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Introduction

The Current Situation

The world’s largest taxi company owns 
no taxis (Uber), the world’s largest 
accommodation provider owns no 
real estate (Airbnb) & the world’s most 
popular media owner creates none of 
its own content (Facebook).  We really 
are in a digital age. Consumers across 
all industries are becoming more 
digitally savvy and their expectations of 
performance are increasing.  These same 
people will be visiting your golf club 
website. How prepared is your club to 
deliver content to these individuals? Will 
the interaction be a seamless one that 
drives business for your club? According 
to a limited observational study, only the 

We took a look at 75 golf club websites across NZ and marked them against key 5 criteria. 5 websites 
were randomly selected from the 10 largest clubs in each district. The criteria are explained below;

Does the club have a website? 
A simple yes, no answer here.

Is it easy to find? 
Can you type the golf club name in to Google and not have to scroll to find it? Again this was a simple 
yes/no answer.

Clarity 
Is the front page simple without too much text or distracting un-needed information? This was rated 
on a scale of poor, average, good. 

Ease of Information 
Can you find the required information easily? In this review, membership or green fee information 
was used. Was it under a recognisable title? Could you reach the information in two clicks or less? 
Was it obvious early? This was rated on a scale of poor, average, good.

minority of sites across the country are really 
going to stand up to the expectations of 
today’s tech savvy user. 

But why bother? Most of our members are 
older, are they really that tech savvy? Yes, 
they are. The fastest growing demographic 
on twitter is the 55-64 year age bracket. The 
fastest growing demographic on Facebook 
is the 45-54 year age bracket. The following 
case study dives in to this discussion.
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Aesthetic - How does it look? 
Did the website have continuity? Was it pleasing to the eye or did it have many different fonts of 
differing colours and sizes on the page? Did the page reach to the edge of the screen or was there are 
large amount of dead space at the edges. Did the website look up to date or dated?

This was rated on a scale of poor, average, good.

The combination of these criteria is the basis for an easy to use, clear, and pleasing website design 
that will be functional for your club. The reality is there is a level of subjectivity across these results, as 
there will be for your customers who use the site.

The Results 
A website was considered to have “the full package” if it received a yes for the first two criteria and a 
good in each of the final three criteria.

13 out of 75 websites were considered to have the full package.

The Good 
The vast majority of clubs had websites (66) and they were easy to find (66). 

The Not so Good 
Nearly half (46%) of the sites did not have logical, easy to find, information for membership and green 
fee rates. 

The area that held most sites back was the clarity and the aesthetic. Over half of the websites viewed 
(54%) had average to poor clarity and 80% of the sites had a poor or average aesthetic. The majority 
were using fairly dated look.

Reasons to Care

1. It’s how new people find you and how they make decisions 
81% of consumers will do online research before making a large purchase (adweek.com). If 
someone is looking at membership at your club, they are likely to look at the clubs around you 
also. Your website may be the first point of contact for this individual. What does your website say 
about the type of club you are?

2. People will make judgements about your club - quickly. 
“Never judge a book by its cover” might be a good piece of life advice but rest assured, people who 
use your website are not applying this philosophy. In fact, according to multiple studies it takes 
only 0.05 of a second for users to form an opinion about your website. Marketing firm Kinesis Inc. 
have noted “that’s all users need to determine whether they like your site or note, whether they’ll 
leave or stay.” In the digital world “you never get a second chance to make a first impression” 
seems a little more apt.

Kinesisinc.com/the-truth-about-web-design image credit.

3. Those judgements can help or harm your club credibility 
Stanford University research shows that 75% of people judge the credibility of a company based 
on the design of its website. Again, looking at your website what does it say about your club?
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Key Things to Consider for Your Website

Who’s driving this thing? 
The purpose of your website is not to yell as much information as possible at the person visiting. The 
person surfing the site should be in control of their journey and be able to easily navigate their way 
around to find the information they want. Less is more on the front page (also known as the landing 
page.) Think about why someone would come to your website and what they would like to find there. 
Place it under a logical title and have it sit behind the main page.  

Opportunity: Have someone else (not a club member) use your website and get them to tell you what 
they think. Can they find everything they need, what do they think about the look and layout?

People look at websites in a fairly predictable way 
LC Technologies have researched the way in which people look at information across websites 
and some interesting discoveries are made. Most readers spend 80% of their time looking at 
the information that can fit in to the first page of the website without scrolling. Any important 
information, or the required directions to find information, need to be on that front page without the 
requirement to scroll down. This does not mean its ok to put a lot of text or pictures in the first page of 
your website. Too many pictures or too much text will make users leave and as noted initially simpler 
websites are better.

Most people read websites in an “F” pattern.  Important information should be placed either across the 
top of the page or down the left-hand side. 69% of reader’s time is spent of the left hand side of the 
page.

It’s not all about you. 
Your website needs to be geared towards the person who 
is going to use it. It seems like a simple concept but many 
sites get it wrong. When members or visitors arrive at your 
club they are likely to be greeted in a slightly different way. 
The same should be apply to your site. Resist the urge to 
overload people with the irrelevant information. If I’m a 
guest, I don’t care about the results of your club champs. 
Conversely, if I’m a member I’m not likely to care about 
what facilities the club offers, I already know.

Opportunity: Get a guest or a member to look at your 
landing page and point out all of the things that are 
irrelevant to them or that they don’t really want to know 
about.
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Conclusion

There are some key takeaway points 
from the discussion above.

1. Simple is better.

2. The customers experience is key 
(give them what they want.)

3. People will judge your club on your 
website, what does yours say about 
your club?

For more information about website 
solutions and how to make change, 
please feel free to contact NZ Golf, or 
your local Club Capability Manager.

Useful Links:

http://conversionxl.com/why-simple-
websites-are-scientifically-better/

http://www.eyegaze.com/10-tips-eye-
tracking-research-reveals-for-more-
effective-websites/
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http://www.eyegaze.com/10-tips-eye-tracking-research-reveals-for-more-effective-websites/ 
http://www.eyegaze.com/10-tips-eye-tracking-research-reveals-for-more-effective-websites/ 

