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Holiday 
Marketing  
Tips 

 

More Than Ho-Ho-Hum Tactics 
 
“ Family” is the operative word in holiday marketing, says Mike Blaney, a Vancouver, B.C., 
Canada-based marketing expert who operates an online marketing blog for small businesses at  
themarketingguy.wordpress.com. 
 
"During holiday times, people are looking for things to do as a family," Blaney says. "Families are 
looking for family activities. Holiday marketing has to be around family activities - and extended 
family activities, too." 
 
Blaney and three other marketing experts, as well as two golf range owners, share their insights 
about how to ensure that you and your range have good holiday business, year-round. 
 
HOLIDAY MARKETING 101 
 

 "Key in on regional holidays, not just Hallmark holidays," says Penny C. Sansevieri, a book 
marketing and media relations specialist in San Diego, Calif. (Earlier in her career, Sansevieri 
managed marketing for a golf range conglomerate.) "You can use any holiday you feel is 
appropriate." 
 
Blaney agrees that thinking local is important. "Thanksgiving is not as big in Canada [as it is in the 
United States],” Blaney says. 
 
“There isn’t one perfect marketing tool for everyone," affirms Shannon Cherry of the marketing firm, 
Be Heard Solutions. The same rings true for perfect holidays to market around. Focus on your range, 
your region and your holiday marketing plan. 
 
If your range is in the United States, and you do want to market around the Thanksgiving holiday, think 
no-frills family fun - maybe a 20 percent discount for groups of four or more, or a free cinnamon roll 
for every golfer. "Thanksgiving in the United States is a visiting holiday, a traveling holiday," Blaney 
points out. "You can't cram too much into one weekend." 
 
Save the big special events for Christmas, which Blaney says is when kids have winter break for a 
week or more. During this holiday season, when families enjoy more time to spend together, go all-out, 
possibly even with a Santa Claus on the range, and perhaps free presents for the kids. 
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Holiday Marketing Tips Con't. 
 
Better yet, set up an on-site day care in your pro shop, complete with a TV and cookie! to keep the kids 
occupied while their parents practice their swing. This is a sure way to establish goodwill among your 
parent customers. 
 
 
Whatever you do, plan and promote in advance. “You’ll be competing with many other marketers for 
your customers' attention, so the earlier you can put your offer out, the better," advises marketing 
strategist Alicia Forest of Client Abundance. "Give yourself at least two to three months to plan," 
Cherry adds. 
 
The truly ambitious golf range owner will develop a 12 month marketing calendar for the entire year. 
"Marketing needs to be planned, consistent and measured," Blaney says. You don't want Dec. 1 to roll 
around and then ask your staff, "What marketing specials should we do this month?" Start in the 
summer to prepare for Christmas. 
 
There's good news for your bottom line too: "If you plan for marketing events all year long," Blaney 
says, "your overall [marketing] costs drop.'  
 
HOLIDAYS GALORE  
 

Thanksgiving, Christmas, and the Fourth of July - these are holidays that many businesses market 
around. But there are more holidays than the usual. 
 
"Traditional holidays are still good," Cherry says. However, she explains that by thinking out of the 
box, you can pitch a news story about your range's creative, holiday themed special event to the local 
media. “Because it’s different, the media will pick up on it," says Cherry, a former broadcast journalist. 
 
"If you want to stand out," Forest suggests, "utilize something like `Chase's Calendar of Events,' where 
holidays and events around the world are listed, and tie in your marketing to some that make the most 
sense for your clientele and your location”. 
 
Information about the book - which contains more than 12,000 entries - is available at 
www.mhprofessional.com. The website also features a free list of special months (e.g., January is 
Coffee; Gourmet International Month, as well as Family Fit Lifestyle Month, National Get Organized 
Month and a host of others).  
 
With more than 12,000 holidays, how do you choose the right ones for your range? Our marketing 
experts reiterate that you must focus on what holidays fit your location, your community, and your 
range. 
 
Cinco de Mayo is big in California, Sansevieri points out - an example of a local holiday.  
 
"If your community has a big Irish population," Sansevieri says, "make St. Patrick's Day a key holiday 
for your range."  
 
"If you're creative enough, you can come up with a promotion for any holiday," Forest says. 
 
