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|
» Complete the distributed worksheet

» The most important words you want

the customer to know about you
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ONSLMER fl NG NSRMG BNGAGNG  COWERT

Hewlett Packard came... D 0 N ,T STA RT w I TH wHAT
..they told us about their pixels and processors and weight and thickness..

and so they went.

¥

HP launched a great tablet.

¥

They advertised it as the best tablet.
» They told us how powerful, how light & bright
» They didn't tell us why, but it was a better

tablet than Apple’s

WSUMER  PA HEER  RHEING  BSHEG G RN A ¥ NG i (] A MEVBER  MARKETHY HSPRING. 4 HYERTIH:
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DO START WITH WHY DAVID CHRITE PG

Eagle Canyon Country Club
Johannesburg, South Africa

b4

Apple told us they would teach us to learn a

@ new language or teach our children to spell.

HOW Using a beautiful, easy to use, Apple device

4

4

It's an iPad

o )
EAGLE CANYON

WSLMER PG B ENGAGING COAVERT STRATI S MS. A NEMBER  MARKET)

OUT HERE EVERY DAY IS

TRADITIONAL GOLF PROPOSITION

3. WHY

EVEN WHEN YOU'RE NOT

Get started with a series of affordablo
910w lessons st GetGolfReady.com

lessons your ‘system’ & guidance better golf, more fun

SIIMER
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A NEW OPPORTUNITY REDO YOUR MESSAGE

» Consider new learnings, such as:

1. WHY

*  Who is your audience?

» 7 .
k { % + What do they care about?
| X —
V A P — * Why is it important to them?
E. E AR
- 1 .

What call-to-action resonates?

lower your score, win more fitted equipment, lesson plan

NSUMER  Poh HENER v NERMG  BNGAGNG  COWERT g S i WY 5532 L MARKET NERNG 2 BEE SUMMARY

(] A MEVBER  MARKETHY HSPRING.
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Somebody who'd bale a family
together with the soft, strong

bonds of sharing.”

TGk NENBER  MARKET NSPRING.

OUR LONGEST JUST GOT
' LONGER-

b o Al

“THERE IS NO MARGIN IN A COMMODITY.”
“RESPECT IS LOVE IN PLAIN CLOTHES.”
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BRANDS LOVEMARKS BRANDS LOVEMARKS ‘aw
Low Love High Love Low Love High Love ‘?‘,
High Respect High Respect High Respect High Respect v
Tetluint
{INIKEGOLF &
PRODUCTS FADS PRODUCTS FADS
Low Love High Love Low Love High Love —
Low Respect Low Respect Low Respect Low Respect vyaylorMade’

NSLIVER

NSPRING.

PING Color Code Chart CARY (0ZBY, PGA

Director of Golf
Southern Hills Country Club
Tulsa, 0K

(ORI
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» People buy the “why” not the “what”; distance, not drivers; improvement, not

. RE-THINKING WHY RECAP
Pne @ % !

lessons; experiences, not tee times.

Q O v e I I I a r k A * ACTION ITEM: Define Your 25-word Why with Staff and Management

» Your audience must recognize themselves in your communications
PRODUCTS FADS
» Create emotional connections that lead to loyalty beyond reason

* ACTION ITEM: Become a Lovemark at Your Facility

NSUMER  PGABENER  WAEING NSRMG  ENGAGNG S 6.5 CAMBBER  MARKET) NSPRING.

WHAT WE THINK THEY CARE ABOUT

K N WI N » Good weather » Length of round
» Good course conditions » Nothing goes wrong

Welcomed and greeted by name >

»
» Lowest Score »
» More good shots, less bad shots »

v

Feel respected

b

Orderly facilities & quality service

v

Have fun with friends

WARKETI 3 ‘ HYERTIH:
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WHAT THEY SAY THEY CARE ABOUT - THAT’S LIKE ASKING...

