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RETAILTRIBE ON MARKETING

by lan James,
RetailTribe CEO

A professor of
Astronomy 101 who
surveys his lecture
hall will notice a
continuum from front
to back. Up close are

the prospective

majors, and behind

them are - . T ) . .

conscientious The cycling industry deals with spectrums of participation that closely mirror those found in the golf business.

students who will end

up majoring in something else. Next come the non- existing and potential market they categorize each

scholars, just hoping for a passing grade. Way back are customer into one of four segments (shown below).

the slackers, many of whom will drop the course or flunk it. It's well known that golf faces no easy task as we
Everywhere you go in this world, regardless of the attempt to grow participation—our counterparts in cycling

activity, there are similar
spectrums of interest and
engagement among
participants and would-be
participants. We know it's New Blood Recreational Weekend Warrior Racing Snake
true of golf and lately I've
discovered it’s also true of
the high-end bicycle
business.

A few weeks ago | met
with the marketing team at a
large cycle retailer to learn
about the company’s
business. | was told about
various ways the consumer
is induced to take up the
sport and how entry-level
participants get enticed to
become more gung-ho
about cycling—perhaps
all the way to the point
where they become, in
industry jargon, Racing
Snakes.

Throughout the meeting
| was struck by how similar
the challenges faced by
cycling marketers
resemble the challenges
we're familiar with in golf. New Blood Recreational Weekend Warrior Racing Snake

When cycling
marketers examine their

Participation by Cycling Segments
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Segmenting Golfers

What is the relative spend per golfer for each segment?

Introductory Recreational or

Golfer

Occasional
Golfer

Committed
Golfer

What is the percentage breakdown of golfers in each group?

When Retail Tribe works with a specific club or course, it looks to find out the local market breakdown across four critical divisions.

face a similar uphill battle. Here are some of the
challenges they encounter:

* New entrants to the industry, called New Bloods, are
very easily discouraged. For many it takes a single
fall for them to hang that bike on a garage wall and
leave it there. This is especially true of women, who
tend to need lots of extra encouragement to reach a
level where they become confident and the sport
becomes enjoyable

* Many New Bloods will only become further
entrenched as Recreational cyclists if you can get
them into a social group

* Passage along the spectrum from New Blood to
Recreational biker to Weekend Warrior to Racing
Snake is important, monetarily. At each stage along
the spectrum (left to right), the amount the consumer
spends will increase.

| suspect the golf instructor or director of golf can

relate quite readily to such challenges and opportunities.
The clustering of customers into four categories also
matches the pattern that research into golf participation
has discovered:

Clearly, there is a large pool of people in cycling’s

Recreational category. The difference in spending levels
between the Recreational cyclist and a Weekend Warrior

is significant. A large group that will increase spending
significantly if it can be shifted ahead one stage translates
to major opportunity. That’s why the cycling retailer | met
with has made it a top marketing priority to connect with
Recreational cyclists and motivate them to become
Weekend Warriors.

By contrast, they are much less focused on getting
Weekend Warriors to graduate to the Racing Snake level.
The reason for that comes down to ROI: Statistics show
that a Racing Snake does spend more on cycling than a
Weekend Warrior spends, but only marginally more, and
most of those additional dollars are spent on nutrition
items.

Being a Snake also seems to bring with it a sense of
entitlement. The Snake cyclist who is buying some new
gear will want and expect a discount, “because I'm a
regular.”

In addition, they take up a lot of staff time on their
multiple visits to the store because they provide an
outlet to talk about their passion. Golf managers may
recognize these traits among long-time members.

| view the golf industry in the same way. When |
work with a specific club or course I’'m looking to
find out their market’s breakdown across four
divisions. Those would be Introductory (new golfers),
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Recreational, Engaged (golf is important
to them and they play frequently) and
Committed (golf defines them and they

Those who are learning and

with the Recreational cyclist. To move
Recreational cyclists up a notch to
Weekend Warrior, the communication

see it as a sport). those WhO are committed has to reflect the motivations and
In most clubs the breakdown is very seemto invest the large concerns of the particular gender of
similar to the way the cycling retail portion of coaching revenues  Recreational Cyclist they're targeting.

company sees its market. The
spending pattern increases among
their golfers do, as you’d expect, mirror
what is seen among cyclists.

