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1 Introduction 

In February 2017 Council asked The Confederation of Golf in Ireland to carry out a review of 
the club to  
 

• promote a business like approach  

• support the development of golf and equality,  

• provide some short term recommendations/actions (0 – 12 months) 

• provide some medium term business/strategic directions (12 months – 60 months) 

• primarily support the club’s structures to become more effective and sustainable 
going forward  
 

One of the recommendations was that the club should develop a Five Year Strategic Plan and 
this was unaminously agreed by the Council in March 2017. 
 
A Strategic Plan is a 3-5 year big picture document that sets the direction or desired future 
for the club. It is used to provide focus and direction in order to move the club from “where 
we are” to “where we wish to be”.  
 
It is a roadmap. It is not a business plan. A business plan which deals with key operational 
matters over the next year. 
 
 

“THE WAY AHEAD – DRIVING SUCCESS” 
 
 
There has never been a better time to develop a Strategic Plan in consultation with the 
members. 
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2 The Market  

Market commentary by Sports Marketing Services – advisors to R&A many golfing unions. 

While overall membership numbers have seen a small increase*, the number aged 65+ has 
increased by 13%. This may be a reflection of the good health of golfers, enabling them to play 
longer and stay members for longer. Our recent health research highlighted the benefits of 
golf on players’ physical, mental and emotional health. 
 
Clubs are offering more categories of membership and nearly every type is seeing an increase. 
Seven-day membership is still by far the most popular category of membership offered, but 
clubs showing growth are increasingly offering more tailored packages, which provide 
flexibility and cater for less traditional golfers. These include flexible, points–based 
memberships for those who are time poor, corporate packages which provide opportunities 
to network, academy/ trial memberships for those getting into the game and 
student/intermediate offers to enable younger people to manage the cost of a significant 
outlay. 
 
As well as membership packages, the type of activities offered is also important. Added value 
deals are one of the least used membership initiatives but are the most successful way for 
clubs to increase membership. Similarly, outreach work and engaging the wider community 
has seen the third largest increase in membership. 
 
Reduced membership fees have been offered by 39% of clubs, with 37% seeing an increase in 
membership. On the flip side, this is one of the least successful initiatives, with 47% of clubs 
seeing a decrease in membership. Adding value, based on the survey may well be a better 
approach. 
 
Consider the experience you offer from the perspective of a new customer, who may be new 
to golf, a new member or a golfer visiting your facility for the first time. Typically, most people 
will search for information, want to sign up or book, have a great experience and leave feeling 
that they want to return. It’s therefore important for clubs to be visible, make engagement 
easy, be friendly and welcoming, and consider ongoing communication that is tailored to each 
individual. 
 
Golf continues to struggle with negative perceptions, so anything that can be done to break 
down these perceived barriers and showcase golf as a friendly, accessible sport can only be a 
good thing. An attractive and welcoming environment is critically important to the success of 
a golfer’s experience and to the club’s public image. For many people the first impression of a 
club can be found online, so your website and social media channels should reflect the type of 
club you are and connect with existing members and potential customers. 
 
Once you’ve attracted a new golfer, there are many effective welcoming techniques, but our 
research indicates that they are not always used. These include a welcome pack including 
events for new members and introductions to key personnel, other members and potentially 
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*Though in Ireland affiliated members of GUI continued to drop in 2016/7 (down 3%). 
Affiliated members of ILGU now increasing on back of good demand for Get into Golf. 2018 
expected to have stabilised. 
 
CGI have reported that for golfers in Ireland about 40% are affiliated and 60% are not. 
 
Ten Golf Marketing Questions for 2020 – by Andrew Wood – Leading Global Golf Marketing 
Consultant 
 
1. What will you do differently to connect with the millennial market, they don’t want 

their father's golf club?  
  
2. How will you replace Facebook, for with just 1% of your fans seeing your posts. Is it 

dead as an organic social media?  (UK more like 10%)  
  
3. 76% of Fortune 500 companies use content marketing as their prime strategy, do you?