» Good weather » Length of round

» Good course conditions » Nothing goes wrong
» Welcomed and greeted by name » Feel respected
» Lowest Score o » Orderly facilities & quality service

» More good shots, less bad shots a » Have fun with friends o

WHAT THEY ACTUALLY CARE ABOUT THEY WANT GREAT
G00D ROUND J POOR ROUND GOLF EXPERIENCES.

POORER SURVEY WE OFFER TEE TIMES.

BETTER SURVEY




PERFORMANCE

- SOCIAL

RN ponveE  GHEING  NORMG BNGMGNG  COWERT STRATE

WHY THEY PLAY GOLF

SOCIAL & SPORT &
ENTERTAINMENT COMPETITION

10/27/2015

WHY THEY PI.AY GOI.F (cont'd)

SOCIAL & SPORT &
ENTERTAINMENT COMPETITION

]

10



10/27/2015

MARK SIERAK, PGA

Head Golf Professional
Barrington Golf Club
Aurora, OH

CONSUMER VALUE HAS CHANGED

CONSUHERN 7o B ENGAGING COAVERT STRATI S [ OSSN - repen AR

FAMILY ROLES HAVE EVOLVED

HOURS SPENT PER WEEK, FATHER »  According to the Pew Research

Center, 56% of working mothers
and 50% of working fathers find
CHILDCARE it very or somewhat difficult to

balance work and family life.
HOUSE WORK

»  Since 1965, the role of the father

PAID WORK in the family has evolved to

encompass more household and

1965 1970 1975 1980 1985 1990 1995 2000 2005 2010 childcare responsibilities.

CONSIMER | AHETING G ANG ORI
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GOLF’S VALUE PROPOSITION

ENJOYMENT INVESTMENT

(B> $

Performance Social Time Money

TeeTFORWARD

*All of us deeply involved in the game constantly encourage golfers of all skill levels to play the proper tees, but
t00 often golfers want to bite off as much of the golf course as they can. What ends up suffering is their
scorecard and their overall enjoyment. This program should help stimulate people to play the proper tees and

JACK NICKLAUS

‘maximize the golf experience."

L AHETING NG LR T

MARKET

Saturday April 18th
Partner a
TOUR Pro

10/27/2015
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GENERATIONAL PREFERENCES e

«
G.L & Traditionalists Loyalty, Service, Discipline

Millennials

Baby Boomers & Generation X Competition, Self & Family, ROI

Millennials & Globals Social, Community, Options
ot

CONSLIMER

G HEMBER  HARKET) NSPRING.

THE “DEMAND MODEL” KNOWING THE CONSUMER RECAP

ENJOYMENT INVESTMENT You must know who your customers are & who your target customer is

* ACTION ITEM: Ask your membership/customer base “why they play golf”
‘ / n n $ » Golf must exploit rapidly changing generational demographics

Consider the demand model in both your programming and messaging, as your

b4

Performance social Time Money

customers have different preferences based on a variety of factors

CONSIMER | AKETING (GAGING,

(ORI

[EHE A NN WARKETI
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THE ROLE OF THE
PGA PROFESSIONAL

TONY MARTINEZ, PGA
Directorof Gol
Kee Golf Cours
Dallas, T
€71 hutonly...
I Py
GGR -
Graduates ) RO'::;ieo'
&

msinte  SHEAERER
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TONY MARTINEZ, PGA
EJ:‘;[[ il m” If Course
Dallas, TX

Ré@ADY '

GRADUATES H

SUMMARY

U T

E:“‘T
- 5 40 Yards of FUN.
342 A
GGR ) 2 ) =
Graduates h = ®
&

14
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TONY MARTINEZ, PGA RICK BAYLISS

ofColf Past President of the (MAA
DirectorofGolf- LOVEMARK a et Office
Keeton Park Golf Course The Lost Tree Cb

Dallas, TX @ North Palm Beach, FL

it e (i

‘CHIP & SIP’

\
“ e
& "%
.

