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Jeff Ciecko 

Jeff is a Principal partner with CK Golf Solutions 
Ltd for the past 11 years. CK Golf assists golf 

course owners and operators in improving their 
businesses through creative strategies and best 

practices. Contact Jeff at 604-506-2226  
or jeff@ckgolf.ca.

The words ‘sales’ and ‘salesperson’ 
have a negative connotation for 
many people, either because of 
their past experiences or because of 
the way that sales is often portrayed 
in the media and movies. But 
operators and golf course staff are 
rarely anything like the 1970’s used 
car salesman. 

YOU ARE ALL IN SALES
Your team must understand that 
they are all in ‘sales’. Think of it as 
soft selling if you like, but it is still 
sales. Each of your team members 
will approach selling differently, 
but they still need to understand 
that sales is part of their role in 
your organization. 
 Another way to think about 
sales is to use the term ‘revenue 
generation.’ Everyone in your 
organization plays a role in the 
revenue that your facility generates. 
We have never met an owner or an 
operator who does not want to 
make more money!

UNDERSTANDING THEIR ROLE
How well does your staff know 
your product(s)? Your golf shop 
staff should be well versed in all 
golf products just as your restaurant 
staff should be able to describe any 
item on your menu. However, they 
should all have a basic under-
standing of all products in all 
departments. They should also all 
know how to sell.

 We recently chatted with a group of managers about their orientation 
process. They cover the usual topics…human resources, benefits, 
customer expectations and company expectations. We asked the same 
group how much time they spend on sales orientation. The answer, not 
surprisingly, was none.  A few explained they do product knowledge 
sessions but when pushed to elaborate they ultimately admitted that they 
do no real sales training. Everyone is in sales, so how much time do you 
(as the leader) spend spreading the word among your team?

THE SALES PROCESS
Here are a few examples of how a good, established sales process works. 
If your staff is friendly, engaging and trained properly in sales the process 
does not seem ‘salesy’ at all, but rather a very natural way to extract more 
money from your customers.

Example 1:
We are out for dinner. Following 
our main course the server asks if 
we would like dessert. We respond 
‘no thanks, we are full.’ The bill 
arrives, we pay and head home. No 
sales process here. The next time 
we are out for dinner the server 
asks if we would like dessert. Again 
we say ‘no thanks’ but the server 
says that he/she is going to leave 
these dessert menus in front of us 
anyway. The menus are open, of 
course. He or she disappears for (at 
least) five minutes. After a few 
minutes one of us glances at the 
open menu. After another minute 
one of us says to the other… do you 
want to share something? When 
the server returns we order dessert 
(usually accompanied by some 
type of after dinner beverage). It is 
not hard selling. It is about a 
method or a process and an 
understanding how your 
customers purchase. Again… it is 
about sales!

How to 
use data 
mining to 
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is not 
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Example 2:
A number of years ago we tried an 
experiment with a golf shop team. 
This was at a semi-private, resort 
course but we ran the same 
experiment with everyone 
(members and guests). Each golf 
shop staff member, when asked by 
a customer for a sleeve of golf balls, 
was to place two sleeves in front of 
the customer. Wouldn’t you know 
that 7 out of 10 times (70%) the 
individual took both? True story, 
we tracked all revenues during our 
test period of two weeks. What 
about the 30% who didn’t want the 
second sleeve? They politely 
declined it and said they only 
wanted one. No big deal! The 
second sleeve was returned to the 
shelf. Of course this became part of 
our standard procedures for golf 
shop staff, as was teaching them 
that they were all in sales.

DATA MINING IS EASY
When talking about sales, we have 
been using the term data mining for 
a while now. We define it as: “Using 
the data your customer is putting 
out online either to find prospective 
customers or to make a personal 
connection with current or potential 
ones.”
 You can easily data mine 
potential customers to find out 
more about them before your first 
real life interaction with them. You 
can use the information customers 
put online about themselves to 
strike them in their emotional 
(decision making) centre. Big 
brands do this all the time.

WEDDING OR TOURNAMENT 
COORDINATORS PAY 
ATTENTION
When you have a potential bride, 
event organizer or new member 
come to meet you for the first time, 
find out what their emotional centre 
is, what will hit them in the heart. 
By this we mean get to know them 
personally… before you ever met 
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them in person. Remember all 
that data that consumers are 
putting out? Use it!
 Go on Twitter, Facebook, 
Instagram and search them. 
They are likely using at least 
one social media platform. 
Find out something personal 
about them before your first 
meeting…and use it. What is 
their favourite cup of coffee or 
sports team. Provide them that 
cup of coffee or an interesting 
update on that sports team. 
This is how you win at sales!

