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FOREWORD

We all think of GOLF as a game strongly tied to traditions. And in so many ways,  
it is. Golf is also a game that has over the hundreds of years since its inception shown 
great resiliency, growth and change. From the implements the game is played with, to 
the course it is played upon, to the attire and even the economics that underpin the 
game, we have continuously seen an ongoing transformation. 

The world continues to change, with an onslaught of new technologies playing a big role 
in reshaping our economy. The accompanying social and cultural changes are significant. 
With the advent of a new economic reality, we are seeing a shift in priorities and a shift in 
the way people, in particular, women, participate in this changing world order.  

With women accounting for MORE THAN 52 PERCENT OF THE POPULATION 
AND 50 PERCENT OF THE WORKFORCE, they fuel an economy that is bigger 
than many of the countries in the world. What that presents is a huge opportunity 
to engage an interested and powerful consumer group that can positively and 
productively continue the theme of change and growth in the golf industry.

Game!changing insights generated in the Boston Consulting Group’s  
study show that 42 percent of the 90 million people who have expressed        

interest in golf are women. 

As a group, women have initiated a strategic response to help address and  
engage what could be the largest incremental growth potential  
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Connecting With Her is an industry-wide initiative that is built on four strategic pillars: 
Education and Training, Marketing and Communications, Programming and Events, and 
Alliance Relationships.

All of the tactical plans include national, as well as local strategies, which combine to 
build a platform that will lead the transformational customer service and cultural shift 
that will engage and grow women as a key new constituency of the golf industry. 

THE GOAL OF THIS PLAYBOOK IS SIMPLE. It is to present the compelling case 
as to why women represent such a significant opportunity for the industry and provide 
the insights and action steps you can utilize to lead the way for a transformational 
customer-centric model that will yield positive results for all.
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What if your friend told you about a new consumer group? Intrigued, you ask to learn 
more. You learn that the group is called the Purple People. These Purple People are 
very compelling—they are educated, influential, and interested in your business.  

They have numbers and significant spending power. They also have influence over 
the way others spend their money, including their friends, their families and their 
co-workers. The Purple People make more than 3/4 of all consumer decisions, yet many 
of the Purple People say that marketing executives don’t understand them.

Although the Purple People are interested in your business and have a real desire to 
participate in the game of golf, these women remain on the sidelines in significant 
numbers, awaiting an invitation. Even for those women who have crossed the threshold 
as golfers, the minimal attention afforded them has dissuaded their increased 
participation in the game of golf. A recent study revealed that 38 million women 
are interested in playing the game of golf. These women represent the potential to 
boost the golf industry with a new source of revenue, as well as a way to broaden 
the base of participation. THE PURPLE PEOPLE represent a sea change, a 
TRANSFORMATIVE OPPORTUNITY to GROW THE GAME, drive change in 
the service model and broaden the base for the future.

There is a slight caveat:  
The Purple People may not look 

like you, nor think like you.

THE PURPLE PEOPLE ARE

WOMEN

Would you be interested in engaging this group of consumers?

THE ANSWER SEEMS OBVIOUS:

YES 
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FINANCIAL INDUSTRY  | CASE STUDY 
 
 
 

Financial advisers say that women are very di"erent from men when it comes to 
money. And that requires a unique strategy to win their business.

Women control $8 trillion in assets in the U.S., and by 2020 are expected to 
control $22 trillion, according to TD Ameritrade Institutional. Individual women 
are increasingly wealthy, too. Some 27% of millionaires worldwide were women 
in 2010, up from 24% in 2008, according to a report by Capgemini SA and Merrill 
Lynch Global Wealth Management.

Little wonder, then, that women have the attention of the financial industry. But 
that leaves a big question for financial advisers: How do they get a piece of that 
market? A 2010 Boston Consulting Group study found that women globally 
identified financial services as the industry they are most dissatisfied with on a 
service and product level. Those surveyed said the industry doesn't understand 
that women view money and wealth di"erently from men. 

In her own experience, Candace Bahr, managing partner of the Bahr Investment 
Group in Carlsbad, Calif., has concluded that women clients require a di"erent 
strategy. "Men are extremely competitive about money management," she says. 
"They think, 'how much money can I make and how much more is it than the 
benchmark or the guy sitting next to me?' For women, it is about having enough 
money for our family and the opportunity to build a better life."

Her company, with about $96 million in assets under management, gives clients 
of both sexes the same surveys to gauge their attitudes about money, success 
and life. But it's the women who take their time and learn from the process, Ms. 
Bahr says. Believing that women like to learn in communities, Ms. Bahr's company 
has set up discussion clubs and the nonprofit Women's Institute for Financial 
Education, where women can learn about financial issues together. The groups 
focus not on investments but on issues such as having enough money to retire 
and choosing a financial adviser.

