
PLEASE WRITE DOWN

TOP 3 REASONS WHY 
YOU THINK PEOPLE

JOIN YOUR CLUB



DISRUPTING
THE MEMBERSHIP MODEL

Lessons from The Definitive Guide to Membership Marketing















ON-DEMAND
VALUE DRIVEN

SEEMLESS & INTUITIVE
BESPOKE

WHAT ARE THE COMMON ELEMENTS?



OR WILL YOU BE DISRUPTED?
WILL YOU DISRUPT?



TO THE CLUB INDUSTRY?
WHAT DOES DISRUPTION MEAN



FAMILY FOCUS
HEALTHY LIFESTYLE

WHOLISTIC / CONSCIOUSNESS
SOCIAL (MUSIC, TOPGOLF)

EXPERIENTIAL (GOLF BOARD)



PREPARE TO BE
STRETCHED



MARKETING IS NOT DISCOUNTING



STAGNATION IS ALSO A 
RECIPE FOR TROUBLE

PRICE

TIME



ALL SUCCESSFUL BRANDS GET MORE 
EXPENSIVE & EXCLUSIVE OVER TIME

PRICE

TIME



HUMAN NATURE

WE CHASE WHAT
IS HARD TO GET

WE WANT WHAT
WE CAN’T HAVE



THE GOAL OF THIS BOOK IS TO GET 
YOU TO BECOME

NOT









COMMUNICATING URGENCY WITH 
TRIAL/SEASONAL MEMBERSHIPS OR 

NEW MEMBERSHIP CATEGORIES

• ANNOUNCE FEES/DUES INCREASES IN ADVANCE
• HAVE A CUTOFF NUMBER
• STICK TO A TIGHT  TIMEFRAME



TO BECOME A GREAT MARKETER
BECOME A GREAT STORYTELLER



BETTER YET…
BECOME A GREAT STORY CURATOR



THREE CORE
LESSONS



WHEN COMMUNICATING
EMOTIONAL TRUMPS LOGICAL

LESSON #1



WOW, NICE
THREADS!



LUXURY PURCHASES
ARE EMOTIONAL DECISIONS



LOGIC IS A JUSTIFICATION
FOR AN EMOTIONAL DECISION











MEMBERSHIP IS NOT A SPRINT
LESSON #2



“AS A MEMBERSHIP DIRECTOR, YOUR GOAL 
IS NOT ALWAYS TO GET THE CHECK, IT’S TO 

MOVE THE SALE FORWARD.”
-Susan Greene, PCMA President



MEMBERSHIP LIFECYCLE



HABITS TAKE 30 DAYS
So why not consider it a 30 day sales cycle?



Variable Reward System

Trigger

Action

Investment

Let’s mimic how modern tech habits are formed. 



SAMPLE 30 DAY PLAN
• Tour Club
• Invite to have dinner
• Invite for round of golf or tennis game
• Free lesson with pro
• Invite to affinity group
• Weekly email update
• Add them on social media



HAVE A PLAN & AUTOMATE 
WHENEVER POSSIBLE



ONE SIZE DOES NOT FIT ALL
LESSON #3



TODAY’S CONSUMER / MEMBER
WANTS OPTIONS



ENGAGE EXISTING 
MEMBERSHIP CATEGORIES

FIND CREATIVE WAYS TO



Q&A