Example 3:
Mr. X is coming to meet with 
you to discuss membership. 
Mr. X has a Twitter account and 
he posts once every couple of 
days. You scroll through his 
Twitter feed and you see a 
trend. Every time his favourite 
team is playing a game (let’s 
call his favourite team the NHL 
Vancouver Canucks) the num-
ber of tweets Mr. X puts out in-
creases to five or six on game 
days. You scroll through his 
feed and see posts like:

• Go #Canucks Go

• #Canucks score. 3-1 lead

• Canucks win, #Canucks win. 
Good game boys!

OK, so now we have established 
that Mr. X is a Vancouver Canucks 
fan. When you have your meeting 
with Mr. X you can go in 
confidently and make an 
immediate personal connection 
with him. The start of your 
meeting should go something 
like this: “Hi Mr. X, thanks for 
taking the time to meet with me 
today, I’m sure you are very busy. 
By the way, did you see that 
Canucks game last night? It was a 
great win.” 
 How do you think Mr. X sees 
you, your club and the possibility 
of membership now? The scale 
has tipped in your favour and 
you have increased your odds of 
closing the sale! You have hit him 

“Everyone comes to a 
golf course with $200. 
After a green fee, 
power cart and sleeve 
of balls (or two) they 
have close to $100 left. 
Your job, everyone’s 
job, is to figure out 
how to extract that 
other $100 from them 
before they leave your 
property.”

GOLF BALL
RECOVERY SERVICE
JOIN OUR PROGRAM!

TORONTO
Phone: 905-542-0825

Toll Free: 1-888-789-7786

MONTREAL
Phone: 450-464-3666

Toll Free: 1-877-673-3666

HAND PICKING
SCUBA DIVING

JOIN OUR PROGRAM…
IT’S SIMPLE, GOOD FOR THE
ENVIRONMENT, AND FREE!

www.mulliganinternational.com

3 EASY STEPS
Contact us1

Evaluate your course2

Receive gifts & discounts3

• Golf ball recovery
• Pro-shop & range products
• Coast to coast service and delivery

RO
LLER SYSTEM



Golf Business Canada 22

Golf 
Business 
Canada

database with a click to ‘learn 
more’ offer that directed them to 
the course’s website. We waited 72 
hours after the email was sent to 
view the results. Seven. That is the 
number out of 550 who clicked the 
more information button from the 
e-newsletter to the website about 
membership. But we tracked them 
and knew who they were! We took 
those seven, extracted their email 
addresses and crafted a message 
from the General Manager. This 
follow-up email was sent from the 
personal work email address of 
the General Manager and came 
from him, not a subscription 
service. Two of the seven clicks 
were converted into $5,000 equity 
members. That is how you 
establish a cold lead, turn them to 
a warm lead and do sales using 
internet marketing!

ARE YOU LISTENING?
People are putting out more data 
than ever before…where they are, 
what they are doing, the products 
they like, the food they are eating, 
the good (and bad) experiences 
they have. Most golf operations 
are not using this data. 
 Customers are everywhere and 
they are telling you what they like. 
Are you listening? Get online and 
find both your current and 
prospective customers. It isn’t 
difficult and you likely have all the 
tools you need at your disposal… 
for free! It does take some time on 
the front end, but is certainly more 
cost effective than traditional 
marketing or advertising. So, what 
are you waiting for? It’s time to 
start selling!

directly in the emotional centre. 
That is how you use data mining to 
make an emotional connection 
with a lead. It is about research. 
The internet is at your disposal.

USE YOUR DATABASE
We try to send out a monthly  
CK Golf e-newsletter to our 
subscribers. In our e-newsletter we 
offer valuable information, best 
practices and advice (for free) to 
our readers and of course a link for 
one of the services we offer. Once 
the newsletter is sent we evaluate it 
after 72 hours. 
 We look at our open rate and 
bounces. We look at our un-
subscribers, but we don’t worry 
about this too much. We would 
rather have engaged subscribers. 
The key is that we look at the clicks 
to the various links and what 
specifically you click on. While it is 
nice to see who has clicked on our 
blog or an interesting story we 
shared, what we are really 
interested in is who clicked on our 
‘What We Do’ link or a link to a 
different one of our services.
 Our e-newsletter service (as with 
most others) provides us with what 
you clicked on, when you clicked it, 
who you are in our database and 
your email address. This gives us a 
lead and the opportunity to follow-
up with a personal email first and 
then a phone call if we connect. We 
convert about 25% of these follow-
ups each month. Even though only 
four people might have clicked on 
the offer about our services we 
convert one out of every four that do.

Example 4:
We have a client with a very small 
database of around 550 people. 
They decided to put a push on their 
$5,000 equity memberships. This is 
a small club in a rural area. So, we 
put together an email to their 

Clique is exclusively available in Canada from Cutter & Buck
For more information visit cbcorporate.ca or email canada@cutterbuck.com

Your team takes pride in their work. Let them show it.    
Look proud, unified and ready to impress.  

When your crew is coordinated, your brand looks its best. 




