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Introduction 

A Lack of Differentiation

Developing a Unique Selling Point

Golf clubs have various marketing 
challenges, but one of the things that 
golf clubs struggle with the most is a 
real or perceived lack of differentiation. 
The National Golf Facility Strategy report 
completed in 2013 identified an oversupply 
of the same types of golf facilities 
throughout New Zealand which focus on 

a narrow target market. This one size fits all 
approach and lack of differentiation in the 
market was outlined in the report as one of 
the critical issues which the industry needs to 
address. A trend from recent industry success 
stories is that distinguishing your club from the 
traditional model is a formula for a sustainable 
future.    

Case Study - Why your golf club needs a unique selling point

In developing the National Golf Facility Strategy report, golf clubs were surveyed and one of the questions 
asked was ‘What does your club offer that differentiates you from other clubs in the region?’. Many clubs 
struggled to identify specific, differentiating factors that set them apart from other clubs, with most clubs 
mentioning their well-maintained and scenic courses, and/or friendly staff. Clubs seemed unable to 
properly differentiate themselves from other clubs in terms of service or operation. This corroborates 
with other parts of the report which found many golf clubs lacked diversity in golf experiences and player 
pathways. 

With a truly differentiated offering, much of the distinction goes beyond the product itself. The heart 
of differentiation is your golf club’s ability to develop and promote distinctive products, services and 
experiences on a consistent basis.   

A unique selling point (USP) or unique selling proposition is what can help your golf club stand out from 
the crowd and tells customers what is different about you. A USP could be a few words or it could be a 
paragraph, and it could be thought of as “what you have that your competitors don’t”. It can help your club 
attract and retain new customers and reduce member churn. Developing a USP is a step-by-step process 
of determining what your customers are looking for, what you do best as a club as well as identifying 
unique points that differentiate your club from the competition.

1. Before you start thinking about the qualities that set your golf club apart from others, you need to 
understand your ideal customer base by figuring out who you should be targeting and exactly what 
those customers want. Segment your members, survey and talk to them, talk to your visitors and refer 
to industry research to get a better understanding of your customers’ needs. Here are few questions 
you should be able answer at the end of this first step: 

- Who is your target customer? 

- What factors motivate their decision to join or play at a golf club?  

- Why do your existing customers choose your golf club over others? 

2. Identify what makes your golf club unique. Clear your mind of any preconceived ideas about your club 
and be brutally honest in your assessment of both your club and the competition. The competition 
could potentially include other sports clubs or providers of leisure activities in your area, not just golf 
clubs. 



Case Study - What does a pathway for a youth golfer look like and how do we develop it?

A unique selling point guides you towards 
your target audience. At the same time, the 
USP helps you focus on the central reason 
that you exist as a club allowing you to 
improve on what you do best. Knowing 
what your USP is will require you to invest 
some time and effort so you can achieve 

a well-crafted unique selling point that you 
can communicate to your target audience. 
Be bold when developing your USP but be 
careful to ensure that you can deliver on 
it. Keep in mind that your USP essentially 
implies a promise, or a pledge, you are 
making to your customers.

Conclusion

- What are the strengths and weaknesses of your competitors? 

- What makes you better than your competitors?  

If nothing unique comes to mind then you have some work to do at your golf club in developing 
products, services and/or experiences that differentiate you from the competition. Think, if you can’t 
identify the unique value of your club, then how will your customers?  
 
A unique quality is something specific and needs to meet the desires of your customer. ‘A well-
groomed 18-hole golf course’ or ‘The Friendly Club’ isn’t compelling enough and doesn’t truly 
distinguish one golf club from another.  

3. State the unique qualities you have identified in a customer focused way. Combine customer needs 
and unique qualities, and come up with strong statements that convey your unique selling points. 
Remove the USPs your competitors are already doing well to narrow your list. You can then test this list 
with a group of your target customers to see which of the potential USPs best meets their needs. Once 
you have identified the USP that resonates with your target audience, ask yourself if it: 

- is unique 

- is clear 

- fills a gap in the market 

- is something your golf club can consistently deliver on