  
4. What WOW factors will you be adding over the winter?  
  
5. How will you connect with the lapsed, middle-aged males with clubs in the garage? 
  
6. How will you increase your sales performance?  
  
7. Have you recession-proofed your club? (All growth is cyclical)  
  
8. Has your website’s copy been sales optimized?  
  
9. Have you connected your club with an ongoing cause?  
  
10. Can you define your marketing strategy in two sentences? If you can’t don’t waste 

your money, buy lotto tickets instead! 
 
 
 

Major changes are happening with Golf in Ireland. 

 

1. The GUI and ILGU will merge to form Golf Ireland in 2021. 
2. The introduction of the World Handicapping System in November 2020 including: 

a. provision of handicaps up to 54 for Men and Women 
b. the requirement for all clubs to offer all golfers with handicaps (up to 54) 

access to competition golf. 
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3. Where are we now? 

The Best Golf Club in Northern Ireland. The finest, friendliest, golf and indoor practice facility 
for all the family in Mid Ulster. Located two miles from the M1 on the north side of 
Dungannon on the Donaghmore Road. 

Darren Clarke updated the design of our course in 2000. It is the best in Mid Ulster, renowned 
for its great condition and greens which are the same pace as Royal Portrush.  Whilst offering 
a challenge to the scratch golfer, our course is also enjoyed by all standards of player including 
beginners.  During the summer we added forward tees to make holes more manageable and 
more enjoyable for beginners young and old.   
 
A modern club. Carrying on the progressive spirit that saw Dungannon Golf Club be amongst 
the first to franchise their catering, open its restaurant to the public and dispense with the 
stuffiness of traditional clubs, our lack of stuffiness applies to the course as well. Ignoring the 
dated rules and conventions of nearly all golf clubs, our dress code is for today’s golfers. Right 
for everyone, millennials included. 

A club for champions. The first Irish Close Amateur Champion, Thomas Dickson. The first girl 
to win the Ulster, Leinster and British Girls Championships, Carole Wallace. And of course, 
Darren Clarke whose skills, honed at our Club, helped him win multiple championships before 
turning professional. It was the Club and its members who encouraged talented juniors to 
play in senior competitions and senior teams which helped in Darren’s success and three 
other juniors becoming successful golf professionals. 

A club for women. Our women are treated as equals and are fully involved in all aspects of 
the club. Our forward-thinking Council is the first in Northern Ireland to sign up to the R&A 
Women in Golf Charter and have committed to having 30% female representation on the 
Council – currently 23%. For the future of the game we feel it is vital that all golf clubs embrace 
equality. It makes business sense as it opens up the potential for grants and for membership 
growth. 

A club for all the family. A growing number of children attend our Junior Academy on 
Saturday mornings and we recently introduced “Family Golf” on Sunday afternoons to 
encourage all ages to enjoy themselves playing together. 

The Best Golf Club Restaurant 2019. With panoramic views over the golf course is the current 
Golf Club Restaurant and has won the NI Food Awards Best Restaurant in Tyrone in 2016 and 
2017 and is the current Best Golf Club Restaurant in Northern Ireland.  

The Pro Shop is fully stocked with a wide selection of Callaway, Titleist and TaylorMade 
equipment. Custom fitting is provided in the state of the art SkyTrak Studio. Prices are 
checked every month to ensure that we offer the best value. 

The SkyTrak Studio means that, irrespective of the weather, you can have lessons from David 
Graham, our PGA Pro, practise or play 100s of the best courses in the world. 
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Strengths 
  

Weaknesses 
 

• Committed volunteers 

• Membership good value for money 

• Costs are well controlled 

• Home of Darren Clarke 

• Best course in area (10 miles from DGC) 

• Condition of course especially greens 

• Modern clubhouse with good views 

• Competitive golf 

• Catering 

• Communications – email and Facebook 

• Good reputation for developing juniors 

• Indoor golf  
 

• Membership income flat since 2014 

• Ageing membership/cost of over 70s m’ship.  