Dorie Rosenband, managing partner at &Wealth Partners, based in New York City 
and Baltimore, Md., has focused her business on trying to create a community 
for widows. One way she has done this is through the Love Story Project, which 
creates a space for women to share their stories about their husbands and the 
impact of losing them. At a time when most women feel isolated, Ms. Rosenband 
is helping bring women together to seek comfort in each other. Men, she says, 
are far less likely to grieve together. Traditionally, men have also approached their 
finances in a more transactional way, says Ms. Rosenband, whereas women are 
looking to talk through their financial decisions. 

The motivation to reach women clients needs to start with trying to solve 
whatever issues they are facing, says Ms. Bahr. 

*Excerpted from “Clients From Venus” which previously appeared  
in the online edition of The Wall Street Journal.

The Wall Street Journal. April 30, 2012 | Ruthie Ackerman

/0:)(*&-%7$#=%F(*,-6







 | CONNECTING WITH HER PLAYBOOK16

Women represent 42% of the 90 million people desiring to play 
more golf. They are represented in four target consumer groups:

Occasional female golfers with no kids

Regular female golfers, earning more than $150,000

Lapsed female golfers with no kids

Lapsed female golfers with kids

In the golf industry, more than $26 billion is spent annually on equipment and fees. 
If we were to extrapolate the female influence over all consumer spending to the 
golf industry, women would INFLUENCE approximately $21 billion of all industry 
equipment and fees spending. These women are powerful, and as we can see, what 
they don’t directly control in the industry, they influence. 

ARE WE PAYING ATTENTION TO HER YET?

Source: National Golf Foundation

The statistic that speaks volumes in the landmark study by The Boston Consulting 
Group reveals that there is huge market potential on both sides of the gender 
aisle—approximately 90 MILLION people in America are interested in playing 
golf. Of those 90 million interested individuals, 42% are female, which means there 
are potentially 38 MILLION new women golfers. Are we listening to her yet?

With the recent, steady decline in female participation, the golf industry 
and your business is losing revenue. If we would solely focus on retaining 
the current female customers at our facility, there is a great opportunity to 
experience year-over-year gains(5%).

2011 Decline in Female Participation 7.2%
2011 Average Female Spending (Equipment and Fees) $953.47

Source: The Boston Consulting Group

Current  
Participation

Participation 
Growth of 40%

Average 
Spending

Net Revenue 
Gained

100 Women 40 Women $953.47 $38,138.80

Year Potential Growth 
from Retention* New Growth Net Growth

2012 5% 35% 40%
*Accounts for unavoidable loss of customers, due to external circumstances.

Adding both the attention to current customers and the focus on attracting new 
customers, you have the opportunity to yield a 40% net growth in customers. 
Assuming you currently have 100 female customers at your facility, the 
opportunity exists to see a revenue gain of $38,138.80. See the below example:
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A big caution here is to be mindful that WOMEN ARE NOT ONE SIZE FITS ALL. 
While this does make getting a merchandise mix challenging, creating a dialogue with 
your customers about their preferences is important. 

Women want to belong, feel valued and accepted. Frankly, women don’t want to feel 
out of place. Many women care less about being the best at the activity, than they do 
about understanding the activity. Women value education and learning, and their 
desire to display mastery of an activity is both an asset and a deterrent. 

VALUE BARRIER OPPORTUNITY

TIME Golf can be time consuming. Be creative in o"ering fun and  
time-saving formats.

FRIENDSHIP Lack of women to play with.
Develop multiple ways for  
women to find suitable playing  
partners.

LEARNING Intimidation and unfamiliarity 
with the game.

A safe and friendly learning  
environment is key. Use this to  
dispel myths about the game.

BELONGING An unwelcoming environment.
Personally invite and welcome 
women to your facility. Be sure to 
invite their friends. 

SHOPPING A lack of golf merchandise.
Proactively reach out to customers 
to help stock the most desirable 
and relevant merchandise.

“For me, barriers present themselves as windows  
for opportunities. Taking the time to understand the  
variables that can prevent success is an invitation  

to achieve that success.”
DONNA ORENDER | CEO, Orender Unlimited
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THE PURPLE ELEPHANT
Taking the time to better understand some of  
the implicit biases associated with any situation  
is a positive first step in achieving your goal. 
When we speak of the purple elephant in the 
room, what is referenced is the unspoken, but  
certainly felt, concerns and even prejudices  
that shape our own thinking and assumptions 
about life. 

When it comes to women’s participation in 
golf, there are certainly spoken and unspoken 
expectations, biases and even myths about what they bring to the game. Taking 
the time to personally assess what they represent to you and your sta" is a critically 
important element to helping transform the culture to one that is welcoming and 
says both with words and actions that we value you and your business. We all have 
personal filters, discovering what yours are is important.

Instead of ignoring these biases like a purple  
elephant in the room, let’s call them out:
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I. GOALS
Setting goals and establishing personal accountability for each sta" member and 
the entire organization is critical to driving success. By creating a tracking 
system, everyone every day can get a personal report card on their e"orts—it's 
an immediate report card on what is working and what is not.

