
If you read last month’s column, you’re aware that here 
at RetailTribe we are passionate about the customer and 
zealous about giving them genuine value. 

     The good news is that, within this calculation, there’s 
a route to greater income for golf coaches that would not 
require working additional hours. The specific activity is 
getting more golfers converted from the introductory 
phase to the point that they are comfortable and highly 
likely to stay in the game—a recipe for increased 
revenues across the golf facility. 

     I’d like 2016 to be the year you boost your income per 
hour by designing and creating small group programs 
that inspire the 20-handicapper (and above) to take the 
next step in their skill and performance development. 

     Let’s all agree that program design for golf instruction 
requires careful thought if it’s going to be effective. 
Recently I made a list of 20 select golf coaches and 
studied their coaching outreach to the customer for the 
month of April. It’s the start of the golf season for many, 
and most golfers are at their most enthusiastic. I wanted 
to see what “offers” were being made to them. In the 
process, I looked at websites and even visited several of 
the facilities. Where I was unable to visit in person I 
made phone calls. 

     I imagined myself as a golfer who last year completed 
a Get Golf Ready program plus a follow-up GGR 
program. The profile I had in mind was someone who 
still finds it hard to get the ball off the tee and down the 
fairway with any consistency or distance. Likewise this 
golfer struggles most or all of the time to hit approach 
shots with accuracy or even on a decent trajectory. Short 
game? That’s no better—a disappointing series of of 
chunks and thinned shots that shuttles the player back 
and forth across the green. 


     What did I find, in my review of the 20 coaches? First 
I’ll say that the visual quality of golf instructors’ websites 
continues to improve dramatically. The presentation of 
information is almost always very clear and easy to 
understand. Similarly, at the courses I visited I found neat 
calendars of events on the noticeboards. Staying in the 
mindset of that GGR graduate who truly desires to get 
into golf, I was pleased at the easy-to-locate programs, 
the user-friendly schedules and the very visible pricing. 

     I even found a couple of facilities (one of them a 
noted award-winner) that had created pre-Get Golf 
Ready programs to help people who were really 

intimidated. This was basically an orientation about the 
facility, with a chance to meet someone who spoke their 
language. In a couple of cases there was a helpful 
schedule of clinics covering the season’s first six weeks. 
So, it was all good stuff.

     At the same time, what I didn’t find were any 
programs that would instantly appeal to the inadequate 
golfer I was playing the role of. Sure, I found lesson 
packages. In several cases I found “practice 
sessions.”At one of the facilities they informed me that 
their “Practice makes Perfect” (supervised practice 
session) had become their most attended program and 
most profitable session. That’s great, and, incidentally, 
rather proves the point this article wants to make. 

     It seems that once a golfer is through Get Golf Ready, 
the next step on the player development pathway is 
“lessons” or “coaching” with a PGA professional. That’s 
not good enough for the industry. This golfer needs to 
see clearly their pathway to improvement.  
     I sat with a group of golf coaches and went 
through the opportunity to design and create 
programs that would both inspire our target golfer, and 
highlight for that golfer a route to more enjoyment on 
the golf course. 


In just 60 seconds these were the program titles they 
brainstormed: Tee shots 101; Hit it higher and longer; 
Making the short-game simple; No-more 3-putts; Up 
and Down in 3 from 40 yards; Solid contact more 
often; Break 95 every time; The fundamentals of the 
short-game; No More Fat Shots, No More Thin Shots.
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Whatever you think of their titles (it’s worth you and 
your team coming up with some yourself), these would 
make our target golfer curious at least. And curiosity is 
the first step toward inspiration. The next step is to 
describe the outcomes of whatever is being offered.

     Again thinking about our target golfer, the group next 
selected three programs, one for tee shots, another for 
chipping, and a third for putting. They described the 
skill(s) and performance each program would deliver to 
the customer. Then they described that skill 
development in a way that allowed the golfer to visualize 
its impact on their enjoyment out on the golf course. 

     For our target golfer, if they’re reading this 
explanation of the final outcome on a web page, in a 
social post, on a noticeboard, or even listening to a 
coach explain the program, the value they will gain as a 
result of purchasing the program has been established. 

     That’s important because the incentive to learn how 
they’re going to get to the end result has been created. 
The golfer is also going to start to value the program 
not based on the amount of time the instructor is 
spending, but rather on what they, the customer, is 
going to get out of it.

     Our group of coaches then worked on how they 
would get to the outcome. The temptation at this stage 
of any workshop is for the coach to get down into the 
details of grip, stance, posture, swing plane and swing 
path. But that is not required. Instead what the golfer 
wants to know is this:

     Timings and Scheduling: How many weeks will all 
this take, how often will there be a session, how long 
will it last, how is it scheduled?

     Format: Is it one-on-one, group (and if so how 
many people, their age range, mixed or just men/just 
women), does it take place on the lesson tee, on the 
course, with technology? 


     Enjoyment level: Will we be respected, listened to, 
cared for, supported, and will we enjoy the experience? 

     Who: The golf coach and any supporting staff and 
success with this program.

     Checkpoints: Will there be assessments and 
checks along the way?

     Requirements: What gear do I bring, is my fitness 
and health an issue, will there be follow-ups to this and 
what sort of commitment do I need to make up-front?

     Cost: How much will I have to pay, and when?


What this golfer doesn’t need to know at this stage: 
in promoting this session we don’t need to explain—
because the customer doesn’t care—what the instructor 
will do to position the upper body, to reorder the biokinetic 
sequence, create shoulder turn, or what-have-you. 

     Steve Cottingham, in promoting a similar program, 
said it was about “making you look like a golfer when 
you swing the club.” The response was so great that he 
now promotes a program with two videos next to each 
other. One is the swing of a typical 20-handicap golfer, 
and the other is a video of what a golfer looks like after 
his program. His program is “Look like a golfer.”
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     Getting down to the dollars, here is one very 
strong suggestion: Do not price this program by 
working out your hours and calculating your price 
per hour. This program has a value to a golfer. 
Estimate that, with an understanding of the 
demographics you’re marketing to. 

     Then validate that it’s profitable business for you by 
calculating what you would have earned with that time 
and follow-up requirement, given your rates. Your 
objective is to create programs that increase your hourly 
yield significantly.       


Implementation Ideas 
To help you along I’ve included a link to a web page 
where you can see the three programs our workshop 
group created. By all means, take any ideas you wish 
and use them. 

     Of course you can invent your own or dust off ones 
you may have used previously. But I’d like to think that 
for the 2016 season at least some of you would 
choose to see how this approach could increase your 
revenue.


     The music 
to my ears, 
though, would 
be that you’d 
have created 
real customer 
value in a way 
that’s 
designed to 
develop a 
golfer so 
they’re 
retained in the 
game—that 
you’ve moved 
the golfer up 
the player 
development 
pathway, and 
converted a 
learner into a golfer spending more time and more 
money at the facility while playing more rounds.     