• Subs expensive if joining in July or August 

• Too few women and girls 

• Membership attrition 

• Membership onboarding and exit surveys 

• Subs.Older age rewarded more than loyalty 

• Not in Top 100 courses in Ireland 

• Bunkers and tees inconsistent quality 

• Course lacks colour 

• Putting green too hilly.  

• Range wet in winter 

• Poor 9-hole options 

• Leadership continuity from year to year 

• Lack of younger volunteers  

• Mentoring of new/younger Council members 

• Policies and Procedures Manual 

• CRM application 

• Roles of Council Members, Committees, Sec/Manger and 
Trustees 

• IT integration and networking 

• Availability of restaurant for fundraising 

• Customer service in shop – AFs employees 

• Shop has limited choice for women 

Opportunities 

 

Threats 

 

• More than 50% of golfers who play at least twice a month 

are not affiliated to GUI/ILGU. 

• WHS* launch in Nov 2020 with handicaps up to 54 and 

access competition golf 

• Golf authorities promoting Women in Golf 

• Services to manage and market Points Based Flexible Golf 

Membership 

• Re-establish the Aughnacloy Putter as the leading open 

competition in Mid Ulster 

• NI increasing as a golf tourist destination 

• Increased opportunity of online advertising – Facebook, 

Instagram, Google and YouTube 

• Content marketing** (eg “Mid Ulster Golfer”). 

• The growth of the “experience”  

• The rise of Eco-friendly golf clubs 

 

• Ireland last country to have a single governing body 
resulting in slow promotion of more business-like and 
inclusive structures which are common practice in the 
rest of the world. NI lags RoI in part, due to lack of 
equality legislation 

• Image of golf – game for middle aged men, stuffy rules 
etc. 

• Golf takes too long for many millennials 

• Golf perceived as being expensive 

• Increase of other leisure, sports and entertainment 
options inc TopTracer Golf 

• Bad weather 

• Incorporated club would be better at coping with ultra-
low probability of calamitous event 

• Facebook organic reach declining rapidly as they try to 
maximise advertising. 

 

 
*WHS see https://www.randa.org/en/worldhandicapsystem/highlights 
**Content Marketing see https://golfbusinessmonitor.com/golf-club-marketing/2019/02/golf-club-
content-marketing.html 

https://www.randa.org/en/worldhandicapsystem/highlights
https://golfbusinessmonitor.com/golf-club-marketing/2019/02/golf-club-content-marketing.html
https://golfbusinessmonitor.com/golf-club-marketing/2019/02/golf-club-content-marketing.html
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DGC Net Membership Income - £000s 

 2014 2015 2016 2017 2018 2019 Est 

Membership 
Income 

263 251 245 250 254 269 

GUI/ILGU 10 9 12 11 11 12 

Nett  253 242 243 239 243 257 

 

Dungannon Golf Club Synopsis 
 

• 837 Members though an ageing membership, 158 Social members & only 88 Junior 
members 

• 471 Full Members (+46) 
• Golf maintenance taken in house 
• Golf Pro situation fluid – unsatisfactory 
• Bar improving, SKY, Restaurant continues to improve 
• Club Finances consolidating. 2018 & 2019 successful 
• Current debt c.£570K 
• The Club is surviving financially 
• CGI recent benchmark, DGC performing better than average golf course within GUI 

Ulster region. One of 30 Clubs out of 90 who are profitable. 
 
 
 
 

Which proverb will we choose to follow? 
“If it ain’t broke don’t fix it?” or “A stitch in time?”  
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4. Where are we going? 
 
Our Vision, Mission and Values 
With costs being well controlled and relatively high total borrowings the key to reducing 
borrowings and providing funds for course improvements is more income.  
 
