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Introduction

The Orientation Session

Communication

What makes members feel “at home” at 
the golf club? While the tangibles like 
the golf course and the facilities will 
have influenced their decision to join, 
connecting with other members and staff 
and becoming an engaged member of 
the club will make them feel at home and 
keep them there. 
Maslow’s hierarchy of needs helps us 
understand it better. We need “belonging” 
first before we need “achievement”. People 
first need the social context before they 
feel a need for achievement or a good 

round of golf, which can be translated as 
social aspects form the base in engaging 
golfers to the game. 

Overseas research shows that new members 
who visit the golf club less than once a week 
in the first month renew their membership 
59% of the time. New members who visit at 
least three times a week in the first month 
renew 78% of the time; a 19% difference. This 
illustrates the importance of integrating and 
connecting with new members from day 
one.

Case Study -  Engaging New Members

The purpose of the orientation is to create excitement and is a key opportunity to reinforce that a 
new member has made the right decision to commit to membership at your club overcoming any 
feelings of buyer’s remorse. The session needs to be enjoyable and informative with an emphasis on 
illustrating the value of membership rather than focusing on policies and procedures of the club. 

New members will only retain some of what is presented to them in the orientation session, so try to 
present key information that is relevant and most importantly will help get them engaged in the club 
from the beginning. Having a welcome information pack available and ready to present at the session 
enhances the experience and assists in answering any follow-up questions new members may have. 
The session is also a great opportunity to introduce staff and key volunteers creating a network of 
people who can offer assistance and connect new members with other members. 

The session is as much about learning about new members as it is providing information. Compile 
information that has been collected during the joining process and orientation session (i.e. reasons 
for joining, previous golfing experience, family, business, interests etc.) and use this to personalise 
the member experience. Use this information to begin connecting new members by introducing 
individuals in the club with similar interests. This information should be shared with staff and club 
volunteers to assist in creating an experience that meets and exceeds the expectations of each new 
member.

So what member touchpoints should you focus on to ensure ongoing communication with new 
members? Here are a couple on which to focus:

1. Your Website
Your website showcases your golf club. The goal for any club website is to get members to the site 
and keep them coming back. Members love seeing value in what they pay for, and your website can 
be a great way to illustrate this. 

Fresh content is key. Make sure your website is up-to-date with events, results and relevant member 
information that can provide answers to the many questions new members will have about the club. 



The combination of both new and low 
attending members at a golf club are 
much more likely to churn than those 
long-term members who are frequent 
visitors to the club. This reveals the 
opportunity to see membership in a 
new light.  Clubs need to segment their 
members based on tenure of membership 
and create strategies to better engage new 
members and deliver value.   

Golf clubs have an opportunity to make 
newcomers part of their club by not only 
focussing on the playing abilities of a new 
member, but also on the social connection 
of that new member within the club’s 
community. 

Contact details for the Community Golf 
Team on 09 485 3230.

Conclusion

Engage the services of an acquaintance from outside the club to audit the information on the website 
to see how well it services the needs of members unfamiliar with the club’s operation.

2. Email and Social Media

Your website contributes to the process of getting your new members engaged. However, you must 
keep them engaged by offering fresh content through other channels. The weekly email is a great 
way to welcome new members to the club and provide information about what’s happening at the 
club and upcoming events. Although club emails are targeted at all the members, make sure the 
content is written with new members in mind.

Social media offers a range of platforms that clubs can use to inform, engage and connect with 
members on a regular and more personal basis. Facebook is a great option for keeping your members 
informed and engaging with them directly. Promoting events and posting interesting photos, videos 
and news will help new members learn about the club and motivate them to get involved.

Ongoing Engagement with New Members

Welcoming a new member into the club is just the start of the journey and clubs need to ensure they 
have strategies in place to track the activities of new members, show new members how much the 
club values them and to listen to their needs.

After one to two months of membership it is a good idea to follow up and ask how everything is 
going. This follow-up by a staff member or club volunteer can be via telephone, e-mail or in person. 
Relevant questions to ask may be:

• How are you doing in our club?

• Is the membership living up to your expectations?

• Do you have any suggestions to how the club can do things differently?

If there is something the member is not satisfied with, remember to follow up on that. 

Attendance is the key to delivering value. Continue to orchestrate and promote opportunities to bring 
the member experience to life; a game of golf, time on the driving range, lunch in the café, a lesson 
with the Pro, attend a social event at the club, Friday drinks in the bar. 


