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This past golf season a first-time student visited Chad 
Elledge’s lesson tee at Meadowbrook Country Club in the 
Detroit suburb of NorthvilIe. A man in his 30s, the new-
comer was asked in-depth questions about his back-
ground, profession, golf experience and goals for im-
provement. For many years, that long and thoughtful in-
quiry by the teacher was a mark of distinction. The best 
practitioners learned they should ask a lot of questions in 
the first encounter and take notes on students’ answers. 
This procedure is now so standard it no longer sets you 
apart—teachers of all ranks tend to start this way.
     Lately what distinguishes a coach or teacher is what 
they provide once all that interviewing is over. It amounts to 
a road map of activities plus a catalogue of products and 
services. These are delivered in a way that engages, edu-
cates and welcomes the new customer. As a faculty mem-
ber of the multi-site Inner Circle of Golf academy, Elledge 
brings an impressive introductory tool for enthusiasm 
building. It’s Inner Circle’s impressive 65-page book for 
new students. The proprietary, spiral-bound book is di-
vided into sections, some of which are interactive—i.e., 
with notebook-style space for the student to self-evaluate 
and record performance stats.
     “We desktop-published it,” says Elledge, who is quick 
to point out that wisdom from many sources is quoted and 
credited in the book, including a stretching regimen by 
Scott Fedisin of Sea Island Golf Club and plenty of Vi-
sion54 on-course training plus excerpts from Dr. Rick 
Jensen’s writings, among others. “It answers the question 
of what this golfer would need to do to significantly im-
prove,” Elledge says, “and it answers the question of what 
is in our menu of services and how do those services de-
liver value that is well worth the price.”

     Think about it: The new student may know you by repu-
tation or as a friendly face around the golf facility—but they 
don’t know what happens on your lesson tee when the 
learning process begins, or what awaits them down the 
road. As golf instruction abandons the half-hour slice-fix 
and moves toward a long-term remake of the golfer’s per-
formance on the course, that first lesson gains importance. 
The book Elledge and his Inner Circle colleagues hand out 
carries the obvious benefit of outlining credentials. Elledge, 
for one, needs a place to explain that he is a Level 3 TPI 
Golf Fitness Instructor, a TPI Level 3 Junior Coach and a 
TPI Level 2 Golf Coach, among other lofty achieve-
ments—including certification to teach using the K-Vest.
     “The new student wouldn’t know that our staff instruc-
tors will caddie for them in a tournament, and what that will 
cost and how beneficial it could be,” says Elledge. “They 
don’t know about supervised practice as a menu item, or 
all the forms of personal training we offer, the chiropractic 
resource we provide—in those pages we can detail that 
information.”
     The corporate buzzword for all this down-the-road up-
selling is, of course, “loyalty.” Eytan Abrahams of Penton 
Media, the venerable New York City trade-magazine com-
pany, spoke recently wrote about building loyalty and con-
tinuity with the new customer via a three-pronged ap-
proach: Welcome, Engage and Expose. That third element, 
Expose, would mean showcasing the range of products 
and benefits your teaching practice or academy offers. 
Without overwhelming the newbie, you are catching them 
at a receptive moment and talking about products and 
benefits that they may wish to upgrade to. 
     These points were made during a business forum that 
discussed an interesting goal for businesses: Treat your 
active customers like prospects. Mainly that's a matter of 
bringing consistent energy and a belief that your business 

[4]

MARKETING 

Using That First Lesson to Market 
Your Full Repertoire 

Lately what distinguishes a 
coach or teacher is what they 
provide once all that inter-
viewing is over....These are 
delivered in a way that en-
gages, educates and wel-
comes the new customer. 