The overall objective is to have more membership income by recruiting more members and 
improving membership retention.  
 
The focus is membership. We are a members’ club for the community. Visitor income is to 
contribute to supporting our costs but not at the expense of members. 
 
We need an effective programme at helping novices become proficient golfers in a game that 
many think is difficult to learn.  
 
There is the opportunity to increase female membership. Making the club more attractive to 
families has a multiplying effect. Because of our ageing membership we need to encourage 
golf to be played later in life and continue to make the club more attractive to millennials. 
 
Vision – CGI suggests giving the members a choice 
To be recognised as a modern family friendly golf club, with significantly more members, 
especially women & girls, millennials & families, with the increased income used to improve 
member experience for golfers of all ages & abilities. 
 
Or a shorter version  
 
To provide members and visitors with a quality golfing and social experience within a modern, 
family friendly, inclusive and welcoming environment. 
 
 
Mission 
Deliver a quality golfing experience with a well maintained and presented course combined 
with playability for golfers of all abilities. 
 
Provide good club house, bar and catering facilities to members and guests with the emphasis 
on service quality and value for money. 
  
Promote a welcoming, modern, inclusive & friendly atmosphere local community. Maintain 
best practices in governance and financial management. 
 
 
Values – taken from our Constitution with “modern” and “family” added 
 
The Club has been formed by its long and proud history, and is defined by its unrelenting 
commitment to core principles of excellence, equity, equality, diversity, integrity, honesty, 
respect and fair treatment of all in a modern, family friendly and hospitable environment free 
from bullying, harassment, intimidation and unsocial behaviour of any kind. 
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5. How are we going to get there? 

 

We have identified 8 core areas: using SMART objectives we will outline a strategy statement, 

our SMART* goals and our initiative/plan on how to be achieve our goals.  

 

*SMART = Specific  Measurable  Achievable  Realistic  Timely 

 

Our core areas are: 

a. Golf Course & Practice Ground 

 

b. Golf Development/Mid Ulster Academy 

 
c. Membership 

 
d. Marketing & Communications 

 
e. Operations & Services 

 
f. Fundraising 

 
g. Finance & Risk 

 
h. Governance 
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Core Area     Golf Course & Practice Ground 

Strategy Statement 

  

To provide a quality golf experience with a well maintained and presented course combined with 
playability for golfers of all abilities. 

            

SMART OBJECTIVES 

Specific- Measurable-Achievable-Realistic-Timely 

 

• 5 year course improvement plan to include teeing areas, putting green, practice area, paths, 
bunkers, tree management, drainage & irrigation plans 

• Factor in course ecology & environmental developments  

• In preparation for WHS have White/Yellow/Red tees assessed for Slope by September 2020 

• Greater than 80% satisfaction in Annual Members Survey 

 

 

               ( Major machinery replacement plan – required) 

 

 

 

Initiatives 

 

 

• Get member feedback to consider future course improvements, & course alterations 

• Improve colour on the course 

• Monthly review at Council/Management meeting 
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Core Area     Golf Development/Mid Ulster Academy 

Strategy Statement 

      

   The Mid Ulster Academy is the best place to learn to play golf in Mid Ulster    

 
   To encourage the community to take up and enjoy golf with professional coaching. 

   To provide the best coaching in Mid Ulster 

SMART Objectives 

 

• Promote the Swing Room (after resolving the pricing issue) as a place to play (competitive) winter 
golf 

• Develop beginners to become proficient golfers, who in time will become avid golfers  

• Attract Society Golfers to become members 

• Offer flexible group lessons  

• Measure membership retention specificially new members 

 

 

Initiatives 

 

• Professional to lead 

• CRM campaign specifically to attract Society Golfers, probably offer a flexible membership option 

• Group lessons at reduced cost to golfers of similar abilities 
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Core Area     Membership Treasurer 

Strategy Statement 

 

Our members are the lifeblood of our club. We will use all appropriate tools to attract and retail our 
members to provide stability to the club. We want DGC to be such a good club that members rejoin each 
year and believe they are getting good value for money.  

