
By Ian James, CEO, Retail Tribe

You’re extremely busy, yet here I am asking you to publish 
at least one PR success story a week throughout the sea-
son. That’s a “big ask,” as they say, so let’s make sure you 
get a hefty return on your PR effort. 
     We begin with some basic, logical best practices:

Golfers Must Recognize Themselves in Your 
Marketing Messages 

If you’re trying to build coaching revenue from women golf-
ers then be sure you have text and photographs presenting 
success stories from that group. 
     If the majority of your women golfers are higher-
handicap then resist the urge to strongly promote your 
story about the par-shooting woman golfer you teach. In-
stead tell stories about those who have higher handicaps 
and are enjoying success. 
     Also, if your fe-
male players are 
generally over age 
55, remember that 
images and stories 
about under-14 girls 
won’t resonate with 
that audience.      
     The reason I be-
gin by focusing on 
women players is 
because the golf 
industry fails the 
“recognition test” so 
badly. Look around 
your club and count 
all the photos and 
images of women 
playing golf. 
     Most clubs I visit 
have lots of photo-
graphs of men but 
very, very few pho-
tos of women—in 
many cases there 
are none. Yet most 
bemoan their inabil-
ity to generate inter-
est among the la-
dies.  

Send Your PR Via 
Media That’s 
Looked at by Your 
Potential 
Customers  

I’m often asked about 
the merits of Facebook 
vs. Twitter (and re-
cently Instagram has 
been added to that 
list). My answer is al-
ways the same: Where 
are your warmest 
leads? Who are the 
potential customers 
most likely to respond 
to your PR?
     The same would 
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RETAIL TRIBE ON MARKETING 

Use Success Stories to Sell Instruction

Top photo: If you’re trying to build coaching revenue from women golfers then be sure you have stories and photographs 
of success stories from that group.  Bottom image: Are you gathering all the email addresses from your golf community?



apply to email 
databases. 
There’s little point 
in telling success 
stories about 
women golfers in 
your email news-
letter if you don’t 
have any women 
golfers on your 
database. 

Remember, 
There Might 
Be a Separate 
User and 
Buyer

Especially rele-
vant with junior 
golfers is the fact 
that any success 
stories will need 
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Proponent Successes

World-class marketing in less time is worth over 
$12,000 just in time

     “I consider myself a top quality golf coach and that’s what I 
need to spend my time doing” says Paul Kaster, the recently 
appointed Director of Instruction at Forsgate Country Club, NJ. 
“The less time I’m in the office, the better it is for my club and 
my golfers. Over this summer season RetailTribe will not only 
help me to continue to grow my business, they’ll save me the 
time to create an additional $ 12,960 worth of revenue”.
�    There are many email or web Marketing solutions on the 
market. They all provide some sort of template choice. The Pro-
fessional still has to do the hard work of adding the content and 
keeping it updated. When we 
started RetailTribe 8 years ago, 
our mission wasn’t to design 
templates for email or web 
sites, it was to create the ‘con-
tent’, the ‘online conversa-
tions’, and the ‘marketing 
campaigns’ to inspire golfers 
to want to improve and to talk 
to their ‘expert’ PGA Profes-
sional.
�     We also recognized that, 
for an ‘expert’, their time is 
money. We therefore built a service that allows the PGA Profes-
sional to spend more of their time with customers (and their 
family at the end of the day) rather than sitting at their computer 
screen.

�    Paul also endorses the 
quality of content produced: 
“The look and feel of the Re-
tailTribe content is high-class. 
It is clean and professional. 
Everything they produce attempts to stimulate the golfer to talk 
to me about improving their game. That’s exactly what a golf 
coach needs.”
�    “And just as importantly RetailTribe has improved my mar-
keting while saving me 9 hours of time per week. That is gold 
for a golf coach in the summer. If you’re looking to grow your 
business this summer, don’t wait. Contact RetailTribe”. – Paul 
Kaster, PGA Professional, Royce Brook Academy of Golf

“Selling the Result Really Works”

“Rick (a RetailTribe Campaign Manager) told me to run a 30-
yard pitch shot challenge for three hours. I sold more wedges in 
three hours than I’d sold in the previous three months. And 
guess what? I also sold coaching programs.
     Then he encouraged me to run a “Speed Challenge” for 
three hours. I sold over $5,000 of merchandise in those three 
hours, with more in the week after. Selling the result really 
works.” – Bill Abrams, PGA Professional, Balmoral Woods

     Bill is another PGA professional who has embraced “Better 
Golf as a Merchandising Strategy.” 

You’ll be surprised at how easy we can make effective mar-
keting for you. Just give us 20 minutes and we’ll show you 
how we can make an impact for you.
     Contact Ian James at IanJames@retailtribe.com or 972-
743-0038 or visit us at www.retailtribe.com. 

If you want to sell distance-related instruction in May, then then make sure a good portion of your PR success stories in 
March and April include great performance results from golfers who’ve made the investment in gaining distance.



to appeal to both the young golfer 
and that kid’s parents—with a fo-
cus on the mother. 

Talk about the Product You 
Will Be Selling

If your near-term goal is to promote 
Short-Game Improvement programs in May, then make 
sure a good portion of your PR success stories in March 
and April include great performance results from golfers 
who’ve made the investment in a better short-game. 

Which Brings Us to the Most Important Tip

PR communication, and all marketing, is most effective if 
you have a plan. So the question I have for you this month 
is: Do you have a Marketing Calendar? 

     Yes, there are simple annual ob-
jectives. You want to create a “cul-
ture of improvement” among the 
golfers in your community. And yes, 
you want to build their trust in your 
ability to deliver improvement. All of 
that will require PR, along with ac-
tivities like clinics, events, chal-
lenges, education and infotainment. 

     But, you also want to focus all that marketing muscle 
around topics or campaigns. 
     We favor dividing the year into 12 calendar months with 
a focused campaign in each month that is built around re-
lated topics. Below you will see a March Campaign we ran 
with some of our customers.  
     Your success stories published through your PR com-
munications should be very targeted at the specific results 
you are looking to achieve.  
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Retail Tribe favors dividing the year into 12 calendar months with a focused campaign in each month built around related topics (This campaign ran 
last month). Success stories published through your PR communications should be very targeted at the specific results you are looking to achieve.

“...All marketing, is most effective if 
you have a plan. So the question I 
have for you this month is: Do you 
have a Marketing Calendar? ”
                                       -Ian James


