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How The SGU and The Union updated the royal and ancient game.
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Executive summary.

Golf in Scotland has suffered from an identity
hangover caused by a longstanding perception
of middle-aged men in plaid and an

I unwelcoming attitude to non-members. In recent
years membership numbers have been falling,
“and while general engagement was on the rise,
there remained a lack of affinity between the
Scottish Golf Union, the body representing golf
|n Scotland, and grass roots club members.

The SGU worked with The Union to overhaul this
image, grow the relationship with clubs and
members, raise the profile of the organisation
and demonstrate that they are united with the
ordinary club player rather than the stuffy men in
blazers.

We delivered an integrated campaign which
included a website overhaul, eCRM strategy
development, club activation, targeted on and
offline advertising and DM activity which
promoted the SGU, its role and new initiatives to
demonstrate it was relevant today.




Ambition and clarity of objectives.

The home of golf Into the rough...

Golf has its roots in Scotland. The first recorded mention of the game Every golf club member in the country automatically pays an annual fee of
appeared in a 1457 Act of the Scottish Parliament issued by James I £10.60 to The SGU through their club membership fee. This funding measure
prohibiting the playing of gowf as it was a distraction from archery has been an issue for The SGU as some players feel they are contributing to an
practice. In spite of this early ban, golf took off in Scotland. Today there out of touch body which doesn’t seem to be bringing benefits to the sport in
are almost 600 clubs with over 230,000 club members and a strong Scotland.

cultural association with the nation.

In essence, Scottish golf faced a number of challenges from a variety of sides.
It's estimated that the industry directly contributes £1.17billion to the So how do we make it and The SGU relevant for modern golfers and help
economy each year, employing more than 20,000 people. safeguard the sport’s future?

Promoting a game for life

The Scottish Golf Union is the governing body for amateur golf in
Scotland. It looks to champion the game domestically and maintain the
nation’s place at the forefront of the sport. Its responsibilities are broad
and span everything from getting youngsters playing, to supporting
clubs in recruiting new members, to managing Scotland’s elite.

Ultimately they aim to promote golf as a sport for life.

A challenging climate

Scottish golf has been perceived as a stuffy and closed sport, the
domain of middle class men. This view hasn’t helped in recent times
where a combination of factors have lead to a drop in growth for the
sport.

QOverall membership is declining at around 3% a year and has fallen by
17% since 2004. For the first time clubs are closing, and many others
are in financial difficulty.
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Strategic thinking and effective planning.

Surveying the terrain

We started by engaging directly with existing golf club members to
understand their current views of The SGU and what they wanted to
see from their governing body going forward. Almost 3,000 responses
were given to the online survey and the feedback was clear:

More than half wanted

92% wanted The SGL_I to have a better
to receive more online presence
benefits for being
part of the SGU
Many cited a lack of

awareness as to what The
SGU does as a barrier to
connecting with them

It was clear from the survey responses that golfers wanted more from
The SGU. There was a strong desire for benefits and preferential
rates, but many also sited social media as an area where they’d like
to connect more with their sport.

Golfers wanted more information about what The SGU did for them
as an individual, and also more broadly for the game in Scotland.

(1) Measuring Up; Academy of Medical Royal Colleges (AoMRC) 2013.
(2) Sport & Recreation Alliance, 2014.
(8) sportscotland Participation in Sport and Physical Recreation in Scotland: 2005-07

Diverse and complex competitive set

We faced myriad external challenges Golf takes time to play, and people are under
other pressures like never before. Leisure time is increasingly likely to be spent
indoors’ - with the appeal of televised sport an obvious reason. Participation in
sports is down in almost all demographic segments?.

Our challenge was how best to connect with our target audience to make them sit
up and take notice of golf in Scotland again. It was clear that we needed to improve
the visibility and perception of golf and The SGU across a number of audiences
without the luxury of a large budget.