\

S

NSLIVER

S
£3

RECREATIONAL
GOLFER

INTRO
GOLFER

UNCOMFORTABLE CUSTOMER SETTLED CUSTOMER INTEGRATED CUSTOMER

SIIMER G G GAGNG CONGERT

15
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COMMITTED

APPLE FAN

COMMITTED
GOLFER

ENGAGED

APPLE FAN
ENGAGED
GOLFER

RECREATIONAL
APPLE FAN
RECREATIONAL
GOLFER

INTRO

APPLE FAN
INTRO
GOLFER

UNCOMFORTABLE CUSTOMER SETTLED CUSTOMER INTEGRATED CUSTOMER UNCOMFORTABLE CUSTOMER SETTLED CUSTOMER INTEGRATED CUSTOMER

suvEr  IRGRMERSER  -xcTiNG ENGAGING STRATI S [ 2 I NSPRING.

COMMITTED
GOLFER
COMMITTED
GOLFER

ENGAGEMENT EVENT ENGAGEMENT EVENT

FAIRWAY SHORT GAME
FINDERS HANDICAP

ENGAGED
GOLFER
ENGAGED
GOLFER

ENGAGENE!

YARD CHIP
FOR CHARITY

PROGRAM 2

~
a2

RECREATIONAL
GOLFER
RECREATIONAL
GOLFER

PROGRAM 1

o =8
=] =]
=3 =8
INTEGRATED CUSTOMER UNCOMFORTABLE CUSTOMER SETTLED CUSTOMER INTEGRATED CUSTOMER

(ORI
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F ke AT T ALESSON TAKER WILL...
EMBAGEAENT LY, SPEND 65%
IS A MEANS, TO AN END. > ﬁ MORE ON F&B.

A LESSON TAKER WILL...

PRACTICE & s o

e e . PLAY20%
MORE GOLF.

17
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A LESSON TAKER WILL... A LESSON TAKER WILL...

.. SPEND 79% .. 100% RENEWED
MORE IN RETAIL. THEIR MEMBERSHIP.

onsUvEr  RHGRERSER

CUSTOMER MANAGEMENT

It is your job to menege the golfer
onto and up this pethway
28 far &9 they went to go

o you are eble to take them

COMMITTED
GOLFER
COMMITTED
GOLFER

ENGAGED
GOLFER
ENGAGED
GOLFER

CUSTOMER KNOWLEDGE
You need to know who they are,
what type of golfer they are,
who they're connectsd to & what
they want out of their golf experience

RECREATIONAL
GOLFER

(—»)
(=3
—
-
™
=
(%)
=
m
-_—
=7
RECREATIONAL
GOLFER

INTRO
GOLFER
INTRO
GOLFER

INTEGRATED CUSTOMER

UNCOMFORTABLE CUSTOMER SETTLED CUSTOMER INTEGRATED CUSTOMER

18
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ROLE OF THE PROFESSIONAL RECAP

» There is a pathway that all consumers unconsciously navigate in their golf journey

MARKETING
LIFECYCLE

» The PGA Professional is uniquely positioned to manage consumers onto & up the
consumer pathway.
» Engagement is a means to an end, it can drive all aspects of your business

* ACTION ITEM: Review the amount of time dedicated to “engagement” at your facility

onsUver G

wsinte  ph onie OSMSREES bRk ENGGNG  CONERT RAIEGY i ¥ R : 4 HYERTIH:
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o6 zale OEMEIGN  NoRNS  BGAGNG  (OERT STRATI S Wt Sz A HENGER (ORISR IN5PRG

BEST BUY REVENUE s

Best Buy rides consumer technology boom.
o  —(
£ / \ Apple & hands-on carrier stores mature;

A
L Best Buy sales fall.
35 / @® Amazon enters market, Best Buy cuts

prices, in-store staff. Sales continue to fall.