 

 

 SMART OBJECTIVES 

Specific- Measurable-Achievable-Realistic-Timely 

 

1. New Membership retention at 80% by 2024 

2. Existing Membership retention at 90% by 2024   

3. Develop a membership orienting and retention programme 

4. Increase the number of members aged from 20-39 from 160 to 200 by 2024 

5. Maintain the existing level of members aged from 40 to 69 

6. Increase the number of playing members aged 70 to 79 from 108 to 125 by 2024 

7. Increase the number of female playing members from 75 to 125 by 2024 

8. Increase the number of Junior Girl members to 12 by 2021 

9. Develop & implement a flexible based golf membership scheme for use in 2020. See example 
proposal attached Appendix 2 

10. Reduce the Over 70s discount to £100 by 2024 

11. Promote The Aughnacloy Putter as a 2 day event from June 2020 used as the primary event to 
publicise the quality of the course 

 

Objectives assume that annual subs increase will be small and no greater than RPI 

 

Initiatives 

 
1. Help introduce a CRM system early 2020 
2. Improve the online sales funnel for lead generation and conversion to membership using the 

concept that membership is a “considered” rather than an “instant” purchase by providing 
automated timely emails and using where appropriate Facebook messenger. 

3. Specifically target mothers with daughters under 11 with Facebook Ads to get girls into golf 
4. Develop re-marketing to improve conversion rates 
5. Develop a content marketing strategy to maximise the use of the Mid Ulster Golfer 
6. Membership renewal becomes a “welcome to the new season….” Rather than an invoice 
7. Exit survey 
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Core Area Marketing & Communications 

Strategy Statement 

 

Relevant and targeted communication for members and non-members, promoting a positive image of the 
club and supporting the revenue generating functions of the club. 

 
To implement an effective communications plan, integrated across technology platforms and systems, 
delivering timely, relevant, and up-to date information to members and non-members, in a way that 
promotes inclusivity and promotes a positive image of Dungannon Golf Club. 
 
 

SMART Objectives 
Specific- Measurable-Achievable-Realistic-Timed 

 

• An annual Marketing and Communications plan to be developed in September of each year 

• Communicate to Members Club activities to include social events, offers, promotions both in Shop & 
Bar, PGA Pro lessons, restaurant Members to be informed of social events and special offers, e.g. in 
Golf Shop, PGA Pro lessons by e-mail and by posters displayed around the Clubhouse and Shop. 

• Newsletters produced periodically and distributed to members via e-mail and printed copies to be 
left in the Restaurant, Bar, Locker Rooms and Golf Shop. 

• Weekly blog, “The Mid Ulster Golfer” to be published and circulated to members and those non-
members on our e-mail distribution list.   

• Maintain the website, uploading results weekly and ensuring information is up to date 

• Complete re-design of website in Autumn/Winter 2020 

• Design and carry out a members’ survey in July 2020 in association with the marketing committee.  
This must be available on-line and also on paper (for those who don’t use the Internet). 

• Social Media  
o Continue to increase our followers on Facebook and Twitter and to regularly post engaging 

content, including photos of social events, club news, advertising fund-raising events and 
open competitions etc. to portray our Club as a modern, inclusive and friendly one with a 
great course. 

o Use social media as a marketing tool to increase membership Develop a popular Instagram 
account as this is popular with younger adults. 

 

Initiatives 

 

• Develop a popular Instagram account 

• Increase the number of members using the ClubV1 Members Hub App 

• Educate members about the World Handicap System which is due to be launched in November 

2020, as outlined above  
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Core Area  Operations and Services (Office, Bar, Restaurant, Shop, 
Professional, House and IT systems) 

Strategy Statement 

 
To continually improve member and visitor experience when at Dungannon Golf Club, by being customer 
focused in a friendly, informal, professional environment. 

