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Akarana GC wanted to overcome 
the mind-set of traditional golf club 
membership because they didn’t 
provide a suitable membership 
for players between 20 – 35 years.  
Golfers would go from a student 
membership ($250 per year) to a full 
playing membership ($1600 per year) 
and as a result the club was losing a 
lot of players in this progression.

A Day on the Green

The Akarana Golf Club realised four 
years ago that they needed to do 
something different to be relevant 
to a younger audience.  The aim was 
to bridge the gap between school 
aged participants and their existing 
membership which was at an average 
age of 40 - 50 years old. 

The first thing they did was recruit 
a younger member of staff to take 
up the role of Golf Services Manager 
which became an instant hit.

They introduced a new tiered 
membership cost structure that 
successfully bridged the gap from 
student membership to full playing 

membership.  In addition, two 
new casual golf initiatives were 
introduced to attract golfers under 
the age of 35 to the club in a more 
relaxed and welcoming environment.

The ‘A Day on the Green’ Casual Golf 
Tournament sold out very quickly. A 
total of 150 people registered in teams 
of four, with the rule that one of 
these players had to be a non-golfer.  
The ‘Cheeky 9’ Twilight Golf pilot 
initiative was introduced late in 2013. 
It helped create a younger and more 
informal feel to the Akarana Golf Club 
through lower dress standards and a 
fun format of teams of four playing 
Ambrose Pairs against other teams.

CHALLENGES

Akarana GC didn’t provide any 
casual golf initiatives for people 
under 35. They identified that they 
needed to adapt to the needs of 
that target market.  They needed 
to bridge the gap between young 
boys and girls playing the game and 
40–50yrs who made up the majority 
of the full playing membership.

They also wanted to breakdown the 
perception and image that golf is 
a sport played by stuffy old people 
and create a young and dynamic 
environment.

TRADITIONAL MIND-SET TAILORED CASUAL GOLF PERCEPTION OF GOLF



RESULTS

The 18 – 35 age group is a key 
demographic and it needs to be 
targeted in a different way.  

General Manager Travis Gawler 
said that initiatives like these 
would not have been possible or 
as effective if he had been the 
person driving the campaign.  

Having a young person who is 
connected to that demographic, 
who can communicate in their 
language and set up the initiative 
to the demand was crucial to its 
success.

It has been a tough time for golf 
clubs in the past five years and 
Akarana believes that you have 
to change the strategic direction 
of the club to encourage new 
audiences.  Being connected to 
the next generation is a must for 
golf clubs in today’s environment 
and the club have invested even 
further in Hayden to ensure that 

he has the necessary training in 
social media.  They want him to 
focus on their social media policy 
to make sure it is cleverly done 
and hitting the objectives of the 
club.

There is a commitment from 
the club for investment in this 
area to be on-going and Hayden 
has targets he is trying to hit in 
terms of numbers and activity 
throughout the year.

Akarana Golf Club is focused on 
creating a long term association 
with these sorts of initiatives. 
They want to build their club to 
make it a vibrant, dynamic place 
where there is plenty happening 
for young people to be a part of.

150
PARTICIPANTS REQUESTS

The results speak for 
themselves. A total of 150 
people took part in the 
‘A Day on the Green’ Golf 
Tournament and the ‘Cheeky 
9’ Twilight Golf had a good 
number of people playing 
every week in teams of four.

The club has already 
received a large number 
of requests for the next 
‘A Day on the Green’ Golf 
Tournament with people 
putting their name down on 
the waiting list.

The bar takings on each of 
the ‘Cheeky 9’ nights ranged 
from $300 - $500 more than 
what would usually be taken 
on a Tuesday evening.

The club has hosted a 
number of non-golf functions 
(21st Birthday Parties, Quiz 
nights and State of Origin 
game nights) thanks to 
the younger demographic 
interest.

CONCLUSION / SUMMARY

The first step was to invest in this area. Akarana 
GC employed a Golf Services Manager (Hayden 
McCallum) to bring fresh ideas to attracting 
golfers under the age of 35 to the Akarana Golf 
Club.

The club introduced a new multi-tiered 
membership cost structure to introduce new 
younger members to the club gradually (Full 
playing membership: $1,875, 31 – 35yrs: $1,390, 

SOLUTION

26 – 30yrs: $1,170, 20 – 25yrs: $935). The only 
restriction to these golfers is they cannot book in tee 
times in advance on Saturday which has not proved 
to be a problem.

The club also introduced two new casual golf 
initiatives; ‘A Day on the Green’ – an U30’s Golf 
Tournament - and ‘Cheeky 9’ Twilight Golf.  The 
main thrust of these initiatives was to make golf 
trendier and more attractive to a younger audience.  
They have proved to be extremely popular and have 
generated some great results. Features of the A Day 
on the Green included a DJ out on course, drinks 
provided and a band and DJ in the clubhouse after 
the golf to encourage golfers to stay around.

BAR REVENUE FUNCTIONS
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