OV Best Buy launches Samsung store & Geek
N\ ) S S 3 N\
@ '@ ‘@ '\?\ ’@\ '@\ Squad; Best Buy recovers market share

20



INSPIRE
ENGAGE

10/27/2015

W Sz A HENGER (ORISR IN5PRG

INSPIRE
ENGAGE
CONVERT

EVEN DIAPERS HAVE A MARKETING LIFECYCLE

(] A NN WREHEN  sonne

21



RECREATIONAL  ENGAGED  COMMITTED
GOLFER GOLFER GOLFER

INTRO
GOLFER

ZETING

HERHG

INTEGRATED CUSTOMER

INSPIRE
ENGAGE
CONVERT
RETAIN

224 HENBE

MARKETT2

NSPRING.
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MARKETING LIFECYCLE RECAP

» There is a standard marketing lifecycle that all products must follow

INSPIRING
GOLFERS

» Golf is no different, we must inspire, engage, convert and retain customers if we
want to increase golfers, rounds and revenue at our facility.

* ACTION ITEM: Walk from your parking lot, through your shop, past the practice area and to

the first tee. What inspiring material did you see? What positive messages did you read?

NSUMER fl a6

CRRTTRRE NGO ¥ i A b AR 14

23
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FACEBOOK
TWITTER
INSTAGRAM
PERISCOPE
SNAPCHAT

MORE T0 COME...

{

Vv

VIRKETIY:

VAR 14

INSPRING

HSERG
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VERY PRODUCTIVE

10/27/2015

APPEAL TO EMOTION

25
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- COMMUNICATION MEDIUMS

70%

“TO WHAT EXTENT =
DO YOU TRUST
EACH OF THE FOLLOWING

ADVERTISING OR PROMOTIONS?” -

WEDGEDUCATION
ROGER C.;_EVELAND
mo3

How To Hit

REHEL.

‘Source: Forrester Research, Inc. «°

ONSUNER DA DEWEER HATKETING SRR cicion  CoERT

e npgR ARk NGB

COMMUNICATION PREFERENCES
I T R e

Traditionalists Face-to-Face

Baby Boomers Face-to-Face, Phone, Email, Web & Facebook

Generation X Email, LinkedIn, Twitter & Web
Millennials Instagram, Youtube, Facebook, Twitter, Web

WSIHE PR A NG ] GAANG ORI

AIVEIR AR I HSERG & R 14
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RECONSTRUCT THE ADVERT

Reconstruct the previous ad to ” - 0]
communicate to your audience
around “why” and not “what”

NEVER COME UP v7aylorMade
SHORT AGAIN.

p2

b g

L
'\

R2

b4

What imagety, title, caption and
call-to-action would inspire your
target market to engage?

& l ‘

» 3 minutes

ONSUNER  PGA PEWEER  AKETING  [RSMHSSREG

VRUERECY TG | T

THE BEAUTY OF A QUESTION DISCOVER FOR THEMSELVES

Which is most important to you?

“HOW MANY
FITTING VARIATIONS
ARE THERE REALLY?”

WSIHE PR A NG AIVEIR A I HSERG & LR 4
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€ [ golte

S o 4o B E O

180500 - Adult Golf Programs

vt o

180700 - Parent/)r. Teurnaments
ciey Cancrpion

LA

E
CATY

WSUMER  P6h WEER  HRAETNG

LR NG CORERTH THATE

s

Making practice fun

Play Par 18 around the practice green

frends. €520 - 3 ks of gractice you eefoy, Ard whie

e i ke you

AR AN

LS AANG ORI

10/27/2015

Quickly repastad that partenance i har next round.

. Martha complutud 3 Gat Coll Ready Gass 2 b troduction
0 gu 2 cousle of month 95, She than graduated to 2
00U Coach) pregram and here she & B woks later.

—*5tavs has made kaming Qo fun. Fve met so many pagle
o 1 feet e I 3 gofer.*
You are, Marha, Congratuatioes,
6 due o Gt Gl Ruady schudbe. 1 yeus b

Comaons wha wants T saa f they <oukd Becona 3 GO,
Ehan et them to cat us o0 2615,

B

Vv

INSPRING

‘; PGA Gotf Cub

HSERG
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ENGAGE
CONVERT
RETAIN

SUKER

PG HEER

RAKETNG (SRR NGAGING  COVVERT

ENGAGING
GOLFERS

10/27/2015

INSPIRING GOLFERS RECAP

» Inspiring someone to action is difficult, there are a lot of distractions
» Different generations are inspired through different communication mediums
* ACTION ITEM: Identify who your target market is and where you can reach them
» There are any different ways to inspire: appeal to emotion, question, or tell stories

