Sport Bay of Plenty

more people, more active, more often

MARKETING YOUR CLUB

Marketingisthe ability to talk about what makes your club unique and appealing to atarget market.
How does thatapplyto your club? There are two main forms of marketingaclub— formal and

informal.

Formal

Formal marketing canincrease a club’s profile and membership in a particulararea. Listing yourclub
inthe telephone directory, advertising membership registrations in the local newspaper, offeringa
discounton court hire prices, or redecorating the club facilities are all examples of formal marketing
activities.

These formal marketing activities should be recorded and planned forin a club’s marketing plan.

Informal

Informal marketing are the little things club managementand members do everyday —like offering
help and providing information to prospective customers over the phone, orencouraging their
friendstojoinup

Both forms of marketing rely on club members talking positivelyabout the club. Soitisimportantto

try and make every experience or contact with your club a positive and rewardingone.

Who does marketing?

Everyoneinthe clubshould be involved ininformal marketing whenever they can. Encourage your
memberstotell theirfriends and family about what the club can offer.

For formal marketing, it’s useful to appoint a marketing and promotions officer, ora small teamto
oversee the developmentand implementation of the cub’s marketing strategies.

It helpsyou find out more about potential members needs, how you can develop new and existing
servicesto keep up with theirneeds, and how toletthem know about this.

A marketing plan should not be complicated ordifficult to develop. Itisimportant to be realistic
aboutthe club's marketing objectives as some marketing strategies can be costly to implementand

may not have the desired effect.

There are many waysto develop amarketing plan, butbefore you startit may be useful toraise it

with members at a club meeting. Discuss what sets your club apart from other clubs, what it offers

that otherclubs don’t, and what the benefits of joining your club are.
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These messages aboutthe clubshould be included inthe marketing plan and subsequent marketing
activities. Theseare the things that attract new members and make people feel good aboutjoining.
It may be helpful tolook at how other clubs markets themselves. This may give yousome ideas to
adapt foryour own plan. Many clubs make the mistake of spending alot of time and moneyon
promotionstorecruitnew members butforget existing current members. To retain membersinthe
longterm, it may be less expensive and more effectivetoimprove the basicservicesthe club

provides, the attitudes of staff towards members, and the standard of facilities.

SIMPLE MARKETING PLAN

A simple planforasmall club would contain some basicelementsincluding:

Objectives

These should be specific, measurable and achievable eg. recruiting twenty new junior members by
the start of a particular competition.

Situation analysis

What’s the club currentsituation? It could be helpful to do a SWOT analysis (to establish your clubs
strengths, weaknesses, opportunities, and threats.

Strategies

These are the tools and activities to address the club’s particular situation e.g. not enough members.
These tools and activities must be targeted at specific markets.

Target marketingis the practice of designingand directing services at specificindividuals or groups
of customers. Try to think about the most effective way of communicating with yourtarget market—
what do they like, what do they read, where dothey go, how can you attract theirattention.
Budget

Develop arealisticmarketing budget within the club’s capabilities. Focus on low-cost or no-cost
strategiestobegin with.

Evaluation

Make sure you have a chance to evaluate the strategies. Have they met yourobjectives? Some
activities such asa membership driveare easy to evaluate. Butitwon’t be possible to evaluate
others until afterthe event.

Collect copies of press clippings or media coverage, records of attendances at functions or

competitions, and any feedback the club receives - positive or negative.
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