If you had to segment the golf market
at your facility in this manner, what would
the splits be like? To take this a step further, where along this
continuum is your biggest potential for growth?

I've talked with many professionals who bemoan the
low level of interest in coaching that is exhibited by the
large group of recreational golfers, and even by those who
play more regularly. Our research into coaching students
bears out their concem. Those who are learning and
those who are committed seem to invest the large portion
of coaching revenues (excluding juniors). We struggle to
get the “regular” golfer into coaching.

Cycling approaches this challenge by communicating
in a different language for different categories. They’ve
worked out at least eight separate personas, covering the
male and female from each category. The Racing Snake
requires a very different language from that which is used

(excluding juniors). We
struggle to get the “regular’
golfer into coaching.

Such a nuanced use of language is
part of the approach we adopted at
RetailTribe many years ago. We learn
about the personas in detail and then
create communication that will appeal to

each one specifically. We are able to succeed
in getting at the large rump of opportunity represented by
Recreational golfers because we’ve learned through
research what attracts them and what turns them off.

We do also create content and articles for our
professionals to use that will appeal to golf's equivalent of
the Racing Snake, but the majority of our articles are
designed to appeal to personas in the Recreational and
Engaged category. There are large numbers of golfers in
these groups to attract.

We are actually going further than the Cycling retailer
described above. We know that, among the generations
in golf, there are very different motivations and barriers.

For starters, someone born between 1927 and 1945 has
much lower expectations of enjoyment. If their game of golf
produces misery, that’s almost part of its appeal, i.e.,

Making it easy to create one post
and send it everywhere

Create Post

More consistent and accurate approach shots for George - watch the video!

Add a photo

7 Twitte

Retailtribe has developed atool that allows you to manage all your social network posts from one place. This enables you to take a photo, add

some inspiring words, and select where (website, email, Facebook, Twitter, other social networks) want it to go, all while looking at one screen.
nspiring you g0 ng
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“the challenge you can never master.” If they’re a
Gen X female with children and a job, time and
enjoyment are much more precious to them. We
create personas for each generation in each
category of golfer. When creating content, we think
about who we’re talking to. In point of fact we
imagine we’re speaking face to face with that golfer.

There’s a further complication created by the
wide breadth of generations one is trying to talk to.
If you're trying to inspire a 67-year-old recreational
male to join a short-game practice group, then an
Instagram post won’t be your most effective
medium. But if you're trying to attract a 15-year-old
female to “learn in a five-ball scramble” format, then
Instagram—with the right photo—will be a useful
channel.

At this point in the conversation you’re probably
worrying about how you’ll find time to send
appropriate content to a website (for search engines
and links to find), to email your database, to post on
Facebook, Twitter, Instagram and all the rest.

Our company has done some spadework in this
area. We've developed a tool that allows you to
manage all your social network posts from one
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place. We wanted the golf coach to be able to take
a photo, add some inspiring words, and then just
select where (website, email, Facebook, Twitter,
other social networks) they want it to go, all while
looking at one screen. Even selecting all channels
and networks is possible, if that is what’s desired.
But whatever channels you plan to use, the four
lessons to take from our cycling retailer are as follows:
* Segment your market into different levels of
commitment or participation and understand
the motivation of each segment
* You need to retain the respect of your golf
equivalent of the Racing Snake, but these
customers are unlikely to truly drive higher
revenues and profits for you
* Your big opportunity will exist where the large
rump of customers are—increasing their
commitment and participation translates into
large revenue increases
* Talk to your recreational customers in the
language that they will relate best to
Now, after all that, let’s try for a truly major shift
—getting all these cyclists off their bikes and onto
our golf courses! P&

It’s not what you do,
it’s what you say and who you say it to