For golf range owner Ricki Lanyi of Richmond, Va., location has a lot to do with her holiday 
promotions - or lack thereof.  Many holidays happen during vacation times, Lanyi points out. "I'm not 
in a vacation destination," she says. The holiday season from Labor Day to Memorial Day is slow for  
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Holiday Marketing Tips Con't. 
 
her facility, Patterson Sports Park. During this time, her customers tend to head out of town for family 
time and entertainment. 
 
In an effort to bring in money during her off-season, Lanyi began selling customers a holiday card. "It's 
a multiple-discount punch card, pretty standard in the business," Lanyi explains. Holiday cardholders 
can get 12 large buckets of balls at $ 5 a bucket instead of the regular price of $ 8 a bucket. 
 
Now, in her second year of selling the holiday card, Lanyi admits she hasn't been "terribly successful." 
She times the marketing effort right, though, promoting the holiday card from Oct. 1 through the  end 
of December. 
 
Tom Moore, general manager of Pine Ridge Golf Club in Coram, N.Y., combats his facility's off-
season with an open house barbecue in September. Golfers can practice at the driving range for no 
charge for one hour, and the facility serves free barbecue from 4 to 6 p.m. On that day, the 
membership-based facility also offers a free pass for the rest of the year to potential new customers. 
 
"We get a lot of foot traffic," Moore says of the special event, which he markets around the holiday 
theme of "going into the fall." He hosted the first event this past fall, and says it was very successful. 
 
During the open house, PCA pros walk the tee line and offer free tips to golfers. "Our concept is `We're 
making ourselves available,"' Moore explains. "The customers feel valued." 
 
Moore plans for the open house about two months ahead of time. Then, in the three weeks leading up 
to the event, he advertises for it on the backs of his facility's golf course scorecards. The on-site 
restaurant prepares the food. 
 
"A standalone range can have a caterer come in," Moore suggests, "or just get a grill from Lowe's." 
Call the event an open house, as Moore's facility does, or create a holiday such as Customer 
Appreciation Day. 
 
Sansevieri highly recommends that range owners create their own holidays, and then tell the local 
media about it. "They love offbeat stuff like that," she says. And don't worry - there's no law against 
making up a holiday. 
 
Beyond holidays, market around everyday occasions, such as birthdays, new babies and retirement. "If 
you can give a reason why for your offer that makes sense and resonates with your customers, any 
promotion can be successful," Forest says.  
 
HOLIDAY MARKETING PROMOTIONS 
 
Going into the holiday shopping season, Moore says, Pine Ridge Golf Club develops golf-themed gift 
baskets, at $20, $30 and $50. For $20, a customer can purchase a basket filled with a $10 range card, 
and cap and towel with the facility's name and logo. This holiday marketing promotion has proved 
successful, Moore says. And, it's easy for gift buyers who are shopping for family and friends at 
specific price points. "The work's done for them," Moore says. "If you don't want to spend more than 
$20 on Uncle Harry," you don't have to. 
 
"An obvious [promotion] to do around Thanksgiving," Forest says, "is to show your gratitude to your 
current customers for their business. It could be something as simple as expressing your thanks in a 
short email or thank-you card in the mail. 
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Holiday Marketing Tips Con't. 
 
Or," Forest continues, "you could take it a step further and send a postcard expressing your gratitude 
with an [Internet] link to a free gift to your VIP customers. Taking the time to say thank you goes a 
long way toward deepening that all important relationship with your current customers. If you do 
nothing else this holiday season, at least do this." 
 
Cherry suggests offering free buckets of balls to customers on their birthdays. "A birthday is a 
holiday," she reminds. You can get this marketing promotion off the ground by asking customers to 
share their names and email addresses, and letting them know they'll get the freebies on their birthdays. 
Customers "will be more likely to give their email address if they know they'll get something free," 
Cherry says. 
 
Assure your customers that you won't resell the email list, Sansevieri says, and then don't. "Say you'll 
use it for in-house promotions only." This tactic also will encourage customers to share their contact 
information with you. 
 
 
"Your `pot of gold' in your business," Forest adds, "is your email list of customers. If you’re not 
leveraging the power of the Internet to collect your customers' email addresses and using a handful of 
online marketing strategies to build a relationship with them, you're literally leaving money on the 
table." 
 
Sansevieri agrees. "People have to be remarketed to." Email marketing is a cheap way to execute this 
goal.” 
 
Another good idea from Cherry: Partner with other businesses that attract the same target market as 
your range, such as a local sporting goods store. This can be especially worthwhile during the winter, 
when ranges in cold climates are not operational. So partner with a sporting goods store and host a 
showcase of the latest golf gear at your facility. Or invite a local golf pro to give a lecture at your 
facility. 
 