* ACTION ITEM: Inventory and review the messaging in your facility's on and off-site

communications, including your staff's face-to-face interactions with your customers

w B Vv VARKETIY: INSPRING 456311 VERTH: (G

INSPIRE

&
S
=
g

CONVERT
RETAIN

29
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STANDARD ENGAGEMENT

benchmarks ther Putter Assassment putter or
performance. — Coaching propasition
cpens a comersation
Leart,
Create relatiomtvn.
Leam sbout the
customer. Where 00 ) >
they need heg?

deritty where and how

you mig! e Make the after with a dear
Creste relationship, Take fee

. identity
Learn abous the customer.

the scate of improverment

Where G they need helg? Estabiish value.

6L HEZER  RKETING COHERTY

BILL ABRAMS, PGA
Head Professional

Balmoral Woods Country Club
(rete, IL

Wy,
Setup e v

it 400 chp

Lt e it see the 1 ik o ceate sin
a0 or erk wih 3 bwer rapectory % creae an equpment e

/=

) &

T there ot bl upsale ofporiunty of af st the hance
Yo mabe sure they play coe of i ol b

Bock as many s possi il & st gare assessment
o eipment assessment

the perfect Wedge
Book configuration?

game comching proggam at s s el

e
e
®
@

WSHHE PR MCIE RGBS (R
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ENGAGEMENT CREATES A SALES GAP

1. Edhacate on the

3. Edacate on
e

ONSUNER  PGA MEWRER  WETNG  h%RhG  ENGGNGN CoiER T RATES! N ZTAWEBER MRS NGPRNG  [NNSHCHSSNN  (ONVERTII: g SUMMARY

FLOP SHOT
CHAMPIONSHIP!

NEED FOR SNAKES & FLOP SHOT
SPEED LADDERS CHAMPIONSHIP

 GOLFER
GOLFER

NEED FOR SNAKES &
SPEED LADDERS

ENGAGEMENT EVENT ENGAGEMENT EVENT

ENGAGEMENT EVENT ENGAGEMENT EVENT

=E FAIRWAY SHORT GAME =g FAIRWAY SHORT GAME
g FINDERS HANDICAP =3 FINDERS HANDICAP

- ENGAGENENT EVENT c

=5 40 YARD CHIP ’ =5 40 YARD CHIP

83 FOR CHARITY £3 FOR CHARIRY

== ==

SETTLED CUSTOMER NTEGRATED CUSTOMER RTABLE CUSTOMER

ED CUSTOMER

WSIHE PR CIE G SRk (SOMMGRNES i 1y IGE MEASURI i R AR I HSPRING: G g MEASURN SUMMARY

31
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ENHANCED INCOME, JOB SECURITY

INSPIRE

&
w3
“] was a Coach, S
then Director of Instruction, $
and now Director of Golf!”

ct Wedge
= uration?

CONVERT

RETAIN

WSUMER PR WEEER  RUETNG hSORhG  (SMEHGHGINGNN ot N i B Vv VARKETIY: HsPRnG  [EHSEEINS NNERTT: (G

ENGAGING GOLFERS RECAP

» Engaging with customers has a standard industry model, applicable to golf.

* ACTION ITEM: Define your engagement model, including how you will inspire the consumer

(ONVERTING
OLFERS

» Engagement is a means to an end: you are unlikely to convert a consumer into a golfer
during your first engagement, use the opportunity to build trust, credibility

» There are an unimaginable number or types of “engagement events”

* ACTION ITEM: Brainstorm a list 1t events; one at your facility
» You can create a “sales gap” by highlighting the golf opportunity or threat

» Engagement that is not converting or retaining a golfer is wasted opportunity

WSHHE PR MCIE RGBS (R

32
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IAGEAENT
IS A MEANS, TO AN END.

... So plan for the sale and then ask for the sale!