It is important to actively monitor changes at your facility and to tie them 
to specific goals. These goals should be aspirational and drive the focus and 
e"orts of your team. The ability to double your current female participation 
and spending at your facility is a goal that is very much within your immediate 
reach—as a starting point.

Women are very comfortable with bringing a friend to activities they enjoy. By 
creating programs that encourage women to do so and tailoring experiences 
that cater to their interest and wants, you have an opportunity to build 
your business multi-fold. The exponential value of women customers will be 
realized as you design a culture and experience that represents their values. 
So, continue to motivate your sta" to do the best possible work on behalf of 
female customers, for the benefit of all.

 ! Establish target number of new female customers

 ! Establish target number of new female rounds

 ! Establish a target number of increased rounds from  
current female customers

 ! Establish growth targets in dollars spent in total and  
by category at your facility

 ! Prioritize new hires that look like your customer base

BENCHMARKING
Benchmarking progress is critical in managing your business. Noting where 
you begin, the steps you have taken, what is working, and what is not working  
is an instructive scorecard that allows you to continually adjust and amplify  
the activities and experiences that generate results. Getting positive 
feedback while seeing your business grow is the best reinforcement for  
your sta" and customers. 

Utilize a tracking mechanism or access your Point of Sale System on a weekly, 
but preferably daily basis, to track all relevant metrics related to your female 
customers. It will be important to know how much they spend on greens fees, 
merchandise, food and beverage as a starting point. Understanding their key 
influence, which points to family participation and purchasing decisions is key. 
This information will give you the data to plan your growth strategies. It will 
also provide you the data to recognize those areas that are underperforming. 
Here are the recommended metrics that should be benchmarked:



GOLF 2.0 | 39

1. Number of Women Golfers at your facility. The NGF defines a 
“woman golfer” as a woman who plays one or more rounds each year.

2. The total amount spent by women at your facility. It is important 
to break this out by greens fees, lessons, food and beverage, 
merchandise and other.

3. Special programs o!ered at your club on certain days.  
This will allow you to account for spikes in attendance.

Additional metrics that can be tracked to provide greater detail are:

The days and time of day that women visit your facility.

The specifics of the activity that generates the revenue 
( i.e., rounds played, lessons taken, specific merchandise purchased, etc.) 

SUCCESS BREEDS SUCCESS AND INFORMATION IS A FUEL FOR 
SUCCESS. Knowing your numbers is key to execution. Knowing how many 
women are participating on a regular basis will allow you to set goals for 
improving participation.

DATE NUMBER OF  
GOLFERS

SPECIAL 
EVENTS

GREENS FEE  
REVENUE

LESSON 
REVENUE

FOOD AND 
BEVERAGE 
REVENUE

MERCHANDISE  
REVENUE

OTHER  
REVENUE
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WELCOMING ENVIRONMENT 
Greeting a woman as she arrives at your facility is crucial, because it is her first interaction 
with your facility and sta" and it will help set the right tone. Warmly greet her and make her 
feel comfortable quickly. This will put her at ease and she won't feel patronized or judged. 
O"er to answer any questions and invite her to move towards the next location such as 
the golf shop, restaurant or locker rooms. Making eye contact, being reassuring, asking 
questions and providing direction are all ways to build a service culture that women will 
value. As with any first impression, you only get to make it once, so present it with absolute 
care. Be sure to make a point to connect with her personally. The greeting will set the tone 
for the rest of her time at your facility. 

 ! Personally greet each customer

 ! Make eye contact and extend a hand, if it feels right

 ! Come out from behind the counter and initiate conversation  

STAFF SETS THE TONE

At many facilities, your frontline sta" are 
those who make the first impression. While 
many think the first impression is in the golf 
shop, as you learned, it starts well before the 
golf shop. Your outside operations sta" is 
critical, because this is a key contact point 
for your facility in establishing a welcoming 
and inviting environment.

The next step is not telling the woman where 
to go, but SHOWING HER WHERE TO GO. 
Showing and not telling is an important tactic 
that will get the female comfortable with 
your facility. 

Women generally have even higher 
expectations for a greeting than men.  
So, it is even more important to a woman 
for the sta" member to stop any other work 
they’re doing and focus their complete 
attention on her. Your attention is an 
indication of whether you value her as a 
customer or not.  

Things your outside  
operations sta! should  
be prepared to do:

 ! O!er a warm greeting

 ! O!er any special assistance,  
as necessary

 ! Direction to next location

 ! Answer questions about 
the facility

 ! Provide a snapshot of 
the facility and the great 
experience ahead

 ! Politely direct and take the 
customer towards the next 
location

 ! Assist beginners or first-time 
visitors, as they are unfamiliar  
and probably intimidated













 | CONNECTING WITH HER PLAYBOOK48

MARKETING
Marketing is the activity, set of institutions, and processes for creating, communicating, 
delivering and exchanging o!erings that have value for customers, clients, partners 
and society at large. 

