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Early one Friday afternoonabout20 yearsago, WendyBaker,thena
seniorvice presidentt the insurancecompanyContinental wasleaving
her office whensheraninto anothefemaleexecutive.
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"Whereis everyon&" Ms. Bakerasked Many of the company'sxecutive ¥order a reprint of this article now.
menwere off ata golf outing."We're the onesin chargehere.Why aren't

we out there&" Ms. Bakersaid.

Almost immediately shesays,she
begantaking golflessonsand
soonsheanda groupof friends
were playing sociallyon aweekly
basis. Withintwo yearsshehad
developedenoughtalentto feel
comfortableusinggolf in her
businesglealings.Today,Ms.
Bakeris presidenof Lloyds
America,theU.S. armof the
British insurancesyndicateanda
respectabld 2-handicapgolfer.

In a sensepusinesgyolfisa
collusionthat hasdevelopedver

the yearsbetweerbusinesgpeopleandtheir clients.And it usedto be

muchworse-- or muchbetter,dependingon yourpoint of view. As late as

the 1970s,Time magazinehada full -time staffer-- a top-flight golfer
namedSonnyWest-- whoseonly dutieswereto play golf with the magazine'destadvertising

customers.
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Today,though,thingsaredifferent. Participationlevelsin golf havebeenflat for a decadean part
becausdewer peoplecanjustify the hoursit takesto play a roundor the expenseAnd the workplace
haschangeddramatically Womenwho may not be steepedn golf now occupyexecutivepositions,and
many of thetechgeekswho run theworld would rathere mountainbiking. At the sametime, corporate
perksareunderintensescrutinyandbookingtime on thecompanyjet for golf outingsto Bermuda
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seldomflies anymore.

All this makesgolf increasinglyirrelevantin somepowerful WSJ.COM PODCAST
partsof the businessvorld -- andyet the sport ismore 1
importantthaneverin others. ;‘7@ John Paul Newport talks about the

[ " new ways that business and golf
oY intersect. Hear the podcast?.

At Silicon Valley giant Intel,which hasabout90,000
employeesthereareno companypaid country-club
membershipgndno golfoutings,andyou probablywon'tfind manyexecutivessomparinghandicapsn
the boardroomA spokesmairior the companysaidhe could only think of oneexecutive Chief
FinancialOfficer Andy Bryant,who'san avid golfer. He joked that Mr. Bryantmight havea difficult
time finding a enoughgolfersin the companyfor a foursome.

LinkedIn, a companythat specializes connecting professional®nline, givedts own employees
plenty of opportunitieso build businessSomeplay in a weekly soccergamethat attractwventure
capitalistsand otherdot-com professionalsandcycling trips aregettingmorepopular.Onething they
don'tdo isplay golf. In the 10 monthghat DaveSanfordhasworkedfor the company he hasnever
heardof an employeetaking acolleagueor clientto play golf -- andup until a coupleof weeksago,the
company'dheadquarteraszasacrosghe streetfrom a golf course Silicon Valley attractsa lot of people
who wereneverexposedo suchan "old school"sport, sayMr. Sanford,a productandbusinessanalyst
who alsohelpsorganizesocialeventsfor the company."We've got a guy who'sreally passionat@about
disc[Frisbee]golf," he adds.

But in industrieswheregolf hasdeeproots, like insurancdinanceandrealestatejt's highart. While
vestigesof the old world surelyremain-- foursomef cigarchomping whitemalesclosingdealsat
exclusivecountryclubs-- thosewho play a lot of businesgjolf saythereality is muchmoresubtle.
They saythe sport'sprimaryvalueis to getawayfrom an office environmento networkand build
relationshipsijn the hopesof doing dealsdowntheroad.

"l don'tthink I've evermadethe askfor $25 million on theninth
greenor anything like that-that would bepretty gauche,'says
DonnaShalala,a longtimegolfer who wasin the Clinton cabinet
andis now presidenof the University of Miami. "But | have
certainlydevelopedelationshipsn thecoursethat havded to

~ raisinga lot of moneyfor the university."

Executivesarealsoputting morethoughtinto how to play and
whom toplay with. Businesfoursomesarenow morediverse,
with 20-somethingvomenandmiddle managergoining in. The
fastestgrowing segmenof the ExecutiveWomen'sGolf
Association,a nonprofitgroupthat teachethe gameto
businesswomens womenin middle managementyho accountfor about40% of the members.

Business Links: Women from Harvard Business
School take instruction.

A minor industryof consultantandadvisorshasgrownup tohelp peoplerefine their businesgolf. In
WashingtonD.C., Hilary BruggenFordwich,who spentl13 yearsn world-wide marketingat
accountingfirm KPMG, givesseminarsat companiesaandone-on-one lessongo lobbyistsandother
executiveson organizinggolf retreatsavoiding businesgolf blundersanddecidingwhenbestduringa
roundto broachthe businesgopic. TheDVD "Go Forethe Green"explainsin greatdetailhow to
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assemblehe mosteffectivebusinesgyolf foursome (In additionto the hostandthe "target,"it should
include a "validator"andan"influencer.")

A programcalled"Golf: For Businessk Life," sponsoredby thePGA of America,underwritesclasses
at collegesanduniversitieson usinggolf asa businesgool, sometimegor credit. Some59 schools
offered clasedastyear,including Stanfordandthe University of Texas,up from15 in2000. Jeff
Maynor, a PGA professionailvho teachegshe courseat the University of Maryland,focuseson the
thingsyou canlearnaboutothers-- andyourself-- on thecourse Meticulouslyarrangingeverydetail

of aroundin advancefrom waterin the cartto logoedballs, showsthoroughnesd)e says.Approaching
the first teewith confidenceratherthanoffering excusegor a badbackor not havingplayedmuch
recentlyis a signof character.