SMART Objectives 

Specific- Measurable-Achievable-Realistic-Timed 

 

• Increased use of the facilities 

• Develop miminum operating standards in each area 

• Benchmark Club facilities – locker rooms, bar/restaurant/office, retail area 

• Identify any skill deficiencies & requirements 

• Tee & Competition sponsorship 100% attainment 

• Green Fee & society income >£42K & £2K 

 

Initiatives 

 

• Provide a CRM system 

• Upgrade networking and move to cloud based systems 

• Ongoing Member & visitor survey 

• Facility upgrade implementation  

• Implement training plan & requirements 

• Office to manage & report to Council  
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Core Area   Fundraising 

Strategy Statement 

 
To market Dungannon Golf Club to members and the local area, using a variety of activities with the aim 
to widen the level of current member participation and raise funds ringfenced for course or clubhouse 
development. 

SMART Objectives 

Specific- Measurable-Achievable-Realistic-Timed 

 

• Multiple events throughout the year 

• Stretch annual target of £20K  

 

Initiatives 

 

• Small committee, free to use outside relevant expertise where required 

• Involve marketing committee 

• Promote outside Club 
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Core Area   Finance and Risk 

Strategy Statement 

 
To provide financial leadership, proper financial control and oversight and to protect the club’s assets and 
resources. To provide effective & efficient management ensuring our Club operates in a business like 
manner. 

SMART Objectives 

Specific- Measurable-Achievable-Realistic-Timed 

 

• Preparation & monitoring of the Club business plan 

• Monthly updates on income, expenditure & cash flow forecasts 

• £30K surplus pa  

• Reduce peak borrowing requirement below £500K at each year end 

• Reduce O/D by £20K pa ongoing, with 5 year objective to clear O/D completely  

 

 

Initiatives 

 

• Continue to manage DGC in an effective & efficient manner 

• Provide KPI’s for Council to assess business plan & strategic plan progression 

• Review funding options for future projects 

• Benchmark DGC versus other competing clubs 
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Core Area   Governance 

Strategy Statement 

 
Club managed in a modern professional manner with an effective and efficient management structure 
which operates in a business-like manner using best practice and communicates same with the members. 

 

SMART Objectives 

Specific- Measurable-Achievable-Realistic-Timed 

 

• Ensure Strategic Plan in implemented 

• Define roles for officers and council members, council and sub-committees, along with an 
organizational chart ensuring title is consistent with role (eg Membership Treasurer responsible for 
Membership) 

• Annual operating plan to be produced in September along with coms and marketing plan and outline 
budget taking its direction from the strategic plan. 

• Provide a business update to the members mid year 

 

Initiatives 

 

• Re-write the Constitution once clarification has been given by GUI/ILGU re Golf Ireland arrangements 
post 2021 

• Member Survey to get feedback on Governance performance 

• Continue to get guidance from CGI re best practice 

• Member communication with updates on Council meetings 

• Develop/Mentor younger Council members  

• Review key roles & develop succession plans 
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6. Who is Responsible?  
 
Rather than have our plan gathering dust we need people who will accept responsibility to 
carry out our plans successfully.  
 
Within each core area the following will be responsible with additional help and support from 
those listed: 
 
 
 

Core Area  Responsibility Supported by 
 
 

Golf Course & Practice 
Ground 

Head Greenkeeper Greens Convenor 

Golf Development/Mid 
Ulster Academy 

Junior Convenor/Pro Sec Manager 

Membership Membership Ttreasurer Council 

Marketing & 
Communications 

Communication and 
Marketing Convenor 

Sec Manager 

Operations and Services Sec Manager Bar Mgr, Pro, Shop 

Fundraising Entertainments Convenor Captain  

Finance & Risk  Treasurer Sec Manager & Council 

Governance Captain or Chairman Council & Trustees 

 
 
 
 
Training 
 
Staff & volunteer training plan coordinated by Sales & Marketing Convenor & Wallace. 
Particular focus on customer service. 
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7. How will we know we are there?  
 