RETAIN

COREFTE

COMMITTED
GOLFER

THE ENDS WE LEAD TO

RETAIN RAISE RECRUIT REWARD RECOVER

(reduce losses) | | Gocasionatoreguir) (new blood) (value avid) (lapsed)

ENGAGED
GOLFER

GOLFER

RECREATIONAL
GOLFER

» Increased Member or Green Fees » Increased Equipment Sales -
INCONSISTENT STRIKES

» Increased Food & Beverage » Increased Event Fees Eg
» Increased Retail & Apparel » Increased Coaching Revenue

UNCOMFORTABLE CUSTOMER SETTLED CUSTOMER INTEGRATED CUSTOMER

TR 1

33
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Prchessutly s st st o

CONVERT AN OCCASIONAL GOLFER

GOLFER

Conri st ks the st Pa 3 ey ging 0 oy
e et bty s b e

By st g o er 0 reenty
2 i ket heces

» Create an event for “Oli Occasional”

» Objective: Encourage occasional golfers to play golf more Wbk T e e ot s
frequently and to become more engaged with you and

00206

¢ : Mart o | 04 thex bee sewcn openng assessmert
the facility NAME: OLI OCCASIONAL e
4 I ROUNDS: -4 per year
» Consider on course experiences, resources, facilities, etc. SCORE: 90- 100 o i ki g Ol
INCONSISTENT STRIES

WSUMER  PGRFENGER  RAEING  RSREG

COMMITTED
GOLFER

BOTH RETAINING & RAISING GOLFERS

ENGAGED
GOLFER

RECREATIONAL
GOLFER

RETAIN RAISE RECRUIT REWARD RECOVER

(reduce losses) (occasional to regular) (new blood) (value avid) (lapsed)

INTRO
GOLFER

UNCOMFORTABLE CUSTOMER SETTLED CUSTOMER INTEGRATED CUSTOMER

WSHHE PR MCIE RGBS it [T
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» Create a three-level coaching program

v

Objective: Move customers up the
pathway,in either terms of skill or type

(intro, recreational, engaged, committed)

» Consider on where your customers are

coming from and where you want them to go.

JOHN PERNA

PGA apprentice
Assistant Professional
Oak Brook Golf Club
Oak Brook, IL

IS

TR 1

10/27/2015

DON’T FORGET FORMER PLAYERS

RETAIN

(reduce losses)

RAISE

(occasional to regular)

RECRUIT

(new blood)

REWARD

(value avid)

RECOVER
(lapsed)

A b VAR 14

(ORI

35
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RECOVER LAPSED GOLFERS

- 1 r
¢ |
/
| ‘ ‘1 Lifecycle o
| | One Golfer
’ | t |
\“ | [
“ | ’\’ | » Objective: Recruit lapsed customers back to your facility
= |4
I |
= L ;’ » Consider an event to engage golfers who no longer play for whatever reason
\
\ [ 3 .
B (% /..4 ‘ » Be sure to define the results you wish to achieve
\ A / L
LA\ ; N_seeosee
i CONVERTIH:

PETER MYERS, PGA

Owner & Golf Professional

THE POWER OF ADVOCACY
135 NEW MEMBERS
TZMONTHS

$2.2MM
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DEE FORSBERG, PGA

Teaching Professional
Brookview Golf Course
Golden Valley, MN

FILLED ALL-JUNIOR PROGRAMS.

y OPENED MORE
SLLHARE Pk FILLED THOSE, T00.

Teaching Professional
Arroyo Del 0so Golf Course
Albuquerque, NM

CONVERTING GOLFERS RECAP

INSPIRE
ENGAGE » If engagement was the means to the end, conversion is the end
A~ » Golfer conversion can be new players, retained players, recovered players or
& players who play more golf; Golfer conversion happens onto & up the pathway
g * ACTION ITEM: Define your facility's golfer conversion strategy
8 » Referrals and customer advocates are accelerators of your business
RETMN * ACTION ITEM: Empower your best customers to spread the word

37
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RETAINING
GOLFERS 5

w B Vv VARKETIY: NSPRING. (Rl vERT: - NG (G

RETENTION DRIVES REVENUE HOW DO YOU RETAIN GOLFERS?

