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Product designers are dangerous
Have you ever had the chance to talk to a “designer” of 
something that had to be manufactured? Maybe a car de-
signer or, probably in our industry, a golf equipment de-
signer. Have you ever listened to them talk about their 
product? 
     Designers of a finished product become passionate 
about the smart design or their manufacturing with the 
really high tolerance levels at the expense of telling any-
body about the result it will deliver. It’s natural because 
they work so hard to shave weight, to strengthen thinner 
and lighter materials, 
and to lower the cost 
of manufacture. De-
signers are problem 
solvers so they want to 
tell everyone about 
how they solved the 
problem. 
     You can see this 
inclination in some of 
the customer facing web sites of the equipment manufac-
turers. Here are the majority of the words used to describe 
the Ping i25 irons on their web site:
     “They offer a progressive set design where each iron 
has a specific function with regard to the center of gravity, 
the bounce and the offset. A machined face and grooves 
deliver consistency in the 17-4 stainless steel 
head. The foggy chrome finish and clean 
cavity design create visual appeal.”
     How many golfers understand what 17-4 
stainless steel is? How many know whether 
there’s a 17-2 or 17-6 and if there is, what’s 
the difference? 

Golf Instructors fall into the same trap
     This is a debate I have several times a 
month with vendors who are very, very keen 
to inform golfers about the cover blend on 
their golf ball, the thickness of the crown on 
their driver, or the amount of times a face has 
been tested for its CoR or CT. 
     Golf Instructors often fall into this trap as 
well. Their equivalent of a ‘design’ is their 
‘system’. It’s usually something they’ve 

worked very, very hard on. They’ve honed it over hundreds 
and even thousands of golfers. And it works. Golfer after 
golfer has improved. 
     I was in Florida last week and met with a Golf Profes-
sional who was passionate about instruction. He also be-
lieves he has found a cure for the average golfer’s slice. 
The ease with which he fixes the majority of golfers with 
this problem is a revelation to him. But all of his communi-
cation is about the way that he changes their setup and 
technique and not just a list of cured golfers. 
     This is an Instructor consumed by the how. This though, 
is the equivalent of the Ping engineer and his “17-4 stain-
less steel”.

Make communication simple: “I will help you play 
measurably better golf and have more fun”
     Derek James (no relation) takes another approach and 
he’s very successful. Derek was a tour player in South Af-
rica who became the head professional at a small club. 
He’s Director of Golf, Head Professional, Shop Manager 
and Director of Instruction rolled into one. He has created a 
great reputation for his ability to teach the short-game. 
Consequently he has a full lesson book at his club, while a 
group of members from a club in Austria pay for him to visit 
Austria for a month each year to teach at their club. 
Derek never mentions his ‘stainless steel’. He doesn’t even 
describe how he will go about delivering improvement to 
the golfer. He talks about the result and makes a ‘guaran-
tee’. 
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RETAILTRIBE ON MARKETING

It’s Not About the “Stainless Steel.” It’s 
About the Outcome. 

The guarantee makes this a no lose transaction for the golfer and focuses on the result.



     This may appear very simple as a proposition, 
but that is what it is: A proposal to improve a 
golfer’s short game and lower their handicap. 
That is the language a customer wants to hear. 
The how or the ‘stainless steel’ or the ‘system’, 
isn’t that relevant to them, especially as Derek 
has a track record of delivering results. 
     Initially, in the absence of a track record that 
everyone was aware of, Derek focused on his 
money back guarantee. “If I don’t measurably 
improve your short game then I will give you 
your money back.”

Building trust
In the absence of credibility, the guarantee 
makes this a no lose transaction for the cus-
tomer and reflects Derek’s confidence that he 
can deliver. It’s a great start. After the introduc-
tion of the proposition, if you are replicating Derek’s ap-
proach, it’s now up to you 
to accelerate public aware-
ness of your successes.             
     Take pride in the trans-
formation of your custom-
ers. Again, don’t focus on 
the technicality of either 
your system or even what 
you did to a golfer’s set up 
or swing. Keep the focus 
on the outcome. A better 
short-game, lower scores 
and a lower handicap. 

Making sure your 
proposition creates 
customers

There is no rocket science in this. It is just about simplifying 
your proposition to your golfers and not diverting their at-

tention from the outcome, 
to the system. You want as 
many golfers as possible 
to: UNDERSTAND the out-
come of investing time and 
money with you, VALUE 
the result you are going to 
deliver; and TRUST that 
you are highly likely to de-
liver that result.
     Your proposition is the 
foundation upon which you 
build everything else. So 
invest some time in think-
ing through that proposi-
tion and how you will 
communicate it.     
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Let RetailTribe 
Make 2014 Your 
Best Year Ever
“I cannot believe the results that RetailTribe has achieved for 
me, my business and my golf club. Shop sales are through the 
roof and I have more coaching demand than I can manage. 
Every PGA Professional, golf club or instructor should be using 
RetailTribe.” 
-Monte Meyer, PGA Professional, South Hills G.C.

You’ll be surprised at how easy we can make effective 
marketing 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.  

Testimonials reinforce that you are highly likely to deliver on the result you promise.

The Correct Channels for Your Communication

BrightLocal, a research company, recently surveyed 20,000 
U.S.-based businesses to assess sources of leads and re-
spondents. These were the findings:
• Online marketing as a whole: 54 percent 
• Word of mouth: 26 percent
• SEO: 19 percent
• Online local directories: 15 percent
• PPC: 3 percent
• Local radio advertising: 2 percent
• Local TV advertising: 1 percent

     Interesting results, especially if someone is charging you 
for ever more sophisticated optimization of your website for 
the search engines.