Being successful in marketing to women in particular, requires employing many of 
the insights outlined in this Playbook. GENDER IS A HUGE INFLUENCER in the 
purchasing process and aligning all of your messaging to appeal to the culture and 
language of women is absolutely essential if you want to break through. 

As with the financial industry case study (page 13), they did the research to get a 
baseline on their customers and their customers’ experience. When faced with the 
reality that many of their customers were female and that they were not happy, their 
reaction to adjust the key touch points in their business—service, sales and marketing—
was the right one.

COLLATERAL MATERIALS
In order to best assess what you are “really” communicating to your customers, take 
the time to audit all of your communication that impacts them. This includes email, 
flyers, brochures, photographs in your shop or anywhere in your facility for that matter. 
Signage, including style and substance, as well as the “script” your sales people utilize, 
their dress and demeanor are all impactful. 

As you look to create programs and specific materials targeting women there are several 
key tactics to keep in mind.

1. WOMEN VALUE EXPERIENCES OVER PRODUCT DETAILS.  
Remember, the amount of CCs in her driver is less important than the message 
that the right driver will provide greater distance that will help her better enjoy 
the game.  A photo of a smiling woman with a driver in her hand, with friends, is 
more impactful than a spec sheet on the driver, virtually every time.

2. WOMEN WILL FACTOR VALUE THROUGH THE EYES OF THOSE  
FOR WHOM SHE IS RESPONSIBLE.   
Be sure that your flyer for Get Golf Ready or another event targeted for her, 
includes the kind of images and copy points that are resonant and relevant not 
only to her, but also to those around her.

3. WOMEN APPRECIATE CLEAR, CLEAN AND WELL-DESIGNED MESSAGES.  
Lose the clutter. An electronic store learned that six TV’s on a page in their 
Sunday newspaper ads did not work for women. Women prefer fewer images 
with clear copy points. She is busy, so help edit her choices.

4. IT’S ALL ABOUT PEOPLE AND STORY TELLING.  
Make people part of the story you are telling. Make it about her and her friends 
and or family and the proposition will better resonate. 

5. EMOTIONS MATTER.  
The cool rationality of men is not what will connect with women. Women look 
for the context and the storyline that will create an emotional connection that 
provides the rationale for both supporting and purchasing from you. 

Since women want to see themselves in the activity, your marketing collateral should have 
pictures of what the experience will be like. Use inclusive language, especially when 
promoting a beginner program. Be certain that the message is inviting and encouraging. 
Use messages that promote a group atmosphere and community, with words like “we” 
and “together.” The message should explain the activity, but be simple and concise. The 
design of the collateral should be simple and clean, so that the customer may easily 
understand the communication and not be overwhelmed by the presentation.
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YES NOCHECKLIST

COMMUNICATION

1. Are you aware of your “purple elephants,” assumptions  
and biases that can impact customer service?    " "

2. Are you aware of the importance of 
personal connections?       " "

3. Can you prepare a list of personal questions to  
ask of female customers?        " "

LEVERAGING RELATIONSHIPS
The question is often asked, “How do I approach women to get involved?” There are 
many entry points. Thanks to the nature of women, they are generally more than 
willing to help. A sign of interest from you, a request and some hospitality will get 
you on your way. Here are some suggestions:

Ask a family friend, your spouse or your mother to put together a group 
of women to come and join you for a special lunch. You can use this as an 
opportunity to start the conversation about how you can provide the kinds  
of experiences they will value.

Utilize a “Bring a Friend,” model in your programing to encourage women  
to bring a friend to participate with them.

Solicit local business leaders and invite them for a special clinic or short 
outing. After the outing ask their opinions on what they would like to see  
and do that would bring them back more often.

Organize a mother/daughter or father/daughter outing in the afternoons.

Build relationships with existing local organizations and host special clinics  
for the members.

Gather a group of women golf professionals and others who work in the golf 
industry and put together an alliance. Ask them to be a brain trust to help 
your facility be more women-friendly, in addition to brainstorming on how  
to diversify employment in the industry.
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INVOLVE YOUR CUSTOMERS IN THE SOLUTION

It’s important to keep your female customers involved in your buying plan. Golf 
fashion is important to women and a key element in determining their enjoyment of 
the game. If asked, engaged customers will be passionate about the inventory in the 
golf shop, and they will give you honest opinions if you allow them to tell you both 
what they like and don’t like. Listen to them and when making golf decisions, act 
upon their feedback. Women will recognize that you are hearing them, and they will 
reward you with even more customer loyalty. 

Here are three sample questions you can ask:

“Hi there! It is really warm today. We have these socks that  
breathe very well and help keep your feet cool. They are over here, 

if you would like to take a look.”
“I know you’ve been struggling with fairway woods. I just got in  

some clubs that will help you get the ball in the air.”
“I see that you are wearing blue today. Over here are some shirts  
we just received; they are moisture wicking and very comfortable.  

