
Member profiles

• Understanding different target 

groups and their needs

• Adaptation of product and 

experience

• More loyalty and higher NPS



337.795 MEMBERS - 2018 & 2019



Club activities is playing an important 

part of the value proposition of this 

member group. They appreciate sections 

and taking part in a binding community

The ”tribe” is the most important social 

hub for this group of members

Oriented towards activities that are not 

organized by the club
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Year

Hcp

Club activities is playing an important part 

of the value proposition of this member 

group. They appreciate sections and taking 

part in a binding community

The ”tribe” is the most important 

social hub for this group of members

Oriented towards activities that are 

not organized by the club

AGE 5 years older

GENDER RATIO 6% more women

HANDICAP Little lower hcp

Years : 2018 & 2019 

Members : 337.795



Club activities is playing an important part 

of the value proposition of this member 

group. They appreciate sections and taking 

part in a binding community

The ”tribe” is the most important 

social hub for this group of members

Oriented towards activities that are 

not organized by the club

PLAYED ROUNDS More rounds in home club

GEENFEE Little more greenfee played

Years : 2018 & 2019 

Members : 337.795

LESSONS More lessons

TRAINING FACILITIES Little higher utilization



Club activities is playing an important part 

of the value proposition of this member 

group. They appreciate sections and taking 

part in a binding community

The ”tribe” is the most important 

social hub for this group of members

Oriented towards activities that are 

not organized by the club

MEMBERSHIP
Higher percentage with full 

membership

Years : 2018 & 2019 

Members : 337.795

VOLUNTEERS 75% of all volunteers

SECTIONS 80% of all sections
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of the value proposition of this member 

group. They appreciate sections and taking 

part in a binding community

The ”tribe” is the most important 

social hub for this group of members
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not organized by the club

Percentage

Years : 2018 & 2019 

Members : 337.795

37%63%



57%
49% 47%

36% 33% 30%

43%
51% 53%

64% 67% 70%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Independent

Dependent

Share of member profiles

Years : 2018 & 2019 

Members : 337.795



NPS of member profiles
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Expected churn rates of member profiles
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Importance for NPS

Oriented towards activities that 

are not organized by the club. The 

”tripe” is the most important social 

hub for this group of members. 

Club activities is playing an important 

part of the value proposition of this 

group. They apreciate sections and 

taking part in a binding community

74% 36%64%

1. Course

2. Social life

3. Businessclub

4. Restaurant

5. Clubhouse

6. Trainingfacilities

7. Shop

8. Training

9. Management and 

communication

10. Price and product

1. Course

2. Social life

3. Restaurant

4. Clubhouse

5. Trainingfacilities

6. Shop

7. Training

8. Management and 

communication

9. Price and product

Low High Importance for NPS
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Challengers

Club DependentClub Independent



The perfect club

Club DependentClub Independent



How can we create more value to 

the Club Independent player

?



How to increase NPS



Shift the ballance

Club Dependent

• Less pre booked teetimes

• Pay more or pay per play

• Pay for the “special rights”

Club Independent

• More available attractive teetimes

• More “Tribe” training/tournament

• Pay per play

• Speak their needs



HOW TO FALL IN LOVE WITH GOLF

4 STEP DATING PROGRAMME



Not in 

love

Not in 

love

Not in 

love

First Date
One day trial, national open 

golf day, open training

Get to know
Starting package

• Have a coffee

• See a movie/going out

• Facebook status: “Single”

• Building a relationship

• Is there a match?

• Facebook status: “Its complicated”

In a 

relationship

Married

Light 

membership

Getting married

• We are a couple

• Move in together

• Facebook status: “In a relationship”

• Married with children

• Facebook status: “Married to”

Girlfriend/boyfriend

Dating

Get to know

LOYAL 

MEMBER



Not in 

love

Not in 

love

Not in 

love

First Date
One day trial, national open 

golf day, open training

• Have a coffee

• See a movie/going out

• Facebook status: “Single”

Dating



One Day in a golf club

– Borrow equipment

– Group lesson

– Play on a golf course

– Lunch

40 Euro

TRY GOLF – FIRST DATE

One day product – Social media – Generating leads – Call people – First Date 



FACEBOOK

ADDS

The right messeges, 

feelings, pictures, target 

groups.

Attractive product that 

creates interest right away

LEAD GENRATION – HOW IT WORKS



FACEBOOK

ADS
CAMPAGIN

SITE

The right messeges, 

feelings, pictures, target 

groups.

Attractive product that 

creates interest right away

Taylormade capaign site 

with one focus

LEAD GENRATION – HOW IT WORKS



FACEBOOK

ANNONCER
KAMPAGNE

SIDE
FOLLOW UP

CALL NEW 

GOLFERS

The right messeges, 

feelings, pictures, target 

groups.

Attractive product that 

creates interest right 

away

Tailormade campaign 

site with one focus
Acces to CRM system 

to do the booking and 

follow up

From this point the goal is 

to give the best 

experience to the new 

golfer and work for a high 

conversion rate

LEAD GENRATION – HOW IT WORKS



FACEBOOK

ANNONCER
KAMPAGNE

SIDE
FOLLOW UP

CALL NEW 

GOLFERS

Det rigtige budskab, 

der sætter de rigtige 

følelser i gang

hos golfklubbens

målgruppe med 

Et attraktiv produkt,

som skaber interesse 

her og nu hos 

modtageren 

Vi producerer en 

skræddersyet 

kampagneside til den 

enkelte golfklub,

der er designet til 

at få besøgende til 

at tage handling!

Acces to CRM system 

to do the booking and 

follow up

From this point the goal is 

to give the best 

experience to the new 

golfer and work for a high 

conversion rate

LEAD GENRATION – HOW IT WORKS



30 becomes 

customers
65 Show up

70 people

accept 

invitation

74 leads
Lead 

generation

September 2019



Not in 

love

Not in 

love

Not in 

love

First Date
One day trial, national open 

golf day, open training

Get to know
Starting package

• Have a coffee

• See a movie/going out

• Facebook status: “Single”

• Building a relationship

• Is there a match?

• Facebook status: “Its complicated”

Dating

Get to know



#1 - Starting package

https://www.dgushop.dk/
https://www.dgushop.dk/


#1 - Starting package

Two month trial membership

• Golf equipment

• Training in group or as an individual

• Playing facilities

• Training facilities

• Social arrangements

• Green card

• Tournaments in the beginner section

• Mentor

75 Euros

https://www.dgushop.dk/


#1 - Marketing campaign

https://www.facebook.com/vardegolf/photos/a.275474302529164/2579107838832454/?type=3&theater
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Development of new golfers

?