Adults Men Women
Percentage of respondents aged 16+ at least once a month|
Walking 2+ miles ™ 30 28 33
Swimming 16 13 18
Leisure pool 12 10 13
Traditional pool - 3 5
Outdoor 1 2 1
Football 10 19 2
5-a-side all (indoor/outdoor) [} 13 1
5-a-side indoor B 7 *
5-a-side outdoor B 9 *
Football in street/garden/wasteland 4 5 2
11-a-side 3 6 *
Cycling 10 14 7
On the road [} 8 5
On a cycle path'™ 4 5 3
Mountain biking/Off-road 3 5 1
BMX . . .
Golf 9 16 V|

Adult participation in individual sports®
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Ambition and clarity of objectives.

Objective 1: Reposition The SGU as modern, relevant
and representative of the fans.

The SGU was still perceived by some to be a stuffy organisation,
perhaps even a bit of an old boys club and distant from the real
fans.

The SGU needed a fresh communication approach to demonstrate
that it was the cornerstone of amateur golf in Scotland, as
dedicated to the sport as the fans, and supporting the game at a
range of levels in the country.

A focus on online activity was required - the finger most certainly
had to be on the digital pulse of the sport to bring it into the 21st
century.

Objective 2: Increase engagements with The SGU via
the new membership scheme.

Everyone loves to be part of a club. Except none of the club
golfers truly recognised that they were already a member of The
SGU - the largest club membership based sports governing body
in Scotland. We needed to make this membership feel special and
reward those who were a part of it whilst encouraging new people
to sign up.

Objective 3: Support clubs in driving new players to
sample the game and to retain existing members.
Vibrant membership is vital to the health of the game. New
members are needed to ensure Scotland remains a key player in
the golf arena and at a more local level, clubs rely on core income
generated by annual membership subscriptions. We needed to
provide tools which clubs could use to create consistent, yet
flexible, recruitment and retention drives.




Strategic thinking and effective planning.

Communications strategy

Our communications ask was broad. We had a number of different audiences to communicate with, promoting different messages, and all outputs needed to be recognisably
linked to The SGU.

But there was a consistent thread running through all of our required outputs. Each highlighted that The SGU had the best interests for the sport at all levels at heart.

The SGU:
The champion of golf in Scotland.

Existing Members New players i

+ Promote beginners + Promote the
classes and clubs membership scheme

as a way to retain and

- Explain the ways The + Position golf as recruit new members

SGU supports clubs moderr] and
and individuals accessible

* Promote the card and
benefits

Provide clubs with an

online toolkit of
- Improve presence on . .
social media channels tailorable marketing

for those investigating collateral to promote
the sport their club and

initiatives

+ Improve the
communication
channels and digital
offering

{UNION}




Originality and creativity.

Driving new memberships and promoting The SGU as modern and

dynamic:
IPETITIVE AS FUUTBALL
‘ .L el e leiIYE RO K
P YT ICs T ! LT ADACS DI w\?,‘- The battle of the balls
ALTRUUT T ‘“f‘-‘ 0 SURINC For the lapsed player audience segment we developed creative which would grab their

attention and encourage them to consider moving away from their current sport for golf.

We sharply contrasted three other popular Scottish sports and activities with golf. Literally
juxtaposing the games against each other to demonstrate that golf is as equally dynamic
and exciting.

For too long golf imagery portrayed bleached sunshine against green grass, populated by
smiling middle aged men. We chose to depict a grittier side of the game and focus on the
different raw emotions the sport evokes.

Due to the small budget we focused on online activation. These ads ran online in press
publications such as The Daily Record, The Sun, Bunkered online and on football sites. 6
sheet formats were also negotiated in gyms, 5-a-side football pitches and sports centres
to attract our target audience and entice them to consider golf again.
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Originality and creativity.

Campaign executions
The campaign featured contrasts with not only football but also fishing and climbing to appeal to a wide range of current sports enthusiasts.

l Luiw.i\.p

i h.bbu Nin. MAGGUTS.

AS EXHILARATING AS GLIMBING
BUT WITHUUT THE GRARMPUNS.

