
























































5. When Will We Truly Embrace Women?

What is the “recipe” for success in attracting and retaining women golfers?

Our analysis suggests that facilities can enhance women’s perceived value of a round of golf by addressing
three fundamental issues.

Step 1 - Eliminate extraneous physical and emotional stressors

Provide ample restroom facilities throughout the course

Ensure there is sufficient drinking water available, as well as healthy food options

Provide ample directional signage, as well as additional navigational aids (maps, GPS) in carts if possible

Ensure there is a well-designed and appointed ladies’ locker room; particularly if one exists for men.

Seek opportunities to streamline the tee-time booking process

Step 2 - Reduce frustration with the game itself

Keep course well-maintained. Aesthetics are important.

Re-evaluate tee box placements, so that more women can reach green in regulation

Provide more short holes

Offer 9-hole play and/or other flex pricing

Step 3 - Enhance the “social” aspects for women (especially appealing to Lapsed Golfers)
— Increase potential playing partners by offering women’s golf leagues

— Provide more “off-the-course” or clubhouse social opportunities, such as a sit-down restaurant, special
interest events and after hours “socials.”
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9. Building a Brand Community Through Golf

What is a Brand Community?

e A specialized community, based on a structured set of social relations
among admirers of a brand.

e Basic elements must exist to form a community
v Consciousness of kind — we, not me mentality
v" Shared rituals and traditions — common culture

v Sense of moral responsibility — obligation to each other

* Marketers play a vital role in establishing the basic elements

Sources: Albert M. Muniz, Jr. and Thomas C. O’Guinn, Brand Community in Journal of Consumer Research, Vol 27, March 2001

James H. McAlexander, John W. Schouten, & Harold F. Koenig, Building Brand Community in Journal of Marketing, Vol 66, January 2002 30



9. Building a Brand Community Through Golf

Marketers Are Building Brand Communities By:

* Providing long-term context for relationships to develop

e Creating opportunities for customers to experience the
brands unrealized potential

e Recognizing loyal customers by providing incentives and rewards

* Fostering positive relationships with the customer, the brand, the company
and other stakeholders including marketing partners
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Media Proliferation: How Golfers are Consuming Media

VORACIOUS.

Golfers are increasing their usage of all media channels to enhance their golf experience, and
television, print and websites are most prevalent.

ADDITIVE.

In a fragmented environment, new media channels have seen slow but steady adoption.
However, new media consumption isn’t coming at the expense of traditional media.

DIFFERENT.

Golfers prioritize their media for golf in different ways than they do for other sports.

DIVERSE.

Cross platform usage patterns show golfers perceiving different media having unique strengths
across various content areas.

ENGAGEMENT.

Print golf media shows particular strength in delivering content in an undistracted
environment, while heavy DVR usage and multi-tasking behaviors create a conundrum
for television advertisers.
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