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MAN WITH A PLAN 
Does your membership feel out of the loop? Henry's 5 keys to get them back in 

On e i m p o r t a n t respons ib i l i ty 
o f any c lub is a lso o n e that 
rece ives the lowest rat ings 

from m e m b e r s - c o m m u n i c a t i o n s . 

Despite a steady stream of news-
letters, email blasts, tweets and 
Facebook postings, many m e m b e r s 
feel poorly informed. They don't get 
the information they need when they 
need it. And it's often not delivered 
the way they would prefer it. 

S o how is this correc ted? First, you 
need a plan. Here arc the e lements o f 
a solid communica t ions plan: 

OBJECTIVES. You want to c o m m u n i -

cate the most important goals and 

© 

objectives o f the c lub itself. Those can 
be traced to the club's strategic plan, 
which lays out the long-term direc-
tion the club's board and manage-
ment have proscribed. A long-term 
objective, for example, might be to 
increase average revenue per round to 
$ 9 7 while sustaining 3 5 , 0 0 0 rounds 
per year. A long-range goal might also 
be to b e c o m e the best-maintained 
course in your city. You also want 
to c o m m u n i c a t e near-term objec-
tives. A near-term object ive might 
be to add 10 new female m e m b e r s 
this quarter or to increase golf shop 
sales by 2 0 percent during the spring 
season. Write down your object ives 
and distinguish between long- and 
near-term. 

AUDIENCE. D o you really know your 
m e m b e r s , your c u s t o m e r s and your 
p r o s p e c t s ? D o you k n o w what they 
want as part o f their club and golf ex-
per ience? D o you know what they're 
jealous o f in o ther clubs and facilities? 
If you haven't asked them, you might 
be surprised. 

Between your current members , 
lost m e m b e r s and prospective 
m e m b e r s you might identify 10 or 15 
different segments that need to be 
communica ted with differently. For 
example, w o m e n w h o don't play golf 
but en joy other activities are different 
from those w h o play golf on a regular 
basis. Your c o m m u n i c a t i o n s plan 

should reflect those dif ferences. 

CONTENT. Here's where it gets creative. 
For each audience segment , there 
should be a list o f content ideas that 
also reinforce a long- o r near-term ob-
jective. For our group o f w o m e n golf-
ers, for example, a newsletter story 
about a promotion that encourages 
women golfers to invite a friend to 
play and en joy a 15 percent discount 
in the golf shop is a content idea that 
reinforces the new-membership and 
golf-shop sales goals. Another idea is a 
video interview with your golf profes-
sional inviting w o m e n golfers to a 
combinat ion d e m o day and trunk sale 
that includes a discount on clubs and 
apparel from participating manufac-

turers. To align your audiences and 
content ideas, create a matrix that 
has audience segments in a co lumn 
down the left side and content ideas 
in a row across the top. 

VEHICLE. What's the best way to 
deliver your content to the audience 
segment for which it is intended? 
There's no shortage o f options these 
days. Newsletter story? Facebook 
or blog post? Video embedded on 
the club website? Emai l? And don't 
forget the good, old-fashioned letter 
that arrives unexpectedly in the mail. 
Some people still prefer that form of 
communica t ion and it's very effective 
in some circumstances . Match your 
media choices to market segments 
and make the messages resonant 
with the chosen segment . Talk to 
people in the way that they listen. 

SCHEDULE. Your communica t ions 
schedule should look at least three 
months ahead. That's not to say 
you're going to know everything 
you're going to c o m m u n i c a t e three or 
more months in advance. But if you 
don't look far enough ahead, you're 
going to miss opportunit ies to sync 
up communica t ions with the needs 
o f your o ther departments . 

W h e n building a schedule, don't be 
afraid of redundancy. You should say 
the same thing in different ways us-
ing different media. T h e more t imes 
your customers or m e m b e r s hear the 
message, the more effect ive you can 
be achieving the desired response. 

Communica t ions professionals 
somet imes talk about the "st ickiness" 
o f a message. T h e key is develop-
ing a plan that incorporates the five 
e lements above and then being disci-
plined enough to execute it. GCI 

Your c o m m u n i c a t i o n s schedule should 
look at least three m o n t h s ahead. That's 
not to say you're going to know everything 
you're going to c o m m u n i c a t e three or more 
m o n t h s in advance. 


