
CASE STUDY:
Membership Recruitment
Innovative approaches to attracting new 
members

Tauranga Golf Club



Finding a reasonable price that would appeal 
but also selling this to the existing members 
who pay significantly more and resent new 
members getting a better deal.

TAURANGA: MEMBERSHIP RECRUITMENT

Tauranga Golf Club’s goal was to 
attract and promote memberships 
to the target demographic; 25 - 40 
year olds.

Like many clubs, attracting this 
demographic has been a long 
standing problem for the club. 

Tauranga Golf Club used the 
recent research and seminars 
provided by New Zealand Golf’s 
Community Golf Manager Kenny 
Halliday as a blueprint for change.

“We knew that we needed to 
attract new young members. 
LOVE Golf was the perfect vehicle 
to drive this.”

The LOVE Golf campaign is 
the first time that NZ Golf 
has undertaken a nationwide 
promotion of golf. 

The campaign is aimed at driving 
membership and participation as 
well as changing perceptions of 
the national game.

CHALLENGES

Existing members struggling with change and 
the new younger demographic coming into 
the club.

Connecting with this demographic with no 
budget to spend on marketing.

PRICE EXISTING MEMBERSCOST

The Tauranga Golf Club created a casual golfer email database from its summer golfers. They reviewed their membership categories and pricing so 
that they had an easy price to sell and appeal to the demographic. A $10 game fee attracted casual players, the club looked to keep them at the club 
with pitching a membership at $10 per week.

Additionally they emailed all Tauranga Golf Club members and casual members on their database to promote the new categories and LOVE Golf 
Member get Member Competition.
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The Tauranga Golf Club recommends clubs 
to “use your members to be your marketing 
team - the best referral is from someone 
who is already hooked!” 

Towersey said that you don’t need a lot of 
money to stimulate activity around the golf 
club. The key is to utilise the resources 
available and think outside of the square. 
The LOVE Golf tool-kit is very effective but 
needs engagement from the club.

“We have a goal to attract a certain 
demographic so that we can achieve critical 
mass and future proof the club against an 
ageing membership and the need to keep 
in raising subscriptions every year,” said 
Towersey.
Towersey believes the LOVE Golf brand 
will only get stronger in time, it is the 
changing perception of the game and golf 
clubs who want to engage with a younger 
demographic should utilise the tool-kit. 

Another key was studying the research 
provided by NZ Golf and applying it to the 
club. “The new Club Capability Managers 
are a resource that all clubs should look to 
utilise.”

The Tauranga Golf Club acknowledged the 
changing face of golf, different playing 
habits and a move away from the traditional 
membership model. The club’s ageing 
membership and its course does have 
some challenges for older members.

The Member get Member campaign of 
LOVE Golf has been highly effective in 
bringing new golfers to the club. Engaging 
with existing members to the marketing 
team was the key. It is hoped that the 
target demographic will become long-term 
members. 

“We hope that they will encourage their 
friends and family to join and with some 
of the other planned initiatives like our 
upgraded practice facility, on site coaches 
and a fresh approach to including them in 
the club.”

39
NEW MEMBERS

18
FROM LOVE GOLF

39 New members in the period 
between 1st May 2014 to 1st 
July 2014. 18 of these in the 
New Category from the Member 
get Member registrations. 

18 of the 39 new members were 
from LOVE Golf Member get 
Member registrations.

2 winners of the LOVE Golf 
Monthly Prize Draw from the 
Tauranga Golf Club generated 
interest around the club, 
encouraged others to get 
involved. 

Engagement with the community 
around the Carrus Open. “We 
coordinated with new Lakes 
Residential Estate with the LOVE 
Golf tool-kit of ‘Welcome to you 
other backyard.’ They were really 
excited about the marketing 
tools and the ability to use this 
for free.”

2
WINNERS

+ve
ENGAGEMENT

The Tauranga Golf Club got huge value from the LOVE Golf marketing 
campaign and being able to market the club at low cost. 
“The LOVE Golf tool-kit is worth its weight in gold,” said Towersey. 

The LOVE Golf tool-kit is used consistently on all noticeboards and  
newsletters to the members. People around the club began to identify 
with the brand. “It is young, fresh and innovative, it attracts the younger 
demographic. A few of us started to wear the LOVE Golf hoodies around 
the club and we had plenty of people coming in asking about it and 
where they could buy the gear.”

When the Member get Member Competition was introduced it helped the 
club engage their members with the great prize of playing in the 2015 
New Zealand Open in Queenstown. The monthly prizes of LOVE Golf 
apparel and PUMA gear were crucial to engage the interest of members 

in the short term and encouraged the Member get Member competition. 
“Our members became our marketing team,” said Towersey. 

Club Capability Manager, Mark Webb - Towersey commended NZ Golf for 
the investment in the club and community space. “Mark is a great guy 
to have around. He is a great person to bounce ideas off and has been 
integral to the changes the Tauranga Golf Club has put in place to change 
the club’s demographic. He keeps us on task and is always asking how we 
are promoting the club.” 
Towersey said that Mark was effective because he looked at it like a 
business. “Every aspect we look at and see how it is gearing the club to 
be in a better position financially.”

KEY LEARNING / LESSONS:

ENGAGEMENT WITH LOVE GOLF 

CONCLUSION/SUMMARY: 

PARTNERS



THE VALUE OF GOLF

The Game of Golf Provides Unique and Lifelong Enrichment

VISION

Golf is New Zealand’s Favourite Pastime

MISSON

To Grow the Love of Golf

www.golf.co.nz

nzgolf@nzgolf.org.nz

Tel +64 (0)9 485 3230 - Fax +64 (0)9 486 6745