We have a few di"erent shades of blue.”
Customer surveys can be helpful to get feedback from women. See the “Know Your 
Customer Playbook” for more information on conducting a customer survey. Also, in-
person interviews with women are quick ways to get their opinions on styles, colors, 
fabric and types of merchandise that they would like to buy. Consider establishing a 
fashion committee at your facility, including women members, a female sta" member 
and the golf professional. 

The committee approach is helpful because:

1. It builds customer satisfaction and a more e"cient and  
customer-focused golf shop business. 

2. The committee members will be advocates for the women’s  
section in the golf shop and will share this excitement with  
their friends, resulting in more sales. 

 | Consider o!ering merchandise to your female committee 
members with special pricing. This can be a nice gesture  
of appreciation for their time spent serving on the committee  
and can help generate more positive word of mouth.
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CREATE A BUYING PLAN

Evaluate your current inventory and create a buying plan with greater selection and 
size availability of women’s merchandise. Also, evaluate how to feature your women’s 
merchandise in a way that immediately says that women are valued. Place women’s 
items in the golf shop near entrances where women can find the section immediately.

Availability of retail space
While studies from the Sports and Leisure Research Group (SLRG) 
demonstrate that it’s helpful to have at least 500 square feet dedicated to 
women’s merchandise, this may not be possible at every facility. Therefore, 
the key will be to utilize your space as e!ciently as possible. Your buying 
plan and mix of women’s and men’s merchandise will obviously depend 
on your market. If size constraints prevent this amount of dedicated space, 
maximize your retail space by keeping a small selection of sizes on the 
floor and additional sizes in the stock room. By making use of your stock 
room, you will be able to display more merchandise styles in a limited 
space. It is important to have your sta" be knowledgeable about the 
inventory.

Evaluate the inventory and customer profiles  
at competing facilities
Visit competing facilities in the area to review their inventory of women’s 
merchandise and customer profiles for female customers. The SWOT Market 
Analysis described in the “Know Your Customer Playbook” (see page 90)  
can help, but tailor it just for women. 

Factors of your SWOT Market Analysis for Women may include:

Square footage of women’s inventory

Vendors carried

Quantity of merchandise styles and sizes

Cleanliness

Lighting

Signage

Shelving height

Mirror placement

Color coordination/merchandise presentation

Pricing and promotions

Number of female customers you observed and their Golfer 
Portrait profile (see PGA Golfer Portraits in the “Know Your 
Customer Playbook” - pages 87-88)

Knowing which inventory moves

Successful sales results
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CHECKLIST

FACILITY AUDIT

1. Is there well-designed signage directing customers toward  
the bag drop, golf shop, restaurant, restrooms and first tee?   " "

2. Are you and your sta! prepared to anticipate new customer  
questions and provide the appropriate service upon arrival?  " "

3. Are you and your sta! knowledgeable about the fit, fabric  
and care of the merchandise in the golf shop?      " "

4. Do you carry a variety of women’s sizes?     " "

5. Do you carry women’s-specific equipment and accessories?  " "

6. Do you have a specific location for women’s merchandise  
that complements importance?        " "

7. Is a member of your sta! responsible for regularly cleaning  
all restrooms at your facility?      " "

8. Do you have an o!ering of personal items in women’s restrooms  
(tissues, lotion, possibly flowers or hard candy)?     " "

9. Is your golf course set up in a way to promote fun and success?  " "

10. Do you have rated forward tees that promote fun and success?  " "

11. Does your sta! validate the forward tees and encourage play  
that matches ability and distance?      " "

12. Does on-course sta! understand how to properly encourage  
an enjoyable experience for women?     " "

13. Is your on-course sta! prepared to politely o!er assistance  
and guidance to players?       " "

14. Does your restaurant o!er healthy options, including snacks,  
on the menu?        " "

YES NO
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V. PROGRAMING AND EXPERIENCES

As we learned, women are pressed for time, have a desire for mastery, enjoy the social nature of 
the game and value experiences in lieu of “products.” Many women, but certainly not all, value 
and prioritize the social experience over traditional competitive experiences. The opportunity to 
take advantage of the significant upside o"ered by the women’s marketplace is an invitation to 
creatively align your programing and experiences with what women value. 

SHARE THE EXPERIENCE
Think about how you can arrange your player development program to align with what 
women value most: FRIENDSHIPS, LEARNING, CAMARADERIE AND THE EFFICIENT 
USE OF TIME. The core principles of golf instruction are the same regardless of gender, 
however, understanding how women learn and process information di"erently is 
important. Language, tone and approach are important.

KEY UNDERSTANDINGS

1. Women value learning and have a desire to understand  
the activity they are doing. 

2. New/Beginner female golfers are often apprehensive, 
due to their unfamiliarity with golf, and desire to excel.

3. Women want to have fun, so encourage a fun golf experience.

CREATE A WELCOMING ATMOSPHERE
Your player development programs should be inviting for female students. The uneasiness 
women feel about golf is a result of their lack of knowledge and concern about not being 
good enough. Immediately set the tone by making them feel welcome and personally 
connecting with them. 

