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Introduction

The Traditional View

The Life of Instant Gratification

As part of a Marketing Association 
presentation, data driven marketing firm 
Digital Alchemy (D.A.) examined brand 
loyalty and its relevance today. Below is a 
discussion on this presentation as it relates 
to golf within New Zealand.

The term ‘brand loyalty’ has been used 
in a corporate sense for a fair number 
of years now. But what does it actually 
mean? Effectively, businesses are trying 
to establish a commitment from you to 
purchase their product or service over 
their competitors. Similarly, you are trying 

to attract members to your golf club above 
other forms of entertainment or recreation. At 
the centre of this is the belief that an inbuilt 
“loyalty” to a brand/club exists in some shape 
or form. The result of this battle for loyalty has 
seen the generation of loyalty programmes, 
some good, some not so good. The following 
case study will explain the changing view of 
brand loyalty, dig in to the good the bad and 
the ugly of loyalty programmes and discuss 
the learning and potential applications for the 
golf industry.

Case Study -  Building Loyalty in the Age of Instant Gratification

We’ve all heard of, or unfortunately been involved in, one of the traditional loyalty programmes. 
Referred to at the time as “loyalty schemes” the premise was that each time you purchased a product 
or used a service you would accumulate something small. Lots and lots of purchases or engagements 
with the business would allow you to finally redeem a reward. 

A few examples of this are the frequent flyer miles you were never able to use because they expired or 
you had to fly all over the world to afford a one-way domestic flight, or the 600 stickers you needed 
to collect from a supermarket before obtaining one knife of a set of 12. Initially these schemes were 
fine because they were fairly new and it was seen as being rewarded for your loyalty. However, as 
society changed and the life of instant gratification became more apparent, these schemes were seen 
for what they really are, a value exchange where the consumer doesn’t really feel valued at all. Smart 
companies have adjusted and started to move away from this.

Society is less likely than ever before to commit to something long term. Why is this relevant? It 
points to why the loyalty schemes of the past aren’t as relevant today as they have been. They ask you 
to do too much upfront work and wait too long to receive your reward. To highlight this commitment 
phobia D.A. used the example of marriage rates which were much higher in the 1960’s than they 
are now. They also pointed out that statistics show those people who are married are more likely to 
break that commitment through infidelity. These type of stats are also comparable in commercial 
relationships. It was highlighted that prior to 1979 the length of the average relationship between 
customer and their bank used to sit at around 7 years while now sits at around 4 years. What about 
golf? In New Zealand we have seen the steady decline of traditional membership of around 2% for the 
last five years, however casual engagement has been rising at close to 8% for the last 3 years.

Do we need loyalty programmes?

Club membership is an imperative part of the golfing landscape. While traditional members are 
enjoying membership as it currently stands, there is a contrasting group of golfers who share values 
with the ‘instant gratification’ lifestyle. 



Summary

There’s a growing dichotomy at many clubs in 
their membership profile. A set of traditional 
members and a growing group of people who live 
the instant gratification lifestyle. The difficulty for 
clubs is trying to serve both groups at the same time 
successfully. Are loyalty programmes the way to 
go? The discussion above suggests they may have 
merit, however, there are a number of factors in our 
clubs outside of any type of rewards programme that 
drive behaviour. Implementing a loyalty programme 
shouldn’t be the sole driver of behaviour but a 
potential enhancer of behaviour. A positive member 
experience in its totality is the most important. 
Research from Sport New Zealand suggests the 
below 9 key indicators for a positive club member 
experience.

With that in mind ‘do we need loyalty programmes?’ Can they serve both the traditional member and 
the newer member? The answer to this is dependent on your club and what you are trying to achieve.
D.A. offered three key indicators that will let you know you’re on the right track with any loyalty 
programme:

Reinforcing: It must drive the behaviours that create or protect value.
What behaviours are you trying to reinforce? Playing more regularly? Purchasing more from the pro 
shop? Introducing new people to the club?

Ubiquitous: It must be relevant to everyone
There is no point offering a reward to someone if it isn’t relevant to them. 

Contextual: It must be delivered to a customer when its most relevant to them.
Can your customer/member redeem the reward immediately? 

To these points, if you are considering a loyalty programme it needs to enforce a particular behaviour 
from your members, the reward needs to be relevant to each individual and members must be able to 
redeem it straight away. Not an easy task. 

One example could be as follows;

Behaviour: Bring more paying guests to the club.

Reward: Credits are placed on a members account to spend in pro shop, at bar/café, for coaching 
when members bring in 3 or more green fee players.

Timing: Applied to account at the time of transaction before tee off.
 
This approach shares similar traits with the “positive reinforcement theory” in behavioural psychology 
which states reinforced behaviour tends to be repeated and it may therefore have merit in our golf 
clubs.

If you are interested in developing a loyalty programme at your club, want to discuss 
anything in the discussion above or would like help at your club to generate the best 
member experience, please contact the Community Golf Team at New Zealand Golf.