Thinking ahead to the New Year, Valentine's Day is a holiday in which men can share their passion for 
golf with their girlfriends and wives. Women may say they've become golf widows, Sansevieri says, 
because their male partners spend so much time at the range – your range.  So this Feb. 14, why not 
investigate another business partnership in your local community, this time with a romantic restaurant - 
something the ladies would like? If a couple buys two large buckets of balls at your range, maybe the 
best fine-dining establishment in town can throw in a free dessert or two complimentary glasses of 
wine. 
 
Or, Sansevieri suggests, your range can partner with a local winery. Host a wine tasting at your range 
during the most romantic time of the year. Who says you can't swing at a range ball while a tiny bit 
tipsy? 
 
Partner with local businesses Sansevieri emphasizes, to expand your range's brand. And then let the 
local media know about it. 

 

GET THE WORD OUT 
 

 "Typically, ranges are in higher traffic areas," Blaney says, "and you don't drive past one to get to 
another." So, his best advice for how to advertise your hottest holiday promotion? A banner, right on 
your range. 
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"The banner needs to be read from far away, from any distance, so get a high-quality one," Blaney says. 
He estimates that you'll pay about $10 per square foot, or between $750 and $1,250 for the entire 
banner. 
 
Another idea Blaney believes can work: postcards. Get a few hundred printed, at 50 cents per card, 
and pass them out at your range - or bring them to local sporting goods stores - to advertise your 
facility's upcoming holiday events. 
 
"Don't buy 5,000 postcards," Blaney cautions, even if the larger order costs less per piece than the 
smaller order. "You'll never get rid of all of them." 
 
Sansevieri recommends writing a monthly customer e-newsletter. Offer tips on golf that your 
customers can use - this kind of high-quality customer service will outweigh the time and money 
spent on writing the e-newsletter and emailing it out to your database of customer email addresses. 
And when your facility does offer promotions around the holidays, your appreciative customers will 
be more apt to pay attention to the marketing news that appears in the publication they value. 
 
All of our marketing experts emphasize that having a website is key to a golf range's business growth 
and success. Lanyi launched her facility's website in the spring, for this very reason, and the fact that, 
to her, "having a URL means you have a legitimate operation." 
 
"The exposure that the Internet can give is important to any golf range," Sansevieri says. 
 
"If you don't have an online presence," Forest says, "all you need is a single Web page where you ask 
people to leave their email address, usually in exchange for something of value to them for free (like a 
monthly e-newsletter with golf tips), and then you send them an email consistently over a period of 
time with valuable information and special offers. 
 
"This business model builds a relationship with your market that makes it a lot easier to make more of 
them customers, without having to push so hard," Forest says. 
 
With expert marketing tips like these - and more than 12,000 holidays to choose from - business is 
bound to be good this holiday season, and every season. 
 
Happy holidaying. 
 
Melissa Leddy is an associate editor for Golf Range Times. 
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Unique Holidays Your Golf Range Can Market Around 
 
Partner with a local business or nonprofit organization for a holiday themed marketing event. Then 
send news releases about the community partnership/special event to local newspapers. For example, 
June is National Fresh Fruit and Vegetables Month. Why not host a local farmers' market right on 
your range? Or for October, Adopt a Shelter Dog Month, find out if the local SPCA would like to 
"show and tell" about their dogs on your range. 

•• Months    •• Days 

January: National Hobby Month   Jan. 27: National Chocolate Cake Day 

February: National Snack Food Month  Feb. 11: Make a Friend Day 

March: National Women's History Month  March 3: I Want You to be Happy Day 

April: Stress Awareness Month   April 10: Golfer's Day 

May: National Barbecue Month   May 18: Visit Your Relatives Day 

June: National Fresh Fruit and Vegetables Month June 8: Best Friends Day 

July: National Recreation Month   July 6: National Fried Chicken Day 

August: National Golf Month    Aug. 21: Senior Citizens Day 

September: Self-Improvement Month  Sept. 21: Miniature Golf Day 

October: Adopt a Shelter Dog Month  Oct. 4: National Golf Day 

November: Peanut Butter Lovers Month  Nov. 15: America Recycles Day 

December: Bingo Month    Dec. 13: National Cocoa Day Lovers Month 

 

Sources: Penny C. Sansevieri and Holiday Insights, www.holidayinsights.com 


