
Module 8 of 12 Summary and Action Items

Where (and How) to Promote Your Services 
Core Premise 

Successful promotion doesn't require massive budgets or complicated strategies—it 
requires consistency, focus and leveraging the right channels. The "big three" 
promotional pillars (social media, email marketing and your business website) form the 
foundation that coaches can build, maintain and control to fill their lesson books.


Key Concepts 

Email Marketing Remains King: Despite often being overlooked, email is your most 
powerful tool because you own your list and control when and how you reach your 
audience—unlike social media where algorithms determine visibility. That being said, 
only 47 percent of coaches who maintain databases message them monthly, leaving 
significant revenue untapped.


Your Website is Your Hub: A coach's website should function as the central 
communications hub where all business information resides. Focus on converting 
visitors into customers, with every element designed to move people toward action. 


Survey Data Shows Clear Priorities: 87 percent of coaches use social media, 76 
percent utilize email marketing, and 70 percent maintain websites. These channels 
consistently deliver results and should be prioritized over paid advertising or SEO for 
most coaches.


Facility Resources Are Underutilized: Many coaches fail to negotiate access to their 
facility's marketing resources, despite the reality that lesson-takers so often become 
the facility's biggest spenders. This represents a significant missed opportunity.


Action Items 

Email Marketing:


• Build your database through permission-based collection with lead-generation 
magnets (downloadable tips, lesson discounts, exclusive resources)


• Email your list at least monthly—consistency is critical

• Use a reputable email service provider with good deliverability and analytics

• Make emails mobile-friendly with clear calls-to-action
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• Mix valuable content (tips, success stories, insights) with promotional messages

• Track key metrics: Open rates, click-throughs, conversions and unsubscribes


Website Optimization:


• Feature your New Student Assessment prominently at the top of your homepage

• Design for mobile viewing (over 50 percent of traffic comes from phones/tablets)

• Include trust signals: Testimonials, professional photos, endorsements and 

media mentions

• Display contact information prominently (contact form, phone, email in footer)


Facility Collaboration:


• Negotiate facility database access to send messages at least quarterly

• Request instruction promotions on facility social media accounts

• Explore golf cart GPS ads, table cards, bulletin boards and golf shop space

• Secure newsletter space and practice range signage for special events

• Frame requests as win-win: More instruction means more facility spending


Planning and Execution:


• Create a Marketing Planning Calendar mapped 6-8 weeks ahead

• Deploy promotions no less than 4 weeks before each program starts

• Schedule social media posts, emails and printed materials in advance

• Make marketing planning a consistent habit and put it on your calendar


Bottom Line 

Focus your limited time and budget on the "big three" controllable assets: Social 
media, email marketing and your business website. The biggest immediate opportunity 
is email marketing—if you have a database but aren't messaging it monthly, you're 
leaving money on the table. Combine these core channels with underutilized facility 
resources and consistent planning through a marketing calendar, and you'll create a 
sustainable system for filling your lesson book without requiring expensive advertising.
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Member-Only Additional 
Assets to Assist: 

GOLF INSTRUCTOR MARKETING CALENDAR  This guide 
can be accessed under the Branding and Marketing tile 
on the proponent-group.com homepage. 