WELCOMING ACTIVITIES

 ! Host a reception with students as a lead into or on a day prior  
to the clinic/lesson

 ! In a group lesson or private lesson, take time to have the students 
introduce themselves and also explain their expectations, fears or 
worries

FOCUS ON GROUP ACTIVITIES
For many women, golf is valued as a social activity. Many women will excel in group 
lessons and activities as they enjoy the opportunity to be with friends. Group instruction 
is seen as less intimidating as well as value-driven, as the price is lower. Women also 
benefit from learning with others at the same level of play and this enables them to find 
golf partners for their next game—a source of positive reinforcement.
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VI. SUMMARY

FEEDBACK
Customers have a way of providing instant feedback, as to whether they like or dislike 
the services they are receiving. They visibly vote with their wallets and their feet, and 
women in particular are very loyal customers—they will let you know where you stand. If 
a woman connects with an experience, product and business, not only will she support 
it, she will also bring her friends, family and colleagues to participate—creating a 
multiplier e"ect.

As mentioned, marketing research demonstrates that women value personal 
recommendations from their friends and others they trust, over most all forms of 
marketing. To that end, once your facility has become a business that is women-  
friendly, you can exponentially grow your business by getting the word out regarding 
the benefits and services you provide.

Remember, as women play more golf and 
increase their involvement, the word on which 
facility is doing a good job will travel quickly 
through their formal and informal networks. 
The opposite is equally true. Women will 
do this naturally, which is why the upside in 
engaging women for the industry is so great. 

ROLLING OUT THE GREEN CARPET™
Just as you focused on your facility and looked at specific tactics you can employ to 
better engage women, consider getting your course certified by the National Women’s 
Golf Alliance™ (NWGA). This certification will be a symbol to the local women in your 
market that you are serious about welcoming them as customers. 

The NWGA, with the mission to increase the number of women playing golf and improve 
engagement levels of existing women golfers, created evaluation standards for facilities 
focusing on course playability, customer service, course amenities, facility amenities and 
golf programs. This certification is called “Rolling out the Green Carpet™.” 

Facilities that qualify will be able to display the certified Rolling out the Green Carpet™ 
designation, demonstrating that the facility is women-friendly. This certification will be an 
asset to your newly focused facility, as you seek to attract local women to your course. 

So, are you Rolling out the Green Carpet™? 

To learn more about the NWGA, or be certified, 
visit www.nationalwomensgolfalliance.com 
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APPENDIX
SUZY WHALEY'S SATISFACTION CHECKLIST

MEET AND GREET YES NO

Are you and your sta! prepared to anticipate new customer questions and provide the necessary 
service upon arrival?

Do you and your sta! properly direct the customer towards the next location (i.e. show don’t tell)?

Do you provide adequate signage from location to location (parking lot to golf shop; golf shop  
to first tee; green to following tee)?

Is the signage visible and understandable, with a clean design?

Is the parking lot clean, cleared of debris, and trash free?

Do you and your sta! personally greet each customer?

Do you and your sta! make eye contact and extend a hand, if it feels right?

Do you and your sta! make the e!ort to come out from behind the counter?

Do you know the following things to know about/ask your female customers?

Know her name

Ask about her family

Ask about her interests outside of golf

Ask about her work

Listen, learn and follow up

Where appropriate, research a factor about the person you can appropriately  
bring up in conversation

Does sta! introduce programming that client might not be aware of but may be interested  
in attending?

Do you frame open ended questions so the woman can tell you her stories?

Do you have a starter or marshal roam the course, o!ering assistance to customers?

Do you and your sta! ask your female customers about their experience?

STAFFING YES NO

Have you contacted the PGA Golf Management Universities regarding intern programs and  
new female graduate lists for hiring?

Are you listed on CareerLinks for job postings?

Do you contact the LPGA when searching for a new assistant?

Are you o!ering recruiting bonuses to females?

Are you o!ering staying bonuses to females?

Do you o!er education allowances? Dues reimbursement?

Have you incorporated pension plan discussions or IRA contributions into your interviews?

Do you have female sta! working in outside operations?

Do you have female sta! working in a marshal or course advisor position?

Do you have a female starter?

Do you have female PGA or LPGA Professionals working for you in the golf shop?

Do you have females working on the superintendent's golf course maintenance sta!?

Have you scheduled sta! meetings focusing solely on female sensitivity training  
(reviewing policies, cleanliness, and programs)?

Have you scheduled female guest speakers to come and speak during your events?

Have you taped the interaction between your sta! and female members in the golf shop  
and on the lesson tee?
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Does your sta! have the following characteristics which engage women?