» Objective: Your facility has had large participation in your introductory golf offering,

RETAIN RAISE RECRUIT REWARD RECOVER however less than 10% of the customers are continuing on to play golf. Create an

(reduce losses) (occasional to regular) (new blood) (value avid) (lapsed) event that reduces the number of introductory players lost.

» Be sure to define the results you wish to achieve

MSIIHIE PG 34 ING i NG o s RN 10A116¥ i iy A b VAR 14 f & R 14
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RECREATIONAL  ENGAGED  COMMITTED
GOLFER GOLFER GOLFER

INTRO
GOLFER

INSPIRE
ENGAGE

CONVERT

L

UNCOMFORTABLE CUSTOMER

RETENTION EVENT

ENGAGEMENT EVENT

RETAINNG

PAR-3
CHALLENGE

INTEGRATED CUSTOMER

ACCOMPANIED
PLAY

RETENTION EVENT

PAR-3
CHALLENGE

RRTT

A28 I

LS

(R

RETAINNG

10/27/2015

RICK RUPERT, PGA

Head Professional
Desert Horizons Country Club
Indian Wells, CA

» General Manager provided a monthly “at-risk” list to Rick, with whom he
would invite for accompanied play; the end result was:
® 75% booked into their next round of golf
* 50% booked into the next formal club event
® 25% booked into a coaching program or an assessment

RETAINING GOLFERS RECAP

» Retaining golfers is easier than losing them & having to win them back
» The number one priority is to identify at-risk golfers and engage with them

» Your job is to understand the barriers and the opportunities with each of these
golfers. Do they need more social integration? Better golf improve their golf
experience?

* ACTION ITEM: Create a list of at-risk golfers and save them

A b VAR 14 HSERING

39
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COMMITTED
GOLFER

ENGAGED
GOLFER

PROGRAMMING
STRATEGY

RECREATIONAL
GOLFER

INTRO
GOLFER

UNCOMFORTABLE CUSTOMER SETTLED CUSTOMER INTEGRATED CUSTOMER

5 KEY REVENUE DRIVERS STRATEGIES & TACTICS

RETAIN || RAISE | | RERUIT f | REWARD | | RECOVER RETAIN | | Raise | | RecRurr | | Reward | | Recover
(reduce losses) (occasional to requir) (new blood) (value avid) (lapsed)
» Increased Member or Green Fees » Increased Equipment Sales - -
ACCOMPANIED PAR-S CHAMP / SKILLS PARTNER
» Increased Food & Beverage » Increased Event Fees PLAY PGA JUNIOR GET GOLF READY CHAMPIONSHIP ANEX

LEAGUE GOLF

» Increased Retail & Apparel » Increased Coaching Revenue

WSIIHE Pl 34 ING i GAANG ORI

40
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A MONTHLY CAMPAIGN

Deadly from 15 Feet
CAMPAIGN & DESCRIPTION The factors that impact your ability to make more 16 foot putts: aim, setup,
technique, practice & technology

Bl Fitting Assessments

ACTIVE MARKETING Putting Practice Clinic
10 Foot Challenge
ENGAGEMENT EVENTS Club Putting Championship
Graduate of the Greens (Master and Wizard)
PROGRAM OFFER Putters and Balls
NS UMER PG ME3ER 4 KETING RS RS ENGAGING AR STRATEGY NI T W S VEME MARKETI: INSPRING. RRR K ONVERTIH: A TRATEGT

» Create a campaign with the objective of recruiting back customers at the start of APRIL 2016 - PLAY MORE GOLF

Re-Introducing Golf
a new season. CAMPAIGN & DESCRIPTION Inspire golfers to get out and enjoy the facility at the beginning of the season

Re-acquire “at-tisk” customers early on in the season

» Consider the following factors OBJECTIVES e A R, i G P 9 9 e
* Campaign Name & Description * Engagement Events ACTIVE MARKETING o e mpicrehiy
* Target Audience & Desired Outcomes * Monthly Calendar ENGAGEMENT EVENTS Target Golf
* Active Marketing Events * Program Offers
PROGRAM OFFER Assessments, Coaching Programs, Book & Pay Now, Multi-Visit Coupon, etc.

