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Why bother with 
Net Promoter Score ?®

the importance of cultivating loyal customers.  Every golf club has customers, your 
members are simply repeat customers, your green fee players are new customers or repeat 
customers and all enquiries are future customers.

So how much time and investment does your golf club spend measuring customer 
satisfaction?  If the answer is, “We send out an annual survey to our members” or even 
worse, “We don’t do anything, what’s the point?”, then you seriously need to keep reading 
and start making plans to change.

The good news is that you don’t need expensive surveys or external consultants to 
measure how happy your customers are and how likely are they to tell everyone they 
know about their experiences.  You only need to ask your customer’s one question:

“How likely is it that you would recommend our golf club to a friend, family member 
or work colleague?”

The key to the question is a customer’s willingness to recommend your golf club and 
additional services to other people.  This is a strong indicator of loyalty and growth 
because when a customer recommends you, they’re putting their reputation on the line.  
They will only take that risk if they’re intensely loyal and are confident that the experience 
that they received will be repeated to whomever they’ve told.

Think back to the last time that you went to a restaurant and received poor or average 
service. Would you dare to put your reputation on the line by recommending them to a 
friend, family member or work colleague?  The simple answer is, “definitely not!”  You are 
more likely to warn everyone that you talk to about your experience and how you will 
never go there again.

visits your pro shop, drinks at your bar, has some food from your café/restaurant or simply 
call the club, that is a customer experience.  If that customer experience is a bad one 
then they will not become loyal and recommend you.  If it is a great experience then that 
customer will start to become loyal and will eventually move up the loyalty scale and will 
gladly recommend your golf club. 

The more customers who recommend your golf club will mean that you are highly likely 
to have a healthy membership, lots of return green fee players and subsequent growth in 

revenue.
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Asking a sample of customers the question “How likely is it that you would recommend 
our golf club to a friend, family member or work colleague?” enables you to calculate your 
Net Promoter Score®: the ratio of promoters and detractors.

Based on the customer’s response on a 0 to 10 rating scale, you can group your customers 
into “Promoters” (9 and 10 ratings – these customers are extremely likely to recommend), 
“Passively Satisfied” (7 and 8 ratings – these customers are sitting on the fence and will 
neither recommend or dissuade others), and “Detractors” (0 – 6 ratings – these customers 
are extremely unlikely to recommend and in some cases will say bad things about you).
 

Net Promoter Score  in 
Practice

®

The calculation is a simple one, you subtract the percentage of “Detractors” from the 
percentage of “Promoters” to get your overall Net Promoter Score® percentage.

When you first implement the system it is important to understand that the result can 
be negative to start with (i.e. Promoters (35%) minus Detractors (42%) = Net Promoter 
Score (-7%).  Don’t worry because the Net Promoter Score® for your golf club is unique 
and should be used as a benchmark measure to help guide future actions and targets for 
improvement.

However, many franchise companies use it to create healthy competition between 

Promoter Scores® of 75% to more than 80%.
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Use Net Promoter Score  to 
Motivate Your Golf Club
One of the best ways to use your Net Promoter Score® is to send a clear message to 
everyone within your golf club about the importance of “Promoters” and the dangers of 
“Detractors”.  Consider using the following guidelines within your golf club:

®

Be sure that everyone within your club knows that you will be using the system 
and they own and accept the survey process and results.

Make your scores transparent throughout the club and present the people 
responsible for each area with the previous month’s percentages (“Detractors”, 
“Passives”, “Promoters” and overall Net Promoter Score®).

Issue the managerial call to action: “We need more promoters and less detractors 
in order to grow.”

Create a sense of accountability and urgency by linking rewards to score 
improvements.  This works especially well when setting employee KPIs (Key 
Performance Indicators) or targets that are linked to improving the score.
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Overall Golf Club Experience Survey
The whole club experience.

Golf Course Experience Survey 
Only the on-course experience.

Pro Shop Experience Survey
Only the retail experience.

Clubhouse / Bar Experience Survey
Only the bar and entertainment experience.

Café / Restaurant Experience Survey 
Only the food experience.

New Zealand Golf believe that the Net Promoter Score® System is so powerful for golf 
clubs throughout the country that we have set up surveys that you can use quickly and 
easily.  Each survey can be tailored to your golf club’s particular needs and a report will be 
provided for you to benchmark and improve your overall customer experiences.

We have set up separate surveys that you can use:

We have also gone one step further to assist golf clubs to improve by tagging on an extra 
follow up question:

“What one thing could our golf club do to move your rating one score higher?”

This gives the customer an opportunity to provide meaningful feedback and ideas for 
improvements at your club.

If we get a good response from golf clubs throughout the country we will also provide an 
anonymous benchmarking service for all of those golf clubs that want to see how they 
are stacking up against other regions throughout the country.  We will breakdown the Net 
Promoter Scores® for different sized golf clubs within rural and urban areas so that the 
scores are meaningful for everyone.

To take advantage of New Zealand Golf’s Net Promoter Score® service you only need to 
email Kenny Halliday at kenny.halliday@nzgolf.org.nz.

New Zealand Golf 
Net Promoter Score  
Survey Service

®
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Net Promoter Score
Physical System

Final Thoughts

We know that the fastest and easiest way to implement the Net Promoter Score® system is 

every customer that you come into contact with, it is sometimes impractical to do so.  We 
know that many golf clubs still operate the ‘honesty box’ system and capturing customer 

If this is the case for your golf club we recommend that you type the questions into a 

the honesty box, next to where people return their score cards, on the bar, at tables in the 
café/restaurant, on the counter of the pro shop).

Research shows that there is a strong correlation between a company’s growth rate and 
the percentage of its customers who are “Promoters”.  Some of the biggest companies in 
world live and die by word of mouth recommendations from their customers.  Southwest 
Airlines, MSN Internet Service Provider and Enterprise Car Rentals are prime examples of 
how revenue growth has occurred at the same rate their Net Promoter Score® improved.  
It’s worth noting that the size of the company has no relationship to their Net Promoter 
Score® status.

There really is no excuse for your golf club not to embrace the Net Promoter Score® 
system and to start listening to members (repeat customers), green fee players (new 
customers and hopefully repeat customers) and visitors to your club.

Additional Links and Resources

Dynamic Illustration – Net Promoter Score® 

https://www.youtube.com/watch?v=6uxV32LXeVE

The Net Promoter Score® Goes Beyond Customer Satisfaction 

http://onstrategyhq.com/resources/video-net-promoter-score-customer-satisfaction/

®