Strong interpersonal skills

Strong communication skills

A good listener

A self-starter, ready to o!er personalized customer assistance

A willingness to learn what is required to o!er first-rate service

Have you taught your sta! the information you learned from this Playbook?

Do you dedicate meetings with sta! on training them to properly engage women?

Do you proactively seek feedback from your female customers on your facility's culture  
and how you can improve?

WOMEN'S MARKETING AND PLAY YES NO

Do you have a web page and is it female friendly? Are women's pictures, events, and  
play options featured?

Are you on Facebook and other social channels actively marketing to females daily?

Are you tracking women's play at your facility on a daily and weekly basis?

Are you tracking women's spending, play, and usage patterns?

Do you survey the women at your facility through Google survey or a similar survey tool?

Do you respond to the survey?

Do you have pictures on the walls that include people and not just scenery?

Are you scheduled to host a Women's Golf Month Event during the year?

Do you schedule a women's 18-hole member-guest?

Do you schedule a women's 9-hole member-guest?

Do you schedule a women's 9-hole member guest for your 18 holers?

Do you schedule a golf professional to be out on the golf course during women's  
member-guest events?

Do you o!er family-friendly tees? Are they rated?

Do you o!er discounted family play rates?

Do you o!er a four-or five-hole rate for new golfers?

Do you o!er a hole-by-hole rate?

Do you o!er unrestricted tee times for females?

Do you have a ladies league or organization?

Do you o!er a 4-hole or 5-hole beginner league?

Do you host EWGA events?

Do you o!er on-course fun events to include SNAG, Kwik Golf, team events and scrambles  
from the family tees, etc.?

Do you o!er babysitting or parents out night?

Do you o!er access to a female high school golf team?

Do you o!er access to a female college golf team?

Does your golf shop sta! invite female members to PGA Section pro-am events?

Do you o!er women-only demo days?

Do you o!er women-only custom fit days?

Do you o!er women-only play with the pros days?

Do you o!er open play days for women from the state or regional golf association?

Do you provide information to women on amateur tournaments, junior tournaments,  
and state golf association events?

Do you upsell to women? Do you point out items appropriate for their spouse or friends?

Do you provide an invitation for new golfers?
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Do you move new golfers on course, sooner rather than later?

Do you provide an on-course introduction to beginners to make them feel more comfortable?

Is your golf course set up in a way to promote fun and success?

Do you have forward tees and are they rated?

Does your sta! validate the forward tees and encourage play that matches ability and distance?

Does on-course sta! understand how to properly encourage an enjoyable experience for women?

Is your on-course sta! prepared to politely o!er assistance and guidance to players?

Have you hosted a reception with students as a lead into the clinic/lesson?

In a group lesson, or private lesson, do you take time to have the students introduce  
themselves and also explain expectations fears or worries?

Do you promote TEE IT FORWARD?

Do you list your programs on Active.com or Play Golf America.com?

Do you market accessibility for all golfers?

Do you o!er Get Golf Ready classes?

WOMEN'S RESTROOMS AND LOCKER ROOMS YES NO

Do you have clean restrooms?

Is a member of your sta! responsible for regularly cleaning all restrooms at your facility?

Have you considered the location of on-course restrooms?

Are your on-course restrooms easily accessible with appropriate signage?

Do you have an o!ering of the following personal items in women’s restrooms or locker rooms?

Daily newspaper

Current magazine publications appropriate to a female audience (i.e. Self,  
Prevention, In Style, Golf, Golf Digest, Golf World)

Paperback Selections

Monthly newsletter

Monthly lesson programs

Club events

Hair Dryer

Curling Iron / Flat iron

Hair Spray

Brushes

Combs

Deodorant

Pain medication

Mouthwash

Bath Towels

Hand Towels

Band Aids

Shampoo

Sunscreen

Feminine Hygiene Products

Soft toilet paper

Television

Shoe cleaning, if possible

Telephone

Shower
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RESTAURANT YES NO

Does your restaurant o!er healthy options on the menu?

Are there healthy snacks available?

Do you designate organic or gluten free options?

Do you o!er low-fat condiments?

Do you o!er low-fat tuna salad and low-fat chicken salad?

Do you o!er baked snacks?

Do you o!er all menu items made without trans fat?

Do you o!er drink options other than water, seltzer, and tea without high fructose corn syrup?

Do you o!er deca!einated iced tea?

Does your beverage cart o!er baked snacks?

Does your beverage cart o!er juices other than orange juice and cranberry juice? Do they  
contain high fructose corn syrup?

Do you o!er high-protein low calorie bars?

Do you o!er a take-out menu for home dining?

Do you o!er holiday take-out options? (Thanksgiving, Christmas, Easter, Yom Kippur)

Do you have flowers on the tables?

Do you have warm and inviting colors in your dining room?

Do you use paper napkins in any dining area?

MERCHANDISING YES NO

How is your merchandise featured? Can a woman readily see where her merchandise  
is being displayed?

Do you and your sta! acknowledge women as soon as they enter your shop?