1t’s mot 8 four hour slog to the 10p but & meendering adventure 1o the flag. So ditch 0 A birdie always beats a trout. It's a great source of achievemeant and bamer, So 4
the rucksack and grab the go¥ bag because golf mambership is better and more 4 ditch the waders and grab the driver because golf membarship is better and more -
sccesshia than ©'s ever baan. FOR YOUR NEAREST CLUB VISIT SCOTTISHGOLEORG "IN | o S5ain i accessbio than it's over bean. FOR YOUR NEAREST CLUB VISIT SCOTTISHGOLFORG "IN | (sl mnitine




Originality and creativity.

Supporting clubs to recruit new members:

Get into Golf

Our research showed that one of the barriers towards trying golf for the first time
was a sense of intimidation about the going to the club.

We developed Get into Golf to promote beginners sessions to those who haven’t
tried the game before. We developed empty belly posters which clubs could
download from the SGU print portal and edit to promote their own beginners
classes in the local community or give to existing members to encourage their
non-playing friends and family to give it a go. The creative shows beginners (so
not in the fancy golf ouffits) playing with friends and enjoying the game. The L
plates represent the fact that clubs are keen for newbies to get involved.

=Gl

@94 SCOTTISH
<>

GOLF UNION PRINT PORTAL

SGU21 SGUO07
MEMBERSHIP A4 POSTER 1 GET INTO GOLF POSTER 3

Golf is a fun sport, and a great way to stay fit. Also, our series of Q
beginner's coaching sessions make this the perfect opportunity m ¥.J °

for people of all ages to have a swing at hing new.  [heProfessionalColfers”
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Execution and implementation.

Engaging with existing members and promoting The SGU as modern and dynamic:

New look online

The website and digital presence was a main focus for our activity with The SGU. We created a new website that
represented the fresh look for SGU with impactful imagery and clear campaign space in contrast to their very busy
original site. Links to social media sites were prominently displayed on the home page to encourage interaction.

In addition, we developed a new handicap app - the Scottish Golf handicapp - that allowed golf club members instant
access to their handicap and the opportunity to present their Handicap Certificate via their smartphone. A first for a
golf governing body.

SCOTTISH GOLF

handicapp

* | @ SUPPORTING GOLF IN SCOTLAND 000000
S -

Log In or Sign Up

— —-— e —

SCOU;““’;'?O'-' Home Players Championships  Club Services News WhoWeAre  ClubFinder  Club Opens  Jobs

GET GOLFING M) SCOTTISH HYDRO ' '
SGU SLGA SCRAMBLE -




Execution and implementation.

Increase engagements with members and promote the new card:

HELPING SCOTTISH
YOU =s=1 GOLF Scottish Golf Membership Card

A i Sl R o e The focus for 2014 was to develop and promote the groundbreaking membership card. This

added value to membership by offering preferential green fee rates, special offers from partners,
tickets to attend top golf events and access to the new Scottish Golf HandicAPP, as well as
exclusive competitions.

We designed the card and promotional materials that included a bespoke DM piece to each
member in Scotland detailing the card and information about what The SGU does for individuals
and clubs. We also sent email communications and pre-promoted the card at the Scottish Golf
Show. All in the new clean and clear creative style of the new site.

SCOTTISH GOLF
MEMBERSHIP
CARD

HELPING
GOLF

essssseRsERI s s R s R s taeas

300,000

NINE YEAR OLDS TO GOLF .

- SN

SCOTTISH GOLF CLUB
DEVELOPMENT HAS SUPPORTED Mk the most of your membership

10690
CLUBS  CLUB
:N‘:“E' gh:_N BUSN .;:;h;'d NG

offedng & uving of €11 %, NT DEVELOPMENT

et parion per round with 3

FOR EVERY €1 PAID BY NEMBERS

M K
5 reghvter 1o fed ot mens 3 o
and acoem otwer sxchaive *
s, Ay WE GENERATE €1.14 THROUGH
Y ADOMONAL REVENUE STREAMS

Find out mote about what we do
at scottishgolf ocg/ who-we are




Execution and implementation.

Increase engagements with members and promote the new card:

e-CRM programme

A key aspect to join all of the dots with the SGU repositioning was to ensure members
received regular contact from the organisation. We redesigned the e-CRM newsletter

and cleansed the existing database.

