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THE SIZE OF PRIVATE CLUB BOARDS

Response by percent
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BOARD TERMS HAVE INCREASED SLIGHTLY 
WITH MORE DIRECTORS SERVING 4-YEAR TERMS

Number of terms Board Members serve
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THE NUMBER OF TERMS DIRECTORS 
MAY SERVE

Number of terms Board Members can serve
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MEMBER SPOUSES ALLOWED TO SERVE 
AS DIRECTORS
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THE MAJORITY OF CLUBS RELY ON NOMINATING 
COMMITTEES TO SELECT CANDIDATES

Yes = 84.4%

No – 15.6%
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Uncontested elections, whereby 
the nominating committee selects 
a slate of nominees equal to the 
number of positions to be filled, 

keeps the damage brought on by 
politics to a minimum.

A contested election risks your 
board members being elected on 
their popularity, their affiliation 
with a particular group or some 
basis other than their ability to 

serve as good directors..”

Fredric Laughlin
GGA Partners

Governance Expert

CONTESTED ELECTIONS – 48.5%
UNCONTESTED ELECTIONS – 51.5%
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COMMITTEE EXPERIENCE CITED AS LEADING 
ATTRIBUTE FOR BOARD CANDIDATES
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Board members are 

bringing their 

experience in running 

successful businesses 

to the board room to 

select directors, 

define roles, policies 

and conduct effective 

meetings.

PRIVATE CLUBS ARE FOLLOWING A CORPORATE 
APPROACH TO BOARD STRUCTURE & SERVICE

5 = strongly agree; 1 = strongly disagree
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THE MAJORITY OF CLUBS DO NOT
HOST AN ANNUAL BOARD RETREAT

Yes – 29.3%

No – 60.7%
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THE MAJORITY OF CLUBS HAVE A 
MANAGEABLE NUMBER OF COMMITTEES
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PRIVATE CLUBS RELY ON STRATEGIC PLANS
TO GUIDE THEIR DECISION MAKING

Yes – 71.3%

No – 28.7%
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MEMBER SATISFACTION AND NEW AMENITIES
TO ENHANCE THE EXPERIENCE ARE TOP PRIORITIES

STRATEGIC PRIORITIES
AVERAGE 

RANK

Member experience/satisfaction 1.61

Capital Spending for new improvements 2.63

Member recruitment/retention 3.56

Club Governance 3.82

Increased recreational amenities 4.62

Brand reach/strategic alignment 4.74

1= most important; 6 = least important
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MOST PRIVATE CLUB SURVEYED BELIEVE THEIR 
MEMBER COMMUNICATIONS ARE EFFECTIVE
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FREQUENCY OF BOARD COMMUNICATIONS
TO MEMBERS
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P

CLUBS USE A VARIETY OF COMMUNICATIONS TO 
MONITOR MEMBER PERCEPTIONS OF BRAND & VALUE 

Response by percent
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STAYING ABREAST OF KEY TRENDS IS IMPORTANT TO 
BOARD MEMBERS AND CLUB MANAGERS
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CLUB MANAGERS WANT REFERENCE TOOLS
TO ASSIST IN FOUR KEY AREAS
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CONTINUING EDUCATION IS IMPORTANT FOR 
CLUB MANAGERS TO SUCCEED
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THE TOP 5 MOST IMPORTANT TOPICS FOR 
NCA TO ADDRESS IN THE NEAR TERM

1 Club Leadership & Board Governance

2 Workforce & Labor Issues

3 Private Club Trends & Operations

4
Using Technology to Enhance Operations & 
Member Experience

5 Strategic Planning
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GGA PartnersTM is an international consulting firm and

trusted advisor to many of the world’s most successful golf

courses, private clubs, resorts and residential communities.

We are dedicated to helping owners, asset managers, club

and community leaders, investors and real estate developers

tackle challenges, achieve objectives and maximize asset

performance.

Established in 1992 as the KPMG Golf Industry Practice, our

global team of experienced professionals leverage in-depth

business intelligence and proprietary global data to deliver

impactful strategic solutions and lasting success.

For nearly 60 years, the National Club Association (NCA), a

Washington, D.C.-based trade association, has provided

private clubs with a voice on Capitol Hill. NCA is the only

organization dedicated to advancing the legislative, legal and

regulatory interests of private clubs throughout the United

States.

NCA also supports members by providing a comprehensive

collection of resources, unmatched insights into innovations

and trends affecting the club industry, and high-value learning

and networking experiences that help club leaders to

effectively manage and govern their clubs.

https://ggapartners.com/
ggapartners.com
https://nextgengolf.org/
nationalclub.org
https://twitter.com/GGA_Partners
https://www.linkedin.com/company/gga-partners
https://www.youtube.com/channel/UCODyMjZFyzSpaN_GQBok7hw
https://www.facebook.com/GGAPartners
https://twitter.com/NatlClubAssn
https://www.linkedin.com/company/nationalclubassociation/