At somecompaniesgolf is aninstitution. Much of the seniormanagemerdit MorganStanley, for
example playssociallyandfor businessandmanyemployeesaremembersof golf clubs. Thecompany
long hastried to encouragenorewomenon its staff to play. Sincethe early1990s,it hasheld afternoon
clinics for them tolearngolf skills and etiquette followed by dinnerwith top executivesThe company
sendsout invitationsto try to geta good mixof job descriptionsandseniority leveldor the 30 orso
slotsin theclinics, andinteresthasincreasedignificantlyin the lastfew years.For the pastfew years,it
hasalsohosteda largegolf eventfor womenclients.

To be a nongolferata companywheregolf hasa strong holdon the
corporateculturecanbe a challenge About onein sevenemployeest
Milwaukee basedhome mortgageinsurerMortgageGuaranty

* Insuranceplaysin the companysubsidizedyolf league Every week
w. from May throughAugust,morethan100 employeesncludingsome
seniorexecutivestakepartin late-afternoonnine-hole matches.

| That meansaroundthis time of theyear,talk of teetimesechoes
throughoutthe hallsandemployeeswarmto the golf classthe
companyoffersaspartof its fithessprogram.MonicaWhite, an
internationalbusinesglevelopmenanalyst,saysshewishesshecould
join her colleaguesn their golf obsessionespeciallysinceher husband
just boughthera newsetof clubs.But shehasneverplayedandshe's

Steve Schwartz, héagl of PCM- . - . ) "
Bakeware Coating Systems, goes on up ~ @fraid of "looking like a moron"in front of herco-workers.
to 20 golf outings a year.

Golf andbusinesaresimilar in alot of ways,accordingto both businesgeopleandprofessional
players.Both, for example requirea lot discipline,they say."Strategyand patiencetheygo handin
handin both cases,'saysTiger Woodswhenaskedaboutconnectiondbetweerthetwo. "It's a question
of whento be aggressivandwhennot to be aggressivewhento be conservativeandthat'sdone
throughexperience."

Someof the country'sbestknown CEOsareregularson thegolf course ScottMcNealy, the chairman
andformer CEO of SunMicrosystemsand JerryJurgenserthe chief executiveat insurerNationwide,
are perennialow-single-digit handicappersCharlesSchwaband GeorgeRobertsof KKR areavid
golfers.EvenWarrenBuffett andBill Gatesplay -- not frequently,nor too well, but oftentogether.

The game'smain benefiin businesss to thosewhosejobsrequiresocialbondingwith clientsand
customerslt canbe usedasa drawto getpeopleto attendconferencesr seminarsvherecompanies
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areshowecasingproductsor servicesCharity golftournamentsyhich doubleasbusinessietworking
eventsareaimedat gettingpeopleto opentheir pocketbookdo worthy causesGolf canalsoserveasa
rewardor incentivefor employees.

"As a placeto actuallygetsomethingdone,the golf courseis horrendousThe office, a breakfast
meetingor a luncharemuchmoreeffectivefor that," saysJonJudge the CEO of Paychexn Rochester,
N.Y. "But asa placeto build andsustaina relationship,anddevelopthe kind of personakrustthat
really cansometimesnovebusinesslongfasterlater, golf canbe terrific."

Ms. Shalalasaysgolf is asmucha partof herjob aspresentingliplomas.She hasisedgolf to getto
know job candidatesandshefrequentlyplayswith trusteeswho invite alongpotentialdonorsto the
university.

Jeff Williams, a formerjourneymanpro, sellssecondandthird homesin the Caribbearto what he calls
"$50 million men."

"They understandhe hardwork it takesto developthe kind of golf gamel have,andthat putsuson
muchmoreof a peerto-peerbasis,"Mr. Williams says."If theyaregolfers,whenwe play golf together,
the bond isalmostinstantaneouandit almostgivesme an unfair advantagen helping closea deal.”

EDS, a Dallasbasednformationservicescompany spendanillions sponsoringhe PGA Tour'sByron
Nelsontournamentachspring. Itinvites scoreof key clientsfrom aroundthe world to attend,and
brings incompanyvolunteergo staff the hospitalityrooms andnarshathe tournamentFor an entire
week, EDS'stop executivesetup shopin a wing of the conferencecenterat the Four Season#iotel
nearDallas,and makethemselvesvailablefor impromptuor scheduledneetingsat lunchesand
cocktail parties.At last year'stournamentEDS hostedl 75 clientsand prospectswhich the company
calculatesrepresente®6 billion in potentialsales.

Thelack of aggressivalealmakingon thecourseparallelsan aversionat manyof the nation'smost
prestigiousclubsto doing any sort ofcommerceon thepremisesAt clubslike WingedFootoutside
New York City andPeachtreen Atlanta,the useof cellphonesr the displayof businesgpaperswill
trigger warnings.Proposinga new memberfor what the admissioncommitteedeemso be blatantly
commercialreasonsnay getthe proposehimself bootedOf coursejt's acceptedhat membersuill
occasionallybring guests tglay golf for commercialreasonsbut any actualdiscussiorof busineson
the groundsis bestdonesottovoce.

"I've beenin the situationwheresomeonavashammeringawayat me aboutbusinessandit madefor a

very unpleasantiay,"” saysMike Glenn,an executivevice presidentat FederalExpress. That will
backfireon you everytime."

--Adam Thompson contributed to this article.
Email: golfiournal@wsj.cor.
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