46%
No Response ........ccccceeiiiiiniin. 6%

Members of Country Club

Private ...ooooooeeeieie e 39%
Semi-Private
Presently Non-Member................ 49%

Would like to join..........ccoevevenne. 40%

When do they book vacations

less than 1 month in advance...... 25%
1 — 3 months in advance.............. 45%
3 or more months in advance...... 30%

How do they book tee times
Call the course ......

INternet .....oooeveveiiccicees e 7%
Travel Agency ..., 2%
Golf Packages ...l 8%
No Response .........ccccviiciiiiieeene. 4%

How much do they spend annually
on golf vacations

<$2,000 . 39%
$2,000 - $5,000....cciciiiiiii 42%
>$5,000 i 19%
No Response .........ccccviiciiiiieeene. 4%

How do they book their vacation

Make own arrangements.............. 92%
Use Travel Agents ... 8%
No Response .........ccccviiceiiiinnnn. 5%

How do they get there

No Response .........ccccviiceiiiinnnn. 1%

How many times do they rent

cars on vacation

1 =5 times....ooooeeeeeiie el 00%
6 — 10 times

No Response ........ccocuiiiiiiiiiinne 21%

Use of the Internet to preview or
book

Car Rentals ........c.cooooeeeieeiinienen. 60%
Flights ..o 82%
Hotels ..ooooiiieiiiie e 69%
Accommodations ...........cccceeeens 56%

While on vacation — do they
buy equipment

INEVET ..o, 28%
Occasionally ... 58%
Frequently ... 6%
No Response ...........ccceeiiiiicenicnen. 3%

Buy Clothing

INEVET . e e 4%
Occasionally ... 62%
Frequently ..o 29%
No Response ..........cccceviiieicenicnen. 3%

Buy Accessories

INEVET ..o 7%
Occasionally ... 69%
Frequently ..o 18%
No Response ..........cccceviiieicenicnen. 3%

Dine Outside the Hotel /Resort

Occasionally
Frequently ...
No Response

*Percentages for each question are based on total number of respondents, and do not include those who did not respond
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