SIREN CALL TO MEMBERSHIP
Summer’s high season is the time for clubs to commit to
retention. GGA director of the EMEA region, Rob Hill, got
an unexpected (and valuable) lesson from his mobile phone
network provider.

I received a rare phone call recently from the customer
service department at my mobile phone network provider.
The outcome was not just rewarding, but served as a
lesson that golf operators in the EMEA region should
consider when seeking to attract and extend the
commitment of their club members.
The call was to let me know that, after analyzing my phone
usage, the network provider determined I was spending
too much. The representative suggested a change of
package would give me everything I needed while saving
nearly 25 percent on my monthly bill.
As it turned out, I was required to renew my contract to take advantage of the savings,
which I was happy to do, particularly as the offer was made while I was enjoying a
positive experience.
In the world of the short‐term commitment service sector, the battle for the heart and
mind of the customer depends on designing a service that fits their personal needs and
taking a proactive approach to retaining their business.
Golf clubs have a lot in common with the retention challenges of today’s phone
companies. Consumers have become accustomed to short‐term commitment and seek
greater flexibility in how they engage with a service. For the operator it means that
advanced planning and proactive management are critical to attracting and extending
the member’s commitment.
Many clubs in the EMEA have reacted to the general decline in membership numbers by
moving away from the traditional joining fee model and toward renewable annual fee
structures. This trend has created a transient market where loyalty to a club and
membership renewal is no longer a given.

Most of these membership offerings are based on 12‐month calendars and clubs have a
tendency to wait for the busy season to come to a close before actively seeking
commitments for the following year.
The risk in this approach is that it shortens the time available to analyses the club’s
membership performance, research the market and formulate a plan for the year
ahead. It may also cause you to miss an opportunity to engage in customer research
during the club’s busy season.
As we move through another golf season, this is not the time to shift emphasis away
from membership retention. Instead, with members and potential members moving
through the club in greater numbers now, retention should be at the forefront of the
club’s strategic and operational plan.
Encourage an early commitment for membership extension based on a flexible valued
offering and assist in making your customers’ decision a little easier for next year’s
membership commitment. It works for the phone company; it can work for you, too.
Rob Hill is director of Global Golf Advisors’ EMEA division. He can be reached on +353 1
2810338 or at rhill@globalgolfadvisors.com.

ABOUT GLOBAL GOLF ADVISORS
Global Golf Advisors is the leading authority on successful ownership and management
practices for golf, private club, real estate and resort businesses. Headquartered in
Phoenix (US), Toronto (Canada) and Dublin (Ireland), GGA offers services in asset
management and monitoring, transaction advisory, strategic planning, membership
programming, research, financial analysis, feasibility planning, operations consulting and
marketing and business planning. The Firm takes a 360‐degree view of financial,
management and operational issues before developing a strategic plan that establishes
benchmarks for success and identifies potential outcomes of recommended actions. In
its 20‐year history, GGA has consulted on more than 2,300 golf‐related projects
worldwide. For more information, please visit www.globalgolfadvisors.com or call
1.888.432.9494.
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