
E-mail target marketing allows you to easily communicate with mem-
bers…and prospects…24/7. Not only do you have the ability to communicate
with them but now you also have the ability to interact with them, thus estab-
lishing long-term valued friendships. The more you click with your members,
the more they’ll stick with your club. It’s that simple.

Your members are committed to your club and really want to do more for
– and at – the club. They’re waiting to be grabbed, emotionally connected to
their club. In many other areas of their lives, they are being grabbed — by
smart Internet marketers who regularly alert them to specific goods and ser-
vices for which they already have an affinity. Your members want added con-
venience in today’s busy world, and while e-mail solicitations are generally
everyday nuisances, delivering specific messages that address the key interests
of each member is not only convenient for them, but also efficient and effec-
tive for you. So ask them not only what programs they are interested in, but
take the advice to heart. It’s easier to try something new if you can gauge
interest before you announce a change. Conversely, track the most well-
attended programs and solicit feedback from those participants about what
makes those programs so successful and perhaps you can integrate those sug-
gestions into the new programs. 

How can you use e-mail to sell memberships, products and services that
your club offers? In today’s climate, e-marketing is an essential tool that you
can use to increase participation and drive new revenues through membership
drives, tournaments, social events, lessons, or pro shop sales. Within minutes
of starting a new league, for example, or purchasing new equipment for the
pro shop, you can alert members who have previously shown specific interest
in these areas – via email or an instant message. You can immediately pique
the curiosity of these members by sending them a quick note that is easy for
them to retrieve and relevant to their interests.

Targeting e-mail messages to your members with special offers on prod-
ucts, apparel or accessories from your pro shop is a proven, effective method
to drive sales and create excitement, but you could also try creative ways to
spur other, more tangible revenue drives. Why not offer a free month of
lessons for every new member they sponsor or provide a standing pro shop

Your active club members are just that – smart, active and ener-
getic individuals – often with hectic schedules and little free
time. They are also focused, on their careers, families, and on

many of the specific activities and programs offered by your club. Their
determination to make their family and business obligations work
together with their desire to use your club to the fullest has 
created a tricky marketing/communications landscape through which
today’s club manager must navigate to stay in touch with members.
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“deal of the month” to keep mem-
bers interested in the merchandise in
the shop?

E-mail can be employed as an
educational tool: to announce new
programs, schedule changes, offer
sports tips, and provide conferences
with the golf pros. An electronically
delivered newsletter allows you to
offer an interactive and proactive
tool for your membership. It’s a
21st-century vehicle that allows
members to get in touch with you,
no matter where they are or what
time they need you. You’ll enhance a

sense of community by giving mem-
bers the opportunity to have an
immediate impact on the events that
shape the club.

Obviously, you want to establish
a forum that will allow you to
streamline the operation, keep the
membership growing, participating,
and buying. Using the immediate,
interactive access to your members
that electronic publishing provides
will work by keeping your club’s
news timely, lively and relevant to
the members’ lives. They will be
most receptive to this added conve-
nience and it will show you truly
care about them, thus establishing a
greater sense of belonging.

What can e-mail teach you about
my club, its operation, and its
opportunities? You are not only at
the mercy of members’ hectic sched-
ules; these people are wired in every
facet of their lives. Have you seen
them instant messaging from the
golf cart or checking their “hand-
helds” at the driving range? Why,
then, would you pass on the chance

to get into their wired sensibilities?
You and your club remain the one
place that members can go to meet
friends and neighbors, blow off
energy from a hectic day, and relax
with a drink or massage. You and
the club are an important link to
their general well being. 

Remember, marketing starts in
the minds of your members...not of
your management. By creating an
ongoing dialogue through surveys
and interactive communication, you
will learn more about your members
and exceed their needs. Make them
say “WOW!”  By doing this, you’ll
be able to pull them into the 21st-
century of club operations.

Establish a dialog versus having a
monologue – saving money on tradi-
tional marketing initiatives, and
increasing member participation and
club efficiency through rapid-fire
communication and quicker res-
ponses to their needs. 
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