We will have to keep score. We will have KPIs to determine whether our SMART objectives 
are being achieved.  
 

               Core Area of our Club                       Primary KPI 
Golf Course & Practice Ground 5 year course development plan approved 

and operational  

Member satisfaction rising 
 

Membership Retention levels >90% 

Number of members v plan 
Number of new members v target 

Number of junior members v plan 
Membership income v plan 
 

Communication & Marketing Social media engagement growing 
Adoption of ClubVI Member Hub app 
 

Operations & Services Green Fee income >£42K 
Society income +£2K 
Have other income targets been reached? 
Shop performance 
 

Finance & Risk Plan v Budget achievement  
Bar margin >56%  (TBA) 
Bar income reaching 2014 levels 
Surplus @ £30K pa 
O/D Reduction to £0 in 5 years 
 

Fundraising £20K stretch target  
Multiple events 
Participation levels & engagement 
 

Governance Member satisfaction 
One Club attainment 
Modernise constitution 
Strategic Plan adoption & successful 
implementation 
 

 
** We will implement a traffic light scorecard** 
 
Very simple concept:  Red means not on plan or not started 
   Orange means started, but not on target 
   Green means successfully completed, or started & on plan 
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8. Appendix 
 

Appendix 1 – The Millennial Golfer 

To be a Millennial you need to have been born between 1981 and 1996. Over the last 20 

years or so Millennials have been entering the workplace and have increasing buying power, 

in fact by 2020 according to the Financial Times Millennials will be the generation with the 

biggest buying power. 

According to Golf Business Monitor Millennials are – 

• Narcissistic 
• Don’t read 
• Never answer emails 
• Are experienced led 
• Hate rules 
• Are needy 
• Are tech-dependent 
• Are not loyal to companies or brands 
• Are more interested in the packaging than the product 
• Won’t buy long-term products, they rather lease and have the funds available to 

purchase more experiences and 
• Are extremely expecting 

Our customer persona (ideal customer) is 

Modern Michael 
 
Aged 35, lives in Dungannon, in a relationship with two children at primary school, time poor, 
uses Facebook, Instagram, FB Messenger, What’s App and quick to adopt new technologies. 
Favourite local shops include Cuba. Played some golf as a teenager but has not played 
regularly for 5 years. 
 
Michael is not joining a golf club and expecting to be a member for life. Michael will be a 
member until his circumstances change in terms of their job, finances, living arrangements, 
time commitments, children, marriage or if he decides to pursue a different leisure activity. 
For these reasons Mick likes flexibility which applies to payment terms, commitment and how 
they use the club’s facilities.  Michael is paying good money to use the club’s facilities and 
expects to be able to use those facilities on his own terms. Michael doesn’t need to be told 
that they must attend social functions and support the bar, caterer and pro, that is their 
choice to make. Michael simply needs to know what is available to him and for the club to 
give him the freedom to use it as he sees fit. 
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Appendix 2 – Outline explanation of Flexible Golf 

For Discussion Only 

 

Flexible Membership   
 
Council is exploring ways to increase the club’s income to help fund improvements to tees, 
bunkers and drainage. We have a detailed proposal to introduce a points based Flexible 
Membership using online marketing and systems provided by PlayMoreGolf who support 
over 200 clubs in England, Scotland and Wales. This additional form of membership will 
attract new members who only have the time to play about 10 times a year. Flexible 
Membership is the fastest growing membership category in golf. PlayMoreGolf is 
recommended by both Golf England & Golf Wales, in time we would expect Golf Ireland to 
follow.  
 
DGC has an ageing membership profile, we are not attracting & keeping enough members 
in the 30-49 age group. Membership income in the last 5 years has declined, if we are to 
carry out the improvements you the members want then we need to accept the numbers, 
face reality, & change how we market to & attract Millennial golfers.     
 