offers multiple valuable ways for 
them to benefit. In the case of golf 
instruction, that means many ways 
for students to learn golf technique, 
train their bodies, grow as competi-
tors and make golf a positive part 
of their lifestyle. 
     Obviously, first-time customers 
come in different varieties. At a pri-
vate club, the teaching professional 
could be acquainted with most, if 
not all, the members. Therefore 
when a member makes their first 
commitment to the instructor’s 
learning program, it will be impor-
tant to address potential assump-
tions the student has about what is 
or isn’t offered and how the experi-
ence will go. Likewise, there are 
now many first-timers to golf in-
struction who are entering via the 
Get Golf Ready or First Tee player-development programs. 
When you are applying the expose-and-showcase tech-
nique to these golfers, you will need a condensed, simple 
and easy-to-understand version of it.
     Then again, keeping things simple and understandable 
is part of the latest thinking among loyalty-program de-
signers who advise big companies. Sarah Robinson is one 
of those experts, author of Fierce Loyalty: Unlocking the 
DNA of Wildly Successful Communities. From that book 
title, it’s clear that Robinson stresses making new custom-
ers feel like they are part of a like-minded group—in golf 
that may apply strongly to non-elite juniors and adult fe-
male beginners. 
     The first step in that effort, Robinson writes, is to make 
your relationship with loyal customers a personal experi-
ence. That’s easy advice to follow for golf coaches—inter-
acting face to face with energy and a personal touch is 
what the job is all about in the first place. Just remember 
that the student isn’t getting this experience elsewhere very 
much, so build on that benefit and take credit it for it. Like-
wise, create upsell golf experiences that deepen the com-
munity feeling, including expeditions beyond the golf facil-
ity. Robinson also advises engaging the less sophisticated 
customer—for example, that Get Golf Ready lesson-
taker—with a loyalty program that provides “member 
benefits” right away. She cites a shrewd strategy by Omni 
Hotels, saying “Most hotel loyalty programs require you 
bank a ton of stays before you get any benefits. Not Omni. 
The minute you sign up, you get free perks.”
     Other loyalty and repeat-business experts make a 
strong point about the new customer’s “path” through your 
operation. To welcome in a way that gives you a stronger 
chance they’ll be loyal and open to purchasing services like 
playing lessons, clubfittings and specialty-shot clinics, get 
them comfortable with  the personnel who will be part of 
their experience, from the golf shop counter people all the 

way to outside operations workers 
who might be ferrying them to the 
range in a golf cart.    
     That advice comes from Eloqua, 
the branded marketing component 
of computer giant Oracle, which 
then adds: “Show the customer 
where they’re headed with your 
company in the short- and long-
term, exposing them to other prod-
ucts.” It’s excellent advice that cuts 
across industry boundaries.
     Proponent member Adam 
Smith, who has served the 
member-only Salisbury Country 
Club in Midlothian, Va., since 1998, 
has a student guidebook similar to 
Chad Elledge’s, although Smith’s is 
in itself an upsell, priced at $19.95. 
Of the approximately 60 new stu-
dents Smith worked with in 2013, 

about 10 of them purchased his guidebook. That’s a pretty 
fair hit rate, however, given that Smith’s upsell works only 
when the student is willing to not just part with money but 
commit themselves to a fairly ambitious fitness regimen.
     “Convincing people to come back is the golf instructor’s 
job, on the day of that first lesson,” acknowledges Smith, 
who has a skill-by-skill pathway for the new golfer to fol-
low. It itemizes isolated activities such as holing short 
putts, escaping from on-course trouble and the like. But 
the big commitment of a Smith student is toward “training 
the body for golf,” something he has helped build his con-
siderable reputation on.
     Craig Renshaw, a Proponent Group member based at 
the Legacy Performance Center in Scottsdale, Ariz., has 
not yet put together a structured, formal approach to 
loyalty-building or promotion of a service menu. However 
he does use an organic, perhaps “narrative” approach to 
marking progress and reminding the student how far they 
have come. “That’s one strategy for developing the person 
within your teaching practice,” Renshaw comments. “Six 
months into their work with me, I’ll have a student moaning 
and groaning about missing a 130-yard pitch shot 20 yards  
left. For both our sakes that’s the moment where I ask 
them what they did on that shot when we first got to-
gether—the answer is, they skulled four out of five.”
     Renshaw calls the interaction with his students “the 
only time when I’m not a control freak,” saying he relies on 
the natural flow of the relationship to find its proper course. 
Still he mentioned the value of at least a basic tool for “lay-
ing out what’s possible when you begin work” with a new-
comer. For his part, Chad Elledge recalls a great first les-
son last summer with a 40-something businesswoman that 
“never led to any further sessions, because she just had 
one problem at the time, around preparing for a business 
golf event, and we fixed it.” Doubtless that type of speedy 
service and success earns loyalty of a different sort. 
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