Are you and your sta! educated on fit, fabric and suggested care of merchandise?

Do you give a women the total look of the outfit that you want her to buy?

Does your sta! know current inventory and are they trained on special orders?

Do you carry a variety of women’s sizes?

Do you carry women-specific equipment and accessories?

Do you have a specific location for women’s merchandise or does it look like an afterthought? 

Are you selling your women's clothes as lifestyle items?

Do you carry all sizes of women's left-handed and right-handed gloves?

Are you aware of the best golf ball choices for women?

Do you carry women-specific golf balls?

Do you have magnetic markers for hats?

Do you sell bug spray?

Do you sell sunscreen?

Do you have your merchandise hanging and folded by size?

Do you have female mannequins?

Do you have a sta! member responsible for displays and dusting?

Do you o!er fashion shows when new merchandise for seasons arrives?

Do you highlight fashion lines during women's events?

Do you ask the women what they like and don't like to wear while playing golf? Do you know  
your female customer?

Do you collect and track sales data of women's purchases in your shop?

Are women at ease in your golf shop while browsing?

Do you o!er free gift wrapping?

Do you track birthdays and anniversaries of your female customers?

Do you post sales and upcoming events on Facebook, your web page and other social channels?
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EQUIPMENT YES NO

Do you have demo clubs for women to try?

Do you have women's rental sets?

Do you have more than one set of women's right-handed rental sets?

Do you have a set of women's left-handed rental clubs?

Do you have senior men's rental sets available for strong, tall women?

Do you have junior rental sets for girls?

Do you have putters with the appropriate length for most females?

Do you have shoe options in multiple sizes for women?

Do you have a catalog out for special shoe ordering?

Do you o!er walking carts?

Do you have clean carts?

Do you upsell to women? Do you point out items appropriate for their spouse of friends?

TEE OPTIONS YES NO

Do you have three sets of rated tees for women?

Do you have two sets of rated tees for women?

Do you have one set of rated tees for women?

Do you have a rated set of tees shorter than 5,000 yards?

Do you have family-friendly tees at the 200 yard markers?

Are your forward tee boxes reviewed by all golf professionals?

Have all assistants and head professionals played from the forward tees?

Do the forward tees have appropriate landing areas for the average female's drive?

Are your tee markers set by trained maintenance crew that know how to align them?

Do you have any ball washers available on the forward tee boxes?

Do you have flowers or colorful items near the forward tee boxes?

Do you have trash cans near any forward tee boxes?

Are the areas near the forward tee boxes edged and weed free?

Do you have the appropriate signage to find the correct hole and tee boxes?

Are your scorecards easy to read and do they include a map of the course?

INSTRUCTION YES NO

Do you have a female golf professional teaching on sta!?

Do you observe your assistant's teaching style?

Do you video tape your lessons with all females?

Do you video tape yourself giving a lesson?

Do you o!er easy access to sign up for instruction? Do you use internet for sign up and  
cancellations?

Do your students know where to meet you for a lesson?

Can students make lesson appointments with your sta! online?

Do you o!er on-course instruction?

Do you o!er fitness evaluations?

Do you o!er strategy lessons?

Do you o!er etiquette lessons?

Do you o!er rules seminars?

Do you o!er practice plans?

Do you o!er lesson plans?

Do you o!er lesson series (discounted packages)?
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Do you have a covered area in which to teach?

Do you have access to seating near your teaching station?

Do you have access to water near your teaching station?

Do you have power near your teaching station?

Do you o!er internet lessons or video lessons?

Do you have the following items in your teaching bag:

Sunscreen

Bug spray

Band-Aids

Extra gloves in all sizes female and male

Tees

Hand outs

Paper

Pens

Sharpies

Teaching aids

Do you understand the di!erent presentation of golf instruction to women?

Do you get to know your student first, so you can best personalize instruction based on her preferences?

Do you take students on course during lessons and clinics, the sooner the better?

Do you show them how and where to hit specific shots while on course?

Do you set appropriate expectations with your students that match their goals for the experience?

Do you encourage students to play golf on their own terms—for fun, improvement, to succeed,  
exercise and to win?

Have you helped students manage the course by showing them how they can play and  
enjoy the game?

Do you get feedback from your student, ask how you are doing and if you could change your  
approach, and improve the experience?

Do you provide a way to be available for your students, via phone, email, Facebook or Twitter?

Have you created a schedule and expectations of when and how you will respond to your students?

Does your player development program o!er a welcoming atmosphere?

Do you o!er group instruction or clinics that emphasize the social experience?

Are you aware of your students’ learning styles?

Are you encouraging to your students? Do they feel prepared to succeed?

Do you o!er programs that are convenient to your female customers (working women,  
mothers and working mothers)?

Do you o!er services in conjunction with your programs to align with a woman’s busy schedule?

Do you o!er Get Golf Ready programing?

Have you considered adjusting Get Golf Ready to be even more female focused?
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