With more unaffiliated golfers than affiliated, Flexible golf membership is the fastest growing 
membership category in GB providing “nomad” and millennial golfers, who don’t play on a 
regular basis with a membership option that targets 30-60 year olds. By restricting the 
amount of golf played based on points usage and the time of the week, it is an undesirable 
option for nearly all existing members other than those who might be giving up as a result of 
not playing enough to justify Full Membership. 
 
Flexible members will have most of the benefits of joining Dungannon Golf Club (handicap, 
use of the clubhouse facilities, entry to competitions etc.), however, the number of rounds 
they can play is restricted. Flexible Members begin the year with 80 points and they “use” 
points each time they play; the number of points depends on the day and time. It costs the 
most points to play at the busiest times and the fewest points to play at times when the 
course is quietest.  
 
 
 
For examples see points cost, green fee comparison, & financial summary versus points cost 
analysis below: 
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EQUIVALENT GREEN FEE COMPARISON COST (£) 

18 Holes - Spring/Summer 

  Monday Tuesday Wednesday Thursday Friday Saturday Sunday 

6-9am £16.25 £19.50 £19.50 £13.00 £19.50 N/A £26.00 

9-11am £19.50 £16.25 £19.50 £16.25 £19.50 N/A £26.00 

11-1pm £19.50 £16.25 £22.75 £19.50 £19.50 £39.00 £26.00 

1-3pm £16.25 £16.25 £19.50 £16.25 £19.50 £32.50 £22.75 

3-5pm £13.00 £13.00 £13.00 £13.00 £13.00 £19.50 £19.50 

After 5pm £9.75 £9.75 £13.00 £9.75 £13.00 £16.25 £16.25 

 
 
Winter will have a lower points usage. The financial benefits to our club can be seen in the 
table below: 

 

POINTS COST  

18 Holes - Spring/Summer  

  Monday Tuesday Wednesday Thursday Friday Saturday Sunday  

6am - 
9am 

5 6 6 4 6 N/A 8  

9am - 
11am 

6 5 6 5 6 N/A 8  

11am - 
1pm 

6 5 7 6 6 12 8  

1pm - 
3pm 

5 5 6 5 6 10 7  

3pm - 
5pm 

4 4 4 4 4 6 6  

After 5pm 3 3 4 3 4 5 5  
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At one extreme a Flexible Member would be able to play 26 times in a year, solely playing at 
the quietest times, and at the other extreme he/she could play only 8 times if he/she wishes 
to play at the busiest times. Typically, the majority of Flexible Members play at quieter times. 
Flexible members will keep track of their points situation with an App. 
  
Additionally, the booking window for tee time slots is 5 days, rather than 14 days for Full 
Members.  
 
The subscription for Flexible Members will be £260 excluding GUI/ILGU fees and Insurance. 
They will not be allowed to play in Major Competitions (Captain's Day, Lady Captain's Day, 
President's Day). This is a less expensive option than paying green fees, however golfers 
playing more than twice a month will always get better value with Full Membership. 
  
The target market is those who are only able to play about 10 times per year. They are 
typically in their mid-forties which is lower than our current age profile, so we are aiming to 
attract a different type of golfer than our present membership. Of course, we also expect 
additional income from new members who join the club through their use of our bar and 
restaurant.  
 
I do stress that this is an additional form of membership, it will not replace Full Membership, 
indeed, we hope that people who join as Flexible Members will enjoy playing at Dungannon 
so much that they will be persuaded to play more and upgrade to Full Membership. 
  
PlayMoreGolf has golf’s best online targeting of potential members, using Facebook and 
Google. By spreading their costs over 200 clubs they can afford full time staff to continually 
tweak their advertising to keep pace with the rapid pace of change on-line.  
 
 
 
 
 
 
 

 

 

 

 
 