WSIHE PEAMCIE  CREUNG BSERE  NRIENG (ORI SIRAllGY i iy A b HSERING & R 14
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PLAN FOR WHAT
YOU WANT TO ACHIEVE.

ONSUNER PG MEAER NG MREG  ENGAGNG  COVVERT STRATEG

MEASURING
SUCCESS

10/27/2015

PROGRAMMING STRATEGY RECAP

» Make sure you have tactics and activities for each strategy (recruit, retain, recover,

reward and raise) that's important to you
» These tactics and activities can be plotted on the consumer pathway

» You can organize these tactics and activities into campaigns

* ACTION ITEM: Create one campaign per month that focuses on golfer recruitment

VEVBER  WARETHE  NSPRNG  SIESEME CONVERTH: g TRATEG SUMMARY

LEAD MEASUR MEASUR

Communication Metrics

Golfers
(e-mail open rates, social activity etc.)
Number of Customers Engaged Rounds and Revenue
Number of Inspire Events Coaching Revenues
Number of Engagement Events Equipment Sales
Number of Retention Events Retail
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ENGAGEMENT RULES ALL ¥ Ny

» Group Coaching & Clinics » Equipment Fittings IS A M EA NS To AN EN D
» Skills Challenges » Supervised Practice , [ ]

» Fun Performance Events » Accompanied Play

MEASURING, I

i B Vv VIRKETIY: NSPRING. 456311 NNERTT: EE

— PLAYER CREATION MATH ¢izt0

Accompanied Play 18 p p—
Supervised Practice 12 12 years
Swing Assessets 16 e e [oomwa [ ow ]
Fittings 9 Initiation $45,000 1 $45,000
(linics 3 Annual dues $7,000 12 $84,000
Coaching 8 Average annual member discretionary spend $5,000 12 $60,000
Skills (ha"enge 18 Value of ONE New Member $189,000
Fun Performance events 16 Nomber of New Members 4

Total Value Created by Player Development 756,000

MSIIHIE PG 34 ING i GAANG ORI aitcy SHEASIRNG g iy A b VAR 14 HSERING & R 14 A SHEASURNG
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PLAYER RETENTION MATH (icate

Total Members: 500 Total Student Members: 100
Annual Member Loss: Annual Student Member L
General Membership 500 Student Membership 100
Annual Membership Loss 40 Student-Membership Loss 5
Loss Rate 8.0% Loss Rate 5.0%

WSUMER  PGRFENGER  RAEING  RSREG NGAGNG  COUVERTH d MEASURING,

MEASURING SUCCESS RECAP

» Create success (lag measures) by influencing your lead measures
* ACTION ITEM: Focus daily on activities that influence your lead measures

» We very rarely communicate what we are achieving to our management
* ACTION ITEM: Create a monthly engagement report

» Player Development has a tangible financial impact on your business

* ACTION ITEM: Complete a Revenue Scorecard at PGA org/RevenueScorecard

WS RH NGBS NGAGNG COHIR I

REVENUE SCORECARD

10/27/2015

» Quantify the direct and
incremental revenue
attributed to your player

development activities

PGA.org/RevenueScorecard

@rca

w B Vv VARKETIY: NSPRING. (Rl VERTH: (G

REVIEW
SUMMARY

MEASURIG,
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START WITH WHY.

BECOME A lovemark

10/27/2015

FOCUS ON

THE CONSUMER

ENGAGE UP
THE PATHWAY.
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teps PRk MEASURE
EMRAGEALN & COMMUNICATE

IS A MEANS, TO AN END. YOUR SUCCESS.

THANK YOU!

RESOURCES

PGA org/SectionWorkshop PGA.org/RevenueScorecard
PGA .org/GetGolfReady PGA.org/PGAJLG
Player Development Regional Managers
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