
Ten Major Components to a  
“Weaponized” Southern Hospitality Strategy 

 
 

Excellent or Differentiated Product or Service. 
 This strategy works best if you have a product or service that is clearly 
better or differentiated from your competition.   
 
 In our case, we had a patented fertilizer technology we had developed 
for about 10 years.  We knew it would perform in ways never before 
experienced by golf course superintendents.  It was clearly both excellent AND 
different than any other fertilizer product ever offered to superintendents.  In 
fact, we offered about 85 different product versions to end users.  It was like 
Rocket Fuel compared to Kerosene. 
 
 
A High-Quality Hospitality Location that is Truly Undistracted. 
 You are trying to change both Minds and Buying Habits.  You need to 
choose a place that is outside-the-beltway, and one that YOU can control.  
Distractions compete with your ability to control the agenda, and ultimately 
reach your objectives. 
 
 In our case, we had the perfect place…a 3200-acre family farm located 
about 10 miles from our manufacturing plant.  The town of Sylacauga, AL is 
remote, but Fayetteville AL is really remote.  We totally designed the entire 
Pursell Farms campus to entertain and educate visiting prospective 
superintendent customers to get to know US (the Pursell Technology family), 
our products, and the whole VALUE equation of using them.  We went to the 
extreme to relocate our corporate headquarters there, designed and built 
Parker Lodge specifically to house visiting prospective customers, and then 
added FarmLinks Golf Course, the world’s first Research and Demonstration 
course to showcase the latest in golf course innovations.  I called it the 
“EPCOT” of Golf!  There was nothing to drive to outside our gates for 
entertainment, which was a good thing. 
 
 
 
 
 
 



A Well-Conceived Strategy and Great People Who Completely Buy-in.  
 Your hospitality strategy needs to be well-designed, and the Team you 
assemble needs to FULLY understand both the overall objectives, but also the 
important roles they play into your company reaching the desired outcome.  It 
is also important that your team participates in each activity on the program.  
 
 For Pursell Technologies Inc, we had a very savvy and financially- 
motivated family of professionals who played a critical role in the execution of 
this very differentiated and effective strategy.  We all got a rush out of leap-
frogging our competitors by simply coupling Southern Hospitality with 
innovative product education and demonstration.  We also built some lasting 
relationships with these guests that endure even to this day. 
 
 
Your “Experience” Needs to Last No Less than 48 Hours. 
 TRUST starts with a relationship, and a relationship is built over time.  
Since you control both the invitation and the agenda, you can accomplish the 
MOST by allotting at least 48 hours.  This would include three days and two 
nights. 
 
 We found by trial and error that this format works FAR better than a 
shorter one.  Our guests awoke early to travel to Birmingham, leaving their 
course in the hands of an assistant superintendent.  After a good night’s sleep 
they felt rested and detached from their job, at least for the day.  They were 
now comfortable and receptive to what we were prepared to show them. 
 
 
Fun First, ALWAYS! 
 Since your guests arrive stressed, up-tight and skeptical, you need to 
schedule ice-breakers in order to have them get to know one another, and to 
get comfortable with their visit.  The information download should NOT take 
place the first afternoon or evening.   
 
 At Pursell Farms, we had 3200 acres of activities for them to enjoy, 
including FarmLinks Golf Course, sporting clays, and five fishing lakes.  Or, 
they could relax on a screened porch, go visit our herd of LongHorn cattle, or 
ride to the top of the mountain.  In fact, each of our groups enjoyed three 
meals before we ever started our educational program.  We found that body 
language changed dramatically the morning of the second day.   
 



 
Great Food and Lots of it! 
 One of the cornerstones of Southern Hospitality is demonstrated by what 
is served on the dinner table!  It has to be great, and it needs to always be 
MORE than they can eat!  Great memories are made by breaking bread with a 
new friend.  Serving alcohol is fine, but its best if you can keep it to a minimum. 
 
 Our groups were generally 16 or less, therefore we designed our dining 
room to have two round tables of eight, with a “lazy Susan” in the middle.  We 
would normally serve fried chicken and fresh vegetables on the first night, and 
the famous “FarmLinks” filet on the second night.  Both these meals were so 
memorable to our guests that fifteen years later, they still remember them!  
We tried to include a Pursell family-member at each meal.  Another nice touch 
was giving everyone a large, double-sided name tag that people would be 
required to wear at meals.  Many lasting friendships were made during those 
meal-times. 
 