We also developed campaign specific email templates for promotions with key partners

throughout the year.

WIN WITH TAYLORMADE!

SGU GOLFERS E-NEWSLETTER
¢

SCOTTISH GOLF
UNION

BOOK A FITTING FOR YOUR NEW DRIVER FOR A CHANCE
TO WIN THE NEW TAYLORMADE R15 OR AEROBURNER

Promotion specific template FIND OUT MORE

JANUARY 2015

PLAYER OF THE YEAR - VOTE NOW!
=

SCOTTISH GOLF Home Events Cub Opens Member
UNION Offers S

WELCOME
TOTHE SGU

GOLFERS
E-NEWSLETTER

& Scotland

FIND OUT MORE

, =¥ BOOK YOUR TICKETS FOR THE

SCOTTISH GOLF AWARDS

ur star-studded event

FIND OUT MORE

J~HVM £5 4 Hyko

i to ot b gobers e e SCOTTISH HYDRO

T .  y NATIONAL Monthly e-newsletter template
oeser iy SCRAMBLE
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Scale and evidence of results.

Objective 1: Reposition The SGU as modern, relevant and
representative of the fans.

The refreshed website and other digital elements all performed strongly in
terms of increased player interaction with The SGU.

Before the new website launch, the average unique website users per
month totalled 25,513. In July 2014 when we launched the new site, the
unique users for that month totalled 74,769. An increase of +86.6%.

80000 7 -
\

70,000 +
60,000
50,000 1

40,000

Unique web users
2013 compared to
launch month 2014.

|
30,000 -
20,000 -
10,000 -

[
|
0

July 2073 Ju;y'g‘o’ ——/
14

Commercial viability spcmsorble inoome bn 2014
As a result of the repositioning, The SGU
enjoyed a record year for sponsorship income
with more organisations seeing the value in
partnering with The SGU. This income

increased by +11.5% compared to 2013.

The SGU site now receives an

average of 36,000 unique visits per
month.

v v

™ ™ 46,000

b i subscribers to

—— monthly e-newsletter

Get into Golf

36,000

unique users per

month on average

e-CRM communications

The refreshed e-newsletter has attracted
over 46,000 subscribers to the monthly
SGU updates - an increase on pre-
repositioning figures of over +142%

70+ clubs have now signed up to the

programme with more than 800 newcomers
attracted to the game through this initiative.

SCOTTISH GOLF
nandicapp

Over

3,000

downloads in
the first two
months of
launch

GET INTO

The handicapp

More than 6,000 golfers have
downloaded the app to date.
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Scale and evidence of resuits.

Objective 2: Increase engagements with The SGU via the
new membership scheme.

The membership card was a resounding success with over 24,000 golfers SCOTT'SH
registering their card within the first three months of activity. O GOLF

Number of
registered
members

25,000

20000 1~
15,000 1~
10,000 1~

5,000 1

WHAT WI'RE DOING FOR YOU
& YOUR CLUB

43,000+

+11%

Direct mail

The Direct Mail piece was sent out to 200,000 golfers that directly
contributed 22,000 new registrations - a conversion rate of +11%.

pre-activity

post-activity
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Scale and evidence of results.

Objective 3: Support clubs in drive new players to sample
the game and to retain existing members.

Helped by a range of new marketing tools and resources made

available to club committees, more than 30% of clubs showed an
increase in their membership during 2013/14.

Club satisfaction survey

The SGU’s annual club satisfaction survey showed a 17% increase in
satisfaction among clubs related to the services provided to club
managers and committees, rising from 70% in 2013 to 87% in 2014.

/There has been a vast improvement in the\
marketing support provided to the clubs from
The SGU which has had a positive impact on
many club’s businesses and has helped to add
value to membership.

The general profile of the governing body has
become far greater, with a refreshingly modern
approach to growing the game.

/ Jim Callaghan,

Club Manager
Bothwell Castle Golf
Club

Golf is a fun sport, and a great way to stay fit. Also, our series of o
beginner's coaching sessions make this the perfect opportunity m \.J °

for people of all ages to have a swing at new.  Jhe ol " ommons | scormeuse