 
Plan Every Minute of their Visit.  Intentionality is Key. 
 Once they get off the plane (or out of their car), the agenda is totally up 
to you.  You want to plan their complete stay with your overall objective in mind.  
There needs to be the right mix of activities, meals, rest, classroom training or 
tours, and product demonstration.  Your team should be involved in ALL to help 
facilitate, or answer questions about your company/products.   
 
 We tried to IMPRESS our guests from the time they got off the plane until 
the time they got back on the plane.  We did not publish an agenda for our 
guests, since at times we had to call audibles due to weather.  Though our 
agenda was packed, we designed plenty of time for them to enjoy the 
outdoors.  Since THIS was our primary strategy to gain customers, we honed 
their visit to have the best chance to accomplish our objectives WHILE our 
guests having a blast! 
 
 
Every Group is a Focus Group.   
 All the big brands with high level marketing minds spend millions of 
dollars annually on focus groups.  Their goal is to assemble both active and 
prospective customers to learn what SWAYS them to purchase a product or 
service.  They then build their products, pricing, promotion and positioning 
around what they learn.  This is CLASSIC MARKETING. 



 
 Since we hosted 84 of these groups a year (2X a week, 42 weeks out of 
the year), we took full advantage of these groups to ask them about our 
products vs. our competition.  We learned some very valuable things along the 
way, and continually tweeked our offerings according to our findings.  Your 
marketing people will love this re-occurring opportunity. 
 
 
Find Unique and Creative Ways to Demonstrate Your Products. 
 Your guests will be anticipating your “Big Pitch”.  This needs to done very 
creatively and convincingly.  This is your opportunity to explain why your 
product is superior to perhaps the one that they are currently using.  The better 
you execute this point, the higher the opportunity for your guests to convert to 
your product or service.   
 
 In our case, we went to the expense of building FarmLinks, the world’s 
first Research and Demonstration Golf Course in the entire world.  Since our 
fertilizer products had applications on greens, tees, fairways and roughs, each 
hole had one or more product demonstrations on display.  We were able to do 
side-by-side comparisons with our competitor’s products.  The FarmLinks 
course tour was AFTER both classroom training and a plant tour.  All 
combined, the Experience at FarmLinks was so compelling that we 
experienced an over-90% conversion rate!   
 
 
Partners Can Help Defray Costs, While Adding Brand Strength. 
 A well-conceived relationship strategy like this can be a costly marketing 
investment.  Instead of cutting corners, find partnering companies/brands that 
are non-competitive to you, but are after the same customers.  You can build 
an even STRONGER program in the end but while only sharing a small portion 
of the “lime-light”. 
 
 In our case, since we designed the very innovative “Experience at 
FarmLinks” program from scratch, we were able to carefully choose NON-
COMPETITIVE partnering brands that would actually ELEVATE ours.  These 
companies provided both monetary contributions as well as in-kind product 
donations to help offset costs.  In return, they receive a time-slot on the 
agenda in proportion to their investment.  Even though we had the biggest and 
most respective partnering brands at the Farm, we got most of the credit for 
The Experience at FarmLinks because it was OUR idea, OUR risk, and 



invitations came from US.  But the partners also got plenty of upside as well.  It 
was akin to a pack of Nascar racers being able to go faster than any single car.  
Most of all, the guests who attended showed their appreciation by supporting 
the brands that provided this “Experience” for them!    
 
 In the end, we hosted over 10,000 of North America’s 16,000 golf 
course superintendents over a nine year period….including almost every top 
100 course.  We sold our family fertilizer business to a strategic buyer in 2006, 
but decided to keep the family farm.  Today, Pursell Farms has transitioned 
into a resort property.  We are now able to host a variety of visiting groups to 
the farm for golf outings, weddings, leisure couples, retreats or corporate 
outings.  But one thing we ABSOLUTELY know… Nobody can help you 
“Weaponize” Southern Hospitality like our Pursell Farms team, who took a 
small-town fertilizer business from obscurity to the North American 
leader…one relationship at the time!   
 
 
 
   
 
      
 